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3M Appoints 
MacManus for 
Scotch Tape 


BBDO Loses Out as 
Company Consolidates 
Division at MacManus 


St. PAUL, MINN., July 7—Min- 
nesota Mining & Mfg. Co. today 
consolidated advertising for its re- 
tail tape and gift wrap division 
with MacManus, John & Adams. 

The major effect of the move is 
the shifting of Scotch brand tapes 
from Batten, Barton, Durstine & 
Osborn to MacManus. It is esti- 
mated that MacManus will handle 
about $2,000,000 in billin~s for the 
division. 


® The switch, effective next Jan. 1 
does not affect the division’s med- 
ical products advertising, which 
will continue to be handled by Er- 
win Wasey, Ruthrauff & Ryan. 

C. C. Moosburgger, who directs 
advertising for 3M’s tape and rib- 
bon products group, said the deci- 
sion was made “in the interests of 
more efficient operation and bet- 
ter coordination and continuity.” 

MacManus presumably will 

(Continued on Page 12) 
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Chrysler Offers Free 
Cars, Other Prizes 


in Consumer Contest 


Detroit, July 6—Chrysler Corp. 
will kick off a nationwide contest 
for all lines of passenger cars dur- 
ing the coast-to-coast telecast July 
11 of the major league All-Star 
baseball game. 

The month-long contest, which 
will give away more than 10,000 
prizes, also will be advertised in 
magazines. 
Chrysler Corp. automobiles. 

Chrysler is co-sponsor, with Gil- 
lette Safety Razor Co., of the two 
major league All-Star games. The 
second game is July 31, and the 
sales contest ends Aug. 12. 

A total of four b&w page ads 
will run in July and August is- 
sues of Life and Look, two in each 
of the publications. 


= During the contest period, own- 


(ers of 1957, 1958 and 1959 automo- 


»| biles, regardless of make, will be 


invited to fill out entry blanks 
available from Chrysler dealers or 
in print ads. Two separate draw- 
ings will be held, one July 29, the 
second Aug. 
will be awarded in each drawing, 
along with tv sets, room air con- 
ditioners, radios, cameras and mo- 
tion picture outfits. 
Leo Burnett Co. is Chrysler’s 

agency handling corporate adver- 
tising activities. + 


After 26 Years with C&W... 


$11,500,000 Texaco 
Account Moves to B&B » isis: ssw Hn 


Stress on Candidates’ 
Radio-TV Units May Tell 
More Broadcast Activity 


New York, July 5—Oil 
slippery 


is a 
business for advertising 
agencies. Benton & Bowles, for 
example, once resigned Continen- 
tal Oil in order to solicit Shell Oil 
—and fell flat on its face. Later it 
went after Mobil Oil—and slipped 
again. This week, however, it was 
a different story: B&B was named 
to handle the $11,500,000 Texaco 
account, beginning Oct. 1. 

The move was a blow to Cun- 
ningham & Walsh, which has been 
working on Texaco for 26 years. 
The loss followed the departure of 
the $1,500,000 Smith-Corona Mar- 
chant business, the 


$1,000,000 | 


Crown Zellerbach account and the | 


$500,000 [talian Line business. 


s One source said the string of 


losses represented 25% of C&W’s 
business. Another guessed that 
Texaco might account for about a 
third of C&W’s profit. ADVERTIs- 
ING AGE estimated the agency’s 
1960 billings at $54,500,000. 
According to all reports, no pres- 
entations were made by agencies 
on the Texaco trail. In addition to 
Benton & Bowles, these included 
J. Walter Thompson Co. and 
Compton Advertising. Agencies 
were visited “four or five times” 
by John H. Childs, general man- 
ager of advertising and sales pro- 
motion for Texaco, and John W. 


Green, 
sales. 


vp in charge of domestic 


e “It was the most 
searching analysis of an agency 
I've ever seen,” said one awed 
agency man. One department at a 
time sat in and explained its func- 
tions and showed its accomplish- 
ments. 
ture 


thorough, 


idea was given, but 
(Continued on Page 105) 


Texaco Switch 
Reflects Shifts 
in Gas Marketing © 


Oil Marketer's National 
Coverage Challenged by 
Standard Units’ Expansion 


the 


New York, July 5—Advertising 
agencies have swapped some $48,- 
500,000 in oil account billings in 
the last 18 months, a figure that 
includes the move of the $11,500,- 
000 Texaco business from Cun- 
ningham & Walsh to Benton & 
Bowles. Involved in the changes 
have been 13 advertisers and 20 
agencies. 

More than agency-client dissat- 
isfactions seems to underlie the 
changeovers. The real answer ap- 
pears to stem from the volitility of 

(Continued on Page 105) 
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== WIN = Schlitz,ChestertieldTop 


© 
me 
ep a } Sean 
ee ¢ Ieee 
in Chrysler Corporation: s* sift Time Jubilee”! 


Top prizes will be 12 ; 


CHRYSLER CORPORATION 


CHRYSLER CONTEST—Chrysler Corp. 

will promote a new consumer con- 

test with page ads like this one in 

the July 14 Life and the Aug. 1 
Look. 


Fitzgerald 
Becomes Part 


of Knox Reeves 


| North-South Move 
_ Brings $2,000,000 in 
Billings to Knox Reeves 


12. Six automobiles | 


New ORLEANS, July 6—Knox)| 
Reeves Advertising, Minneapolis, | 
picked up an estimated $2,000,000 
|in billings this week by absorbing 
| Fitzgerald Advertising Agency. 
Fitzgerald lost about $7,000,000 


| Foods & Industries shifted adver- 
tising for Wesson, Snowdrift short- 
ening and Blue Plate food prod- 
jucts to Young & Rubicam (AA, 
| June 26). The move followed Fitz- 
gerald’s decision noi to open a 
West Coast office, after Hunt 
moved the Wesson marketing staff 
to Fullerton, Cal. 

Fitzgerald also lost some smaller 

(Continued on Page 10) 


$8,000,000 Switch by 
Lever Is Third Biggest, 
AA Tabulation Shows 


(For complete 
major account 
1961, see Pages 68 and 70.) 


Cuicaco, July 6—Beer, cigaret 
and soap accounts led the parade 
of big advertisers on the move to 
new agencies in the first half of 
1961. 


listing of 
changes in 


e Stepping out in front with all | 


the zest of a drum-majorette was 
Jos. Schlitz Brewing Co., which 
turned to Leo Burnett Co. to 
pound the drum hard enough to 
check a declining Schlitz 
curve. The transfer of the $15,- 
000,000 beer account to Burnett 
from J. Walter Thompson Co. was 
| the largest of this year. 

|e Second largest was Liggett & 
Myers’ switch of $10,000,000 bill- 
|}ings for Chesterfield, Duke and 


No Let-Up 

The swift pace of account 
changes in the first half of 
the year apparently is con- 
tinuing unabated. The second 
half had barely started when 
Texaco announced its $11,- 
500,000 switch to Benton & 
Bowles (see story elsewhere 
on this page). + 


sales | 


NEW=* > Shifts in Ist Half of ‘61 


$3,000,000 billings which paraded 
out of Kenyon & Eckhardt, as 
Handy Andy cleaner and Spry 
shortening went to Thompson and 
Praise toilet soap to Reach, 
McClinton & Co. 

Lever credited the All move to 
a wish “to consolidate Lever’s ad- 
vertising accounts,” but the sub- 
sequent $3,000,000 move turned 
out to be the climax of a growing 
and mutual disenchantment be- 
tween Lever and K&E. 


= Adding to the endless variety 
of reasons why accounts change 
agencies was the factor behind 
the $7,000,000 Wesson switch from 
Fitzgerald Advertising Agency to 
Young & Rubicam: Geography, 


|plus change of ownership. Young 


& Rubicam is the agency for Hunt 
Foods & Industries, which pur- 
chased Wesson last year. When 


|Hunt transferred Wesson’s mar- 
| keting staff from New Orleans to 
| its headquarters in Fullerton, Cal., 


Fitzgerald reluctantly bowed out, 


|after deciding the risk was too 


|dependent on 
| other news of Fitzgerald see story 


Oasis cigarets to Thompson from | 


McCann-Erickson. 
for Schlitz, a big factor in the ac- 
count move was declining sales. 
In 1960 L&M dollar sales dropped 
2.1%: Schlitz barrel sales dropped 
3.7%. 

e Third largest was Lever Bros.’ 
move of $8,000,000 billings, includ- 
ing nearly $5,000,000 billings for 
the All product line, which 
marched out of Needham, Louis & 


For L&M, as} 


great to set up a West Coast office 
one account (for 


elsewhere on this page). 

Two $6,000,000 accounts switched 
agencies this year: American Air- 
lines announced a move to Doyle 
Dane Bernbach from Young & Ru- 
bicam (effective Aug. 16) and Mo- 
bil Oil Co. went to Ted Bates & 
Co. from Compton Advertising. + 


Magazine Pages, 


Revenues Off in 


Brorby and into Sullivan, Stauffer, | 


Colwell & Bayles, and another 


Last Minute News Flashes 
_Kiekhaeter Names Gardner for $2,000,000 Account 


Fonp pu Lac, Wis., July 7—Kiekhaefer Corp., manufacturer of Mer- 


/cury outboard motors, has named 
handle its account, which billed an 


Gardner Advertising, St. Louis, to 
estimated $2,000,000 last year. Bak- 


|er, Johnson & Dickinson, Milwaukee, resigned Kiekhaefer five months 


| ago (AA, Feb. 6). 


Wine Advisory Board Names Young & Rubicam 

| SAN FRANCISCO, July 7—The Wine Advisory Board has named Young 
| & Rubicam to handle its advertising, succeeding Beaumont-Hohman & 
| Durstine. More than two dozen agencies sought the account, which 
| spends about $250,000 on advertising. 


Ekco Names Weiss to Handle Housewares Division 
Cuicaco, July 7—Ekco Products Co. has appointed Edward H. Weiss 

& Co. to handle its housewares division, which bills about $350,000. 

Ekco split with Doyle Dane Bernbach Inc. last month (AA, Juneil19). 


Shell Branches Out in Spot Radio Drive 


is beginning to fan out, 


New York, July 7—Shell Oil Co.’s single-medium modus opemndi 
Starting July 12, the company will furn 
“flights” of commercials, similar 


to spot radio with nine to 15-week 


to those used in its newspaper advertising. Schedules of one-minute 


spots will run on stations in southeastern markets, 


where Shell is 


attempting to step up bulk gasoline sales to the rural market. SHell’s 
farm chemicals division began four-week radio schedules in the South 
July 3. Ogilvy, Benson & Mather is the agency. 


(Additional News Flashes on Page 105) 


it orligilg 


Ist Half of ‘61: PIB 


14 of 83 Magazines 
Show Page Gains; 25 
Have Revenue Increases 


half of 1961 was disappointing for 
the magazine business. Dollar rev- 
enues were down 4%, and pages 
were uf by 11%. 

Only 14 magazines—of 83 meas- 
ured—enjoyed any kind of gain 
in advertising pages; 25 maga- 
zines reported revenue increases. 
The big page gainers were The 
Reporter, TV Guide, Argosy, Cos- 
mopolitan, Harper’s, Playboy, 
Reader’s Digest, Redbook, Togeth- 


er, True, McCall’s, Modern Bride, 
Harper’s Bazaar, and Mademoi- 
selle. 


® Biggest page losers—aside from 
books in Dell, Fawcett and 
Macfadden groups—included The 
Saturday Evening Post, Better 
Homes & Gardens, Living for 
Young Homemakers, Coronet, 
Business Week, Fortune, U-.S. 
News & World Report, Vogue, Na- 
tion’s Business, Time, National 
Geographic and Ladies’ Home 
Journal. 

The Publishers Information Bu- 
reau figures, released by the Mag- 

(Continued on Page 113) 


Py ey Se ee gee ae ae a ee 
Pee en SO Aa -eeer <r tek Ire: eat 
pee at ae ay de ar ol eas Deh atthe: eee bs ul eae Surah et ran ae sipnieg Oy eee 
Sh Se yea ere. ee pods eae Penh rie eee eS Cn ey eee eae we ee be ee ye ee ME ae eg See vim t Anne = 42 ei taahesnes fit SE aa 
y ree one per pe ie ie |e gy a ie Slee nT et ms a are Ree Poke meget, AR Pea So eS Ea eS elle = 8 een p+ Soe 2) ee ee ees Shey) i Cale Nadir’ aS Se, eae Poe A 
eee ys ee rere ee re) re ae ie ee ees ee ce ee ae Be CS Be her Gi og chris RS Cogan ec 
4a a i pera re _ iia aie se SR ae ne eee ey eee a cee eno neyy Es Sees rc gd paar Bra Sas econ Bie, ha ne SS Ms 20 ke pea re : 
. : 
E ? 
- d ee Ss AS OO Pad ee Bs 3 : - a 
eat am, } ' . 
fe En oy e/a am a SOR esse i, | eh ae oe S oe ee ee sa 
’ Ge ee ee ee ee Paes Ps 
Bee OT naan et ae oe eee — . —— . _ a . — . 
sate. che = ger 
bos ia ON es ees 
ae pea 
‘eat ie a ae 
a Pree 
Bee, che aE eae ns 
, urea ten 
Gn a wrap 
9006 WINNERS : a 
: x ALIAN EOP > 
mea . . ‘ eee 
cn Sheet “ . . peas os 
: : / a ee 
a _ ee a 
F ; of be are B 
oe ee ahi, 
cee Ce etal be Ba 
ES ener Sere 2 ty 
‘ + eee ter 3 oh haere i 
SET or ke eet ad eel fet 
ea goa eet 
a a : es 
eet » Ribiigtian soe 
, y s ; Po Dae ye 
ais i ———— oe) Sheet Pa Ges 
i ee 
ees, rt con 
ee NOR 
Bey * ie 2 
ett eee a ves 
uae ae 2 ee 
gunners EEERREREEENE REIN TEERREEENNE 
rit eas ae 
pete irr ae eee 
aaa ae — er aye 
ee ee 
i ae eee 
sity aim Saree 
Sect ens pe ea 
ee pete Mala te 
See ia oe : 
po tee Tee) eee 
pie el ea pies ics 
2 eee sete skis 
EAT shy: Sh eee 
Fay) a ait ae 2 os 
mesa ec ose Be 
rh foe le acter ee 
ee as ee fig ae ; 
see _ tata a — em. 
art: 3 " - Seed 
eer 
| y P poh fis tee 
ee ae 3 
. atieer 
~~ Pas, Ys Rese teams rae 2 
oy Soa = Soe es 
rel ee pel 
ee ae ee 
‘ cee ee 
Me ue pee Gra 
‘ am eS 
nas a 
** seam pars EN Ge 
ap eee ee | 
‘5 a Fete PEAT: ee 
eta eee ees 
% Oe a re et ee; 
= : ene 
— Po peal 
‘ 
ye as 
Siete ) Rage hes 
ee ets i Eee. 
Ears 4 a3 - ee “ = ‘ a tl * es a ln é oe “ ; ; : r ; rt i, 


2 


Ads Are 50% of Income; 89% of Ads for Drugs... 


AMA Too Dependent on Drug Ads to 
Help Rule Drug Field, Senators Told 


Medical Men Defend 
Shifts in Control over 
‘AMA Journal’ Ads 


WASHINGTON, July 6—Senate in- 
vestigators gave the American 
Medical Assn. a rough time this 
week, charging the AMA with wa- 
tering down the advertising re- 
strictions of its dozen publications | 
to attract new business. 

The Senate probers were on the 
scene to determine the need for a 
drug bill introduced in April by 
Sen. Estes Kefauver (D., Tenn.), 
which, among other things, would 
give the Food & Drug Administra- 
tion authority to decide if a drug 
is effective before allowing it on 
the market. 

After debating the question of 
who is better qualified to decide 
whether a drug works or not— 
AMA or FDA—the Senate anti- 
trust and monopoly subcommittee 
proceeded to question AMA’s qual- 
ifications as a “free agent’ in the} 
job of checking up on drug com-| 
panies. 


|ance program. 


| 

8s AMA, replying to the charges, 
denied that it had sugar coated its 
| advertising restrictions and assert- 
ed that they were stronger than 
ever. In fact, AMA said, it has de- 
cided to eliminate gradually from 
the Journal all ads on certain mix- 
tures. 

The association explained that 
the reason it put jurisdiction of 
advertising in the hands of an ad- 
vertising committee was to give 
the council on drugs the broader 
responsibility of educating and in- 
forming its members. As for its 
seal of acceptance program, AMA 
felt it was “unfair” and “restric- 

(Continued on Page 12) 


Gov. Meyner Hits 
WNTA-TV Sale to 
Citizens Group 


WASHINGTON, July 6—The pro- 


7 


ba 


Pinte Associated Gomer inc 


CORN GuiIDE—Pfister Associated 
Growers, Aurora, IIl., is running 
this eight-page insert to introduce 
its new hybrid seed corn. Part of 
each ad will highlight a variety for 
the area served by each publica- 
tion. Initial ad is in the July 15 
Wisconsin’ Agriculturist. Aubrey, 


| Finlay, Marley & Hodgson, Chi- 


| tional group (AA, July 3) may be} 


# The subcommittee noted that) 
since 1855 AMA has (1) aban-| 
doned its seal of acceptance for| 
ads run in the Journal of the| 
American Medical Assn.; (2) tak-| 
en control over Journal advertis- 
ing out of the hands of its council 
on drugs and placed it in the 
hands of an advertising committee; 
and (3) discontinued the practice 
of allowing only the inventor of a 
new drug to use a brand name in 
Journal ads. 

All this was done to bolster ad- 
vertising revenue, the subcommit- 
tee claimed, producing a market 
research study prepared for AMA 
to document its charges.- The sur- 
vey, prepared for the association in 
1953 by Ben Gaffin & Associates, 
Chicago, showed that many drug 
advertisers and their agencies were 
critical of AMA’s seals of accept- 


Glenn Adds Mexican 
Brewer, Opens Two 
Offices in Mexico 


DaLLas, July 5—Glenn Advertis- 
ing, Dallas, announced last week 
the opening of offices for its new 
Mexican subsidiary, Glenn Adver- 
tising de Mexico, in Monterrey | 
and Mexico City. 

The offices are being opened | 
to serve Cerveceria Cuauhtemoc, 
brewers of Carta Blanca, Bohemia, 
Don Quixote, Tacate, Indio and 
Monterrey beer, which the agency 
recently acquired. 

At present Glenn is being re- 
tained on a straight consultant fee 
basis until the new ad program is | 
approved. Kenyon & Eckhardt de| 
Mexico, which handles the $1,700,- | 
000 account, wiil not be released | 
until the new program is set. 

Target date for approval of plans | 
is Oct. 1, with the new program) 
scheduled to start Jan. 1, 1962, ac- 
cording to Ward Wilcox, Glenn 
board chairman. 


s The giant Cuauhtemoc brewing 
company now operates breweries 
in Monterrey, Mexico City, Ti- 
juana, Culiacan, Hermosillo, Vera- 
cruz and Guadalajara, and is just 
completing another plant in Te- 
gucigalpa, Honduras. 

Lawrence Murtz, formerly divi- 
sion manager for Sterling Drug in 
Mexico, has been named to man- 
age the Glenn office in Monterrey, 
which opened on June 10. Present 
plans call for opening in Mexico 
City by Sept. 1. = 


held up by the protest of New Jer- 
sey’s Gov. Robert B. Meyner filed 
today with the FCC. He threat- 
ened to take the issue to court if 
the commission approved Nation- 
al Telefilm Associates’ $6,200,000 
sale to the citizens group. If Chan- 
nel 13 is assigned to a New York 
group, New Jersey will be the only 
one of the 50 states without a vhf 
tv station, he said. In the past the 
various owners of this station, 
which shares an Empire State 
transmitter site with the six New 
York stations, have programmed 
for the entire New York-New Jer- 
sey-Connecticut metropolitan area. 


s Gov. Meyner also questioned the 
role of the other New York sta- 
tions in the sale to the group, 
which is called Educational Tele- 
vision for the Metropolitan Area 
Inc. He said their $2,000,000 con- 
tribution toward the purchase of 
WNTA-TV was the “price these 
stations are willing to pay to be 
relieved of their lawful responsi- 
bility to promote culture and pub- 
lic service programming.” + 


cago, is the agency. 


Geyer, Morey Does 


posed sale of WNTA-TV, Newark- | It: Invents Instant 


| New York, to a New York educa- 


Money for Media 


NEw York, July 7—Media won’t 
have to hang around waiting to 
get paid on the 10th, 15th, or 20th 
any more—under an “instant cash” 


| plan used by Geyer, Morey, Mad- 


den & Ballard. 

The agency has devised a way 
for media to “pay themselves” and 
get their money as much as 14 days 
ahead of schedule. Here’s how the 
plan, based on a sight draft ar- 
rangement, works: 


1. Geyer, Morey provides media 
with sight draft envelopes for each 
client’s account. Each draft has a 
preprinted client name, code num- 
ber and media name. 


2. At the end of every month, in- 
stead of mailing invoices to Geyer, 
Morey, media simply compute the 
net amounts due. Then they put 
each net figure on the correct en- 
velope, sign their names, and in- 
sert the proper invoices in the 
right envelopes. 


3. Media take the envelopes to 
their own banks, deposit them just 
like checks, and mark the accounts 


| “paid in full.” 


4. Geyer, Morey’s bank then re- 
}ceives the sight drafts and in- 
voices, and these wind up being 
| audited by the agency in the usu- 
al way. 


® According to Sam M. Ballard, 


| agency president, the system is a 


|real time-saver. It ends “peaks” 
and “loads” of meeting due dates, 
cuts the risk of losing cash dis- 
counts and chops checkwriting and 
processing chores ’way down. 

Geyer, Morey tried it out. for 
four years on radio spot billings for 
one of its clients, Sinclair Oil. In 
all, 600 stations were involved, and 
the agency said the plan “worked 
just great.” Now, it’s offering the 
same deal to more radio stations 
plus some tv and newspapers. 


a There are some _ stipulations: 
Media in Minnesota and states 
West are asked to deposit their 
sight drafts not before the 6th of 
each month; those in eastern areas 
must wait until the 8th. This way 
all envelopes arrive in New York 
around the 10th. 

A newspaper in California, for 
example, which normally might 
get paid on the 20th, gets its money 
on the 6th. Geyer, Morey estimates 
that 10% of U.S. dailies have 10th 
due-dates; 60-70% the 15th; and 
20-30% the 20th of the month. 

It expects its ready-money plan 
to run flawlessly 95% of the time. 
“It’s the other 5% we'll concen- 
trate on,” said George Arnold, as- 
sistant treasurer, who designed the 
automatic payout around foreign 
bill-of-lading principles. 


s “The biggest problem we antici- 
pate is that a few media will for- 
get and write down gross amounts, 
as usual, instead of nets. But we’re 
going to warn them. If errors are 
made, we'll make adjustments— 
but it’s our experience that these 
are minor.” 

As far as Geyer, Morey’s own in- 
come is concerned, it gives clients 
“on-line” estimates on the 20th, 
asks for payments in time to meet 
media due-dates, then issues a de- 
tailed breakdown—with adjust- 
ments, if needed—on the 25th of 
the month following. Geyer, Morey 
doesn’t advise an agency to adopt 
the instant-cash theme “unless it 
has plenty of money in the bank.” 

What’s to prevent a Hitchcock- 
type character from grabbing a 
Geyer, Morey envelope, forging an 


Highlights of This Week's Issue 


Monopolies Commission recommends that 
Britain’s Imperial Tobacco Co. should 
sell the controlling interest it holds in 


Gallaher Ltd. its closest compet- 
itor Page % 
Brylereem schedules a heavy television, 


newspaper and point of sale campaign 
in September to promote a Brylcreem 
long-play record tie-in Page 10 


Big Four mail order companies’ 1961 
fall-winter catalogs feature lower prices 
and a variety of new services Page 12 


Lever Bros. lawyers contend that almost 
any toothpaste can remove smoke stains 


from teeth or from enamel, in an effort | 
to} 


to show that Pepsodent’s ability 
scrub away smoke stains makes for un- 
rigged tv commercials 


B. Houde & Grothe Ltd. 
new king filter cigaret, 
son cceve 


introduces a 
Peter Jack- 
Page 
Seattle Advertising Club establishes a 
12-point program designed to enforce 


truth and taste in advertising .Page 30 | 
| 


0. 8. Tyson & Co. offers industrial adver- | 


tisers a results-guaranteed-or-your- 
money-back advertising plan Page 32 


RCA Victer plans one of its most exten- 
sive advertising and promotional ef- 
forts in recent years for its 1961 line 
of home instruments, with major em- 
phasis on its color-tv receivers Page 34 


Rep. Francis E. Walter (‘D.. Pa.) charges 
that the New York Times and the 
Washington Post helped spread “an 
unconscionable whitewash of the Com- 
_munist Party"’ by running an ad paid 
for by the Communist Party. 
US.A Page 38 


Look study reveals that higher income 


Page 22 | 


23 | 


families don’t necessarily buy the most 
expensive household appliances Page 40 


U.S. court of appeals rules against Scott 
Publishing Co. in its $7,000,000 anti- 
trust case brought against Columbia 
Basin News and the International Typo- 
graphical Union Page 51 


Greater Knoxville Advertising Club ap- 
proves a resolution blasting the Knox- 
ville News-Sentinel for the daily’s at- 
tacks on outdoor advertising Page 54 


Audit Bureau of Circulations study re- 
veals daily newspaper circulation in 
the U.S. and Canada reached an aver- 
age of 64,397,118 copies per issue during 
the March 
31 Page 36 


Foundation for Research in Human Be- 
havior study shows the investment of 
consumers in @lurable goods has in- 
creased only 1% annually over the past 
five years, as compared with annual 
| increases of 8% for the same goods 
during the period of 1946 through 


1955 Page 58 
| 


St. Regis Paper Co. plans a $750,000 ad- 
| vertising campaign for its Nifty school 
supplies Page 66 


Gavin-Jobson 1961 Liquer Handbook 
shows distilled spirits sales in 1960 reg- 
istered a 4.1% gain over 1959 volume, 
totaling 234,700,000 wine gallons or 89,- 
900,000 cases Page 76 


Sylvester L. (Pat) Weaver Jr., chairman 
of the board of McCann-Erickson (In- 
ternational), says it’s the networks, not 
advertisers, who are responsible for the 
decline in tv programming Page 78% 


Associated Sales Analysts survey reveals 
of replying agencies 


42.6% use some 


type of 
equipment 


electronic data processing 


Page 107 
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exorbitant sum, then sailing off 
to Monaco with agency cash? 
“Simple,” explained Mr. Arnold. 
“There’s a maximum cashable fig- 
jo on each envelope that varies 
with the account.” 

Mr. Arnold said that “media run 
ads before they ask to get paid. 
We thought that since they ex- 
| tend credit to us, we might give 
|them the same privilege.” + 


Liebmann Names 


Needham, Louis 


for New Wares 


| 
_ Campbell, Emery and 


Foote, Cone Portions 
of Account Unaffected 


New York, July 5—Liebmann 
Breweries has named Needham, 
Louis & Brorby to handle adver- 
tising for several products still in 
the development stage. 

The appointment brings Lieb- 
mann’s roster of agencies to three. 
Last May, Liebmann named Camp- 
bell, Emery, Haughey & Lutkins, 
Boston, to handle a $500,000 slice 
of its beer business in New Eng- 
land. Foote, Cone & Belding han- 
dles the rest of the account. 

Peter Fitzpatrick, manager of 
new products and advertising in 
wholesale areas, said the appoint- 
ment of Needham, Louis did not 
deprive Foote, Cone of any busi- 
ness. He added that while Lieb- 
mann could not, for obvious rea- 
sons, reveal the nature of its new 
products, they do not include in- 
stant beer (“We have explored 
that”). 

He added that not all the prod- 
ucts being developed are in the 
beverage field. = 


Schroeder, McClain Named 
VPs by Post & Morr 


Mrs. Mary Agnes Schroeder, cre- 
ative director, and Mrs. June Mc- 
Clain, 


account executive, have 


+ ap® 


7 
Mary A. Schroeder 


June McClain 


been promoted to vps by Post & 
Morr, Chicago. 


FIGURES TO FILE 


Nielsen Network TV Page 48 

Major Advertising Account 
Changes, First Half, 1961 Page 68 

Leading Food Company 
Advertisers 

Top 20 Food Advertisers 
in Network & Spot TV 


Page 80 


for First Quarter, 1961 

and 1968 Page 80 
Network Radio's Top 

Advertisers Page 112 
Magazine Ad Revenue & Pages, 

First Half, 1961 Page 113 


Mrs. Schroeder, who joined the 
agency Jan. 1, formerly was with 
Tatham-Laird. Mrs. McClain was 
general manager of Sales King Co. 
before joining Gordon Best Co., 
Post & Morr’s predecessor, in 1955. 


NBC Shifts Herbuveaux, Hobbs 

Jules Herbuveaux, an executive 
of National Broadcasting Co. since 
1927, has been named to the staff 
of David C. Adams, NBC senior 
exec vp, and will be assigned to 


REGULAR FEATURES 


Advertisers’ Index 112 
Advertising Market Place 110 
Along the Media Path nO 
Coming Conventions 104 
Creative Man's Corner 96 
Editorials 18 


Getting Personal 


Information for Advertisers 46 
Learning from Retail Ads w4 
Merchandising Ideas 52 
Obituaries 80, 109 
On the Merchandising Front 96 
Photographic Review 72 
Production Tips o4 
Rough Proofs 18 
Tyler Picks Ten 98 
Voice of the Advertiser 102 
What They're Saying 18 


|special projects, effective July 31. 
Mr. Herbuveaux formerly was vp, 
central division sales, NBC Radio 
Network. Harry E. Hobbs Jr., for- 
merly eastern sales manager of 
NBC Radio, has been named to 
succeed Mr. Herbuveaux as cen- 
tral division sales vp. 


King Retires from Foote, Cone 

Joseph W. King has retired as 
treasurer and assistant secretary 
of Foote, Cone & Belding, Chicago. 
Mr. King has been with Foote, 
Cone since its inception in 1942 
and prior to that was with the 
agency’s predecessor, Lord & 
Thomas. 
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Commander Turns Philip Morris Sales 
Curve Up After Decade-Long Slide 


New York, July 5—For the} 
first time in ten years, sales of | 
Philip Morris Ine.’s declining! 
name brand—Philip Morris ciga- | 
rets—are on the upward curve, and | 
credit for the change goes to the 
new Philip Morris Commander. 

Commander, the king-size ver- 
sion of the Philip Morris regular, 
was shoved into the breach last 
September. It got a multi-million- 
dollar advertising blast-off in 
every major medium except out- 
door. Now, ten months later, it’s 
being accorded practically every 
advertising refinement given an 
established brand. 


® Here’s how ad plans shape up 
for the rest of 1961: The expanded 
media plan calls for spreads in 
Life and Look, as well as_ back 
covers in Ebony, Esquire, Sports 
Illustrated, The New Yorker, 
Time, TV Guide and U.S. News & 
World Report. The tv lineup in- 
cludes “Rawhide,” ‘Douglas Ed- 
wards & the News,” and “Dobie 
Gillis.” Spot tv is scheduled in the 
top 22 markets. The coverage by 
way of CBS and ABC alone in- 


SMELL OF THE SEA—This 
from Commander’s current tv com- 


is a still 


mercials depicting some he-man 


moments in a sailing man’s life. 


volves network commercials and | 
spot radio in the top 16 markets. 


s Basically, the sell remains the 
same as at the start. Commander’s 
very first newspaper ad set the 
theme with a bulletin-style “Im- 
portant notice to dubious readers.” 
Copy focused on the process of 
manufacture, which Philip Morris 
said was “unique in consumer 
cigaret advertising.” 

But missing from the scene 
nowadays is the little “command- 
er,” who served a brief purpose, 
and then was tossed overboard. | 
The little man figured in some 
sprightly commercials as a “nau- 
tical, entertaining, memorable and 
pleasant fellow,” and as a gimmick 
to balance the process-of-manu 

(Continued on Page 64) 


CLEANLINESS—T his color page ran in | 

Sports Illustrated June 19, and 

U.S. News & World Report July 

10. It’s scheduled also for Time 

July 28 and The New Yorker Au- 
gust 12. 


Camphell Soup 
Appoints Enloe 
for Health Push 


New Campaign Will 
Promote Products in 
Medical, Health Media 


CAMDEN, July 6—Campbell Soup 
Co. has appointed Cortez F. Enloe 
Inc., New York, to handle a cam- 
paign in specialized media directed 
to the medical and allied health 
professions. A Campbell spokes- 
man said the campaign would be 
in the form of ads in journals read 
by these professions, stressing the 
nutritional values of Campbell 
products, a new tack for this ad- 
vertiser. 

Other agencies handling portions 
of the Campbell account are not 
affected. They are Batten, Barton, 
Durstine & Osborn; Leo Burnett 
Co.; Needham, Louis & Brorby; 
and Robert Otto & Co., which has 
export advertising. + 


Newspapers Appoint Three 

Associated Desert Newspapers 
has appointed Norman Hampton, 
formerly with the Sacramento Bee 
and Compton Herald-American, 
manager of the Pass Observer, 
Banning, Cal., and Charles Cook, 
formerly advertising manager of 
the Daily News, Indio, Cal., has 
been named manager of the Palm 
Springs Star. At the same time 
Peter Palumbo, formerly of the 
Chicago staff of the New York 
Daily News, has been named ad- 
vertising manager of the Indio 
Daily News 


Herb Fisher Named 
to Top Ad Post at 
Lincoln-Mercury | 


Detroit, July 6—Lincoln-Mer- | 
cury division of Ford Motor Co. 
completed the realignment of its 
advertising operations today with | 
the appointment 
of Herbert 
Fisher as adver- 
tising and sales 
promotion man- 
ager. Mr. Fisher, 
formerly mar- 
keting research 
manager for the 
division, re- 
places Robert J. 
Fisher, who re- 
cently became 
director of the 
advertising and 
sales promotion office of the com- 
pany’s marketing staff (AA, May 
L)s 


Herb Fisher 


® Herbert Fisher joined Ford in 
June, 1959. Previously he had been | 
director of consumer research for | 
Chrysler Corp.; associate director | 
of market research for J. Walter 
Thompson Co. in New York; and 


| was with Leo Burnett Co. in Chi- | 


cago. 

In his new job he will direct all 
advertising, sales promotion and 
display and exhibit activities for 
Lincoln-Mercury. 


-@ Lewyt 


#® The division announced last 
month the appointment of Bruce 
E. Miller as advertising manager 
and M. J. Rowlands as sales pro- 
motion manager (AA, June 19). 
Both will report to Mr. Fisher, who 
in turn reports to Chase Morsey 
Jr., Lincoln-Mercury division gen- 
eral manager. = 
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FLUFFY RICE—The Rice Council for. 
Market Development will aim 75% | 


of its ad budget at middle and up- 

per middle income groups in 1961- 

62 with ads featuring rice dishes in 

Good Housekeeping and Ladies’ 

Home Journal. J. Walter Thompson 
is the agency. 


Signal Mfg. Adds 
Lewyt; Account 
Shifts to Silton 


Lewyt Becomes Signal 
Consultant; Dorff Leaves 
New Division of Signal 


NEW York, 


July 6—Lewyt 


Corp., vacuum cleaner manufac- | 


turer, has been sold to Signal 
Mfg. Co., Salem, Mass. As a re- 
sult, the Lewyt account will move 
out of Geyer, Morey, Madden & 
Ballard to Signal’s present agency, 
Silton Bros., Callaway Inc., Bos- 
ton. 


The entire Lewyt staff of more 


than 50 people has been cut, and 
|the company will be operated by 
| Signal personnel as a division. The 
|Lewyt line will be manufactured 


in Salem, and all marketing will 


|be handled by Albert S. Bross, vp, 


marketing, Shetland Co. The Shet- 
land division is the marketing arm 
of Signal Mfg. Co. 

Lewyt was acquired to round 
out Signal’s own line of floor and 
rug care products. The company’s 
Shetland floor polishers currently 
represent about half the 1,000,- 
000-unit sales volume in the in- 
dustry. Last year the company 
brought out an electric broom- 
type polisher, and the Lewyt ac- 
quisition now brings a heavy pol- 
isher into the lineup. 


a Mr. Bross said that the Lewyt 


}acquisition was “the natural way 
|for us to get a full-size vacuum 


cleaner” into the company’s prod- 
uct list. He added that Alex 
Lewyt, former president of Lewyt 


|Corp., would be active in a con- 


sulting capacity and would devote 
much of his time to developing 
foreign business for Signal. 

Mr. Bross said it was too early 
to say whether any Lewyt people 
would be hired. 

ADVERTISING AGE learned that 
Henry Dorff, former vp in charge 
of merchandising at Lewyt, de- 
clined to make the move to Sa- 
lem. Mr. Dorff will announce his 
plans after a vacation. 


was resigned late last 
year by Hicks & Greist when the 
agency reported billings for 1960 
had dropped to about $100,000. At 
the same time, Hicks took on Re- 
gina Corp., also in the floor pol- 
isher business and billing about 
four times as much. 

Lewyt had a poor year in 1960, 
and a source put its low ad budg- 


et down to the need to retool for 
1961. This year Lewyt revamped 
its organization, moving Mr. Dorff 
from vp of sales and marketing to 
vp of merchandising, and bringing 
in James M. Farrell, formerly 
sales manager of York Corp., as 
national sales vp. At the same 
time, Lewyt kicked off some hefty 
advertising for a new vacuum 
cleaner, complete with cord re- 
wind and wheels. 


® Mr. Dorff, who declined to com- 
ment on the sale, said he was 
proud of Lewyt’s recent perform- 
ance. “Sales during the past year 
have been about 34% ahead of the 
preceding year. As for advertising, 
in May we ran about $75,000 
worth of space in magazines such 
as Ladies’ Home Journal, Life, Mc- 
|Call’s and The Saturday Evening 
Post. 


FTC Revises 


Procedures to 
Speed Its Work 


Recourse to Consent 
Is Limited; ‘Meritless’ 
Cases Needn’t Be Heard 


WASHINGTON, July 5—The Fed- 
eral Trade Commission announced 


| another batch of new rule changes 
| today, aimed at cutting down de- 


“In the first six months this | 


year we ran more national adver- | 


tising than the next three compet- 


we have been at least five to eight 
times bigger than in the preceding 
two years. 


® “In the first six months of 1961, 
Lewyt committed about $100,000 
of its own money for cooperative 
| advertising, of which we ran about 
| $400,000 to $500,000.” 

ad budget runs to more than $1,- 
000,000, of which about half is in 
| cooperative advertising. The com- 
|pany uses most media; last fall it 
|spent about $250,000 in tv. 


- 
— 


| 
| 
| 


Ad Tax Hit... 


| 
1 


Ad Volume in 


Common Market 
Grows; Still Lags 


Per Capita Spending 
in Germany Is $16.30; 
in U.S. It’s $62.60 


EssEN, July 5—While the Euro- 
pean Common Market has been 
rolling along at a fairly brisk eco- 
nomic pace, it is still far from 
the advertising powerhouse once 
envisioned by some. 

A report issued here by West 
Germany’s Central Assn. of the 
Advertising Industry noted that 
advertising expenditures in the six 
Common Market countries amount- 
ed to some $1.5 billion last year. 


s The association compared this 
expenditure with the $11.5 billion 
spent on advertising in the USS. 
and concluded that the Common 
(Continued on Page 114) 


BRANIFF (aiiadional AIRWAYS 


TIMELY AD—Braniff International 
Airways, Dallas, will launch a new 
campaign July 10 promoting its 
reputation for being on time in 50 
newspapers followed by magazine 
insertions in August. Cunningham 


It was understood that Signal’s | 


lay on the part of respondents and 
its own staff. 

The “extensive” and “far reach- 
ing” new rules, which go into 
effect July 21, follow FTC’s lineup 
change, which divided the com- 
mission into two main divisions— 


: |a deceptiv ‘tices t F 
itors together. On the local level, | CEpREVe PENCiCgs SUrSRE SRS & 


restraint of trade bureau—each 
controlling its own cases (AA, 
June 26). 

“We have good reason to hope 
that our revised rules will help 
the commission to shake itself 
loose from a lifelong incapacity 
to act soon enough,” FTC Chair- 
man Paul Rand Dixon said. 

“By requiring litigants to pre- 
sent the issues of a case to the 
commission in the fastest reason- 
able time, we may be able to 
bring relief to victims of illegal 
actions while they are still in 
business,” he said. 


s The rules, it is hoped, will elimi- 
nate stalling tactics on the part 
of companies, without sacrificing a 


|fair trial. They also are intended 


|tle within a 30-day 


to lessen overly deliberate pros- 
ecution and hearing of cases by 
FTC’s staff. 

Specifically, the commission 
will give companies a chance to 
settle a case by consent order 
prior to the issuance of a com- 
plaint. If a company doesn’t set- 
time limit, 
formal charges will be filed, and 
the challenged company won’t be 
able to avail itself of a consent 
settlement from then on. 

FTC’s new rules eliminate auto- 
matic review by the five-man com- 
mission of all initial decisions 
turned in by the commission’s 15- 
man staff of hearing examiners. 
This rule was instituted to pre- 
vent “meritless review” of cases; 
a challenged company must satisfy 
the commission that substantial 
matters are involved before FTC 
will hear the case. 

The rules provide, however, that 
no petition for review will be 
denied if two members of the five- 
man commission think it should be 
granted. 


s Another new rule provides that 
cases “shall proceed with all rea- 
sonable expedition.” To imple- 
ment this proviso, all hearings 
will be held at one city and con- 
tinue until they’re finished. 

The way things work now, cases 
are shifted from city to city and 
are postponed for months, before 
hearing examiners can find time 
to resume them. At the Pepsodent 
hearings last week, for example, 
Hearing Examiner Harry R. Hinkes 
couldn’t find any time to hear the 
case again until October. 

When he asked an FTC lawyer, 
Fred MacManus, if this date was 
agreeable to him, Mr. MacManus 
replied, ‘Sure, if I haven’t retired 
by then.” 

FTC hearing examiners’ are 
given the authority to require 
lawyers on both sides of the legal 
fence to disclose the names of 
witnesses or furnish for inspection 
or copying any documents which 
will become involved in the case. 
Any lawyer who doesn’t cooperate 
or who engages in dilatory tactics 
can be prevented from arguing 


& Walsh, New York, is the agency. any cases before FTC. + 
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Ad Advisory Unit 
to Issue Booklet 
on Self Policing 


Group Also Asks Hodges 
to Act on U. S. Magazines, 
Defense Contractor Ads 


WASHINGTON, July 5—The ad- 
vertising advisory committee of 
the U.S. Department of Commerce 
made plans last week to round up 
all available information on ad- 
vertising’s efforts to police itself. 

The information will be pub- 
lished in a booklet for use as a 
basic reference work and will in- 
clude self regulation codes of ad- 
vertisers, agencies and media. 

In a preliminary report, the sub- 
committee working on the project 


| said that the purposes of the book- 
/let will be to help business make 
/more effective use of advertising; 
|to create better understanding of 
|self regulatory procedures; and to 
provide business men with a guide- 
‘line for self regulation of adver- 
tising. 


a The committee, which acts in an 
advisory capacity to Secretary of 
Commerce Luther H. Hodges, also 
asked Mr. Hodges to look into 
provisions of a bill which would 
give the Commerce Department 
authority to create overseas mag- | 
azines carrying advertising. Last | 
week the Magazine Publishers 
Assn. told the Senate commerce | 
committee that government-spon- | 
sored publications which take ads | 
would represent “unnecessary en- 
croachment of a public agency on 
a private domain” (AA, July 3). 


|bill, which pa 
|week, that wi 
\tising by defe: 


‘d the House last | 
d restrict adver- | 


e contractors. 


@ In another « ommerce Sen! 
ment developme it, five more states | 
have signed agreements with the 
department to control outdoor ad- | 
vertising along interstate high- 
| ways. The five—Connecticut, Del- 
aware, Hawaii, Pennsylvania and | 
Washington—make a total of 14 
states which have qualified for 
the federal bonus of 0.5% toward 
highway costs. + 


Stephenson Names Tims; Adds 
Quaker Oats Unit, Roegelein 
Patrick C. Tims, former account 
executive of Tatham-Laird Adver- 
tising, Chicago, has joined the ac- 


|count group of Clay Stephenson 
| Associates, Houston. 


Stephenson has been named to 


jhandle advertising for the Wolf 


e The committee also asked Sec- | 
retary Hodges to review an amend- 
ment to the defense appropriations 


brand products division of Quaker 
Oats Co., Chicago, and Roegelein 
meats. 


en 


SaaS 


A ONE-IN-A-MILLION TEST MARKET 
ONE NEWSPAPER #0 & MILLION 4N0 WORE PROSPECTS 


You can now cover one of the na- 


“ 
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campus sounpew JU NIORITE 


6TH TIME AROUND—This spread is part of an 11-page “Campus Bound 

ad in the August Seventeen, backed by 35 Frederick Atkins stores 
and 11 fashion manufacturers. Featured are Cuddlecoat coats, Dev- 
onbrook suits, Doris Fein dresses, Evelyn Pearson robes, Hollywood 
Vassarette bras and girdles, Jolee rainwear, Juniorite sportswear, 
Kelita sportswear, Petti sportswear, Schrank pajamas and Sue Brett 
daytime dresses. This is the sixth annual Atkins promotion. C. J. 

Herrick Associates is the agency. 


Floating Furniture 
Puts Royal Metal 
Ads in Outer Space 


New YorK, July 6—Royal Metal 
Mfg. Co., will join the space-age 
ranks this fall with a series of 
four-color pages with the theme, 
“Master time and space with Roy- | 
al.” 

Don Blanchard, advertising man- | 
ager, said the ads would show 
Royal’s products, such as desks, 
seating and files, floating in mid- 
air. Aim of the series will be to 
tie in the current interest in outer 
space with Royal’s products for 
“inner” space. 


s First of the ads is scheduled for 
the Aug. 28 U.S. News & World 


Report, another for a September 
issue of Business Week, and two 
more in Fortune in October and 
November. 

All ads will carry the line, “See 
your Yellow Pages for your Royal 
dealer.” 

Chirurg & Cairns is the agency. + 


Gourtain-Loeff Adds Fotorite, 
Lucky Heart Accounts 

Fotorite, Chicago, manufactur- 
er of a new 15-second Fotorite 
print . processor, has appointed 
Gourfain-Loeff, Chicago, its first 
agency. A four-color gatefold in- 
sert will run in the August Photo 
Methods for Industry, followed by 
b&w spreads in other trade publi- 
cations. Gourfain-Loeff also has 
been named to handle advertising 
for Lucky Heart Cosmetics, Mem- 
phis. 


In the 


tion’s top three test markets (and the 
Number One test market in New Eng- 
land!) thoroughly and economically 
with The Providence Journal-Bulletin. 

And you'll like what The Provi- 
dence Journal-Bulletin delivers. This 
one medium is the strongest selling 
force throughout New England’s sec- 
ond largest market . . . a million-plus 
interstate population center where buy- 
ing power is BIG... bigger than ever, 
as Sales Management shows. 

In ABC Providence alone, The 
Journal-Bulletin gives you 100%-plus 


coverage of over 500,000. In the CITY- 
STATE area, you get more than 80% 
coverage. 

Isolated from other major markets 
... representative and well-balanced be- 
tween urban and suburban . . . cosmo- 
politan in composition .. . the bustling 
Providence market offers you the ideal 
testing grounds for new products, new 
packaging, or sales promotion ideas. 


SPOT COLOR NOW AVAILABLE 


Write for rates and details 


Boston office: 479 Statler Bldg., Boston 16 
Represented elsewhere by Ward-Griffith Co., Inc. 


PROVIDENCE 


JOURNAL ~- BULLETIN 


Lop 20 in 
Total Retail Sales 


Stimulate Drug Sales in 


Over one fifth of the nation’s top metropolitan markets are 
in the NEW South. When advertising to this important 
1l-state market be sure Greensboro is on your schedule. 
In Retail Drug Sales, for example, Greensboro is close behind 
Baton Rouge, Chattanooga, and Knoxville—with a tremen- 
dous gain of 72% in five years. A vital sales factor is the 
Greensboro News & Record—the only medium with dominant 
coverage in the:-Greensboro Market and selling influence in 
over half of North Carolina. Over 100,000 circulation; over 
400,000 readers. 


Write on company letterhead for “1961 Major U. S. Markets 
Analysis” Brochure of all 360 Metropolitan Markets. 


Greensboro—In the Top 20 Retail Markets of the South 
and in the Top 100 of the Nation 


Greensboro News and Record 
GREENSBORO, NORTH CAROLINA 
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Is your advertising 
“getting through”? 


Here's how Food advertising gets through in This Week Magazine 


THIS WEEK os ences sewsrarees 


MAGAZINE 


PAGE 


Kennedy’ 
New Profile 
In Courage 


—PART It 


A warning against the 
cruelest hoax ever 
invented... Terror On 


PAGE 


Sn = PAGE 10 Latest summer sport... 
is Kite Snorkling 


+ Starch readership figures show 
your Food advertising is seen by 
more than twice as many people 
in THIS WEEK Magazine! 


% Readers Noting No. Readers Noting Total 
MEN 23 1,344,000 
ati 4,328,000 
as WOMEN 47 2,984,000 
° MEN 25 2,503,000 
. ; 9,152,000 
ThisWeek women 53 6,649,000 


+ Published Starch readership figures—these figures represent the averages for all 4-color page food advertising in ail 1960 issues of This Week and Life magazine. 


Your advertising will be read by more people in This Week 
than in any other magazine é 
This Week 


CIRCULATION 13,901,712 MAGAZINE 
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Cut Prices in Longer Station Breaks to 


‘Safeguard Efficiency’ 


New York, July 6—Lennen &| 
Newell has faith in the future ef- | 


fectiveness of spot television, pro- | ® Specifics on pricing will make | 20s would put 


vided the longer nighttime breaks 
are properly scheduled and priced. 
Properly priced, to L&N, means 
about 10% less than current prices 
for sold-out 40-second intermis- 
sions. 

This is the gist of what Herbert 
Zeltner, vp and media director of 
L&N, has told station representa- 
tives in a letter. L&N, one of the 
ten top agencies in spot place- 
ment, puts 25% of its billings into 
the medium, a total of about $20,- 
000,000. The agency bills $25,000,- 
000 to $30,000,000 in network tv. 

The tone of Mr. Zeltner’s letter 
—less gloomy than other agency 
comments—should reassure repre- 
sentatives and their stations. He 
said Lennen & Newell has recom- 
mended the continued use of spot 


of Spot, Zeltner Urges 


tv to its clients. 


| audience leve! 


the value is some- 
what depresse’ and recognition of 
this fact shoul: be granted to ad- 
vertisers and t!\eir agencies.” 
Mr. Zeltner said pricing 30s at 


emptable locations for a volume of 
ID announcements.” 

Mr. Zeltner told ADVERTISING AGE 
that Lennen & Newell had not yet 
recommended the use of 30s and | 


|150% of 20s, and 40s at 200% of|40s to any clients because, at | 


spot tv salesmen less happy. This 
is how Mr. Zeltner built his case | 
for price adjustment: 

“We think that any attempt to | 
maintain the price of a given 
length spot commercial as _ the 
break expands from 30 to 40 sec- 
onds is an untenable pricing prac- 
tice. Our reason for this conten- 
tion is that under the present 
30-second break structure, a 20- 
second announcement maintains 
obvious dominance of that break, 
both from the standpoint of 
elapsed time and from the stand- 
point of assumed viewer reaction. 

“Under the revised 40-second 
setup, this same 20-second an- 
nouncement now becomes simply 
one-half of an enlarged break. We 
maintain that even with identical 


pot at a competi- 
tive disadvantage with network 
tv. Spot will be harder to sell to 
advertisers if the big cost-per- 


is lost, he continued. 


s The L&N executive suggested a 


10% over-all reduction from cur-| 


rent 20-second prices “to safe- 
guard the efficiency” of the spot 
buy. If the full 40-second break 
period is sold, a station still would 
have a 20% increase in revenue, 
despite the 10% reduction. If only 
part of the 40 seconds is sold, 
present prices should prevail, he 
said. 

He also called for “the estab- 
lishment of some sensible and rea- 
sonably uniform plan throughout 
the country to assure non-pre- 


‘present price estimates, they are | 
“too expensive.” Fall spot sched- | 
ules are being planned in terms of | 


prime time 20s. 
thousand advantage over network | 


_ZELTNER HAS COPIOUS 
ADVICE FOR RADIO MEN 


NEw YorkK, July 5—Radio was |: : 


chided here last week for its tend- 
ency toward “over-commercial- 
ization, rate dealing and compli- 


| cated rate structures” by Herbert 


Zeltner, vp and media director of 
Lennen & Newell. 

Addressing a CBS Radio Spot 
Sales seminar, Mr. Zeltner warned 
station representative personnel 
that much of radio today has gone 
too far in the direction of back- 
ground sound that impairs selling 
effectiveness. The agency execu- 


- ; 


Beak Neh - 
% wie %; , rs 


| conceived research, with emphasis 


|quency distribution and evalua- 


Advertising Age, July 10, 1961 


men atway) make passes at guts whe wear 


MeNwttt 


EYE-FuL—Monocle Inc. rewrites a 
Dorothy Parker adage for its ad 
theme this fall. Color pages like 
this one will run in Mademoiselle, 
New York Times Magazine and 
Seventeen, starting in August. Gil- 
bert Advertising, New York, is the 
agency 


tive suggested the following: 

e “Remove radio from the ‘bar- 
gain basement,’ so that it can be 
considered one of the basic legs of 
an agency media plan. . 
e “Develop firm standards of 
commercial scheduling. 

e “Guarantee effective airing of 
commercials. 

e “Cut the number and the ‘noise’ 
of station promo spots. 

e “Engage in broad scale research 
on commercial effectiveness. This 
should probably be a joint effort 
by the radio industry. 

e “Concentrate on designing sim- 
plified, standardized rate cards 
with equal rates for all. No deal- 
ing. 

e “Eliminate 
differences. 


e “Return to the basics of solidly 


local-national rate 


on audience characteristics, fre- 


tions of dispersion vs. concentra- 
tion. 


e “Engage in good, sound, objec- 
tive education of buyers in the 
new techniques of spot radio us- 
age. 

e “Improve the level of promo- 
tion and trade advertising. It 
should be upgraded so that it is 
not beneath the level of agency 
personnel. 


e “Standards of commercial ac- 
ceptance by stations should be 
raised. 

e “There should be mechanical 
assurances of competitive sepa- 
ration on station schedules. 


e “Competitive information on all 
accounts using radio should be 
readily available to agencies, per- 
haps through some sort of clearing 
house.” + 


O’Rourke Forms-Real Estate 
Division; Adds Three Accounts 

John O’Rourke Advertising, San 
Francisco, has formed a new de- 
partment to specialize in real es- 
tate, financial and insurance ad- 
vertising, under the director of Pen 
Johnson. The agency also has add- 
ed three new accounts. They are 
Sterling Finance Co. and Heritage 
Enterprises, both in San Francisco; 
and Western Regional Beef Coun- 
cil, for an institutional promotion 
program for the western beef in- 
dustry. 


Lion Oil Appoints Wharton 
Lion Oil Co., El Dorado, Ark., a 
division of Monsanto Chemical Co., 
has appointed Wayne R. Wharton 
advertising and sales promotion 
manager. Mr. Wharton joined the 
company in 1953 as editorial as- 
sistant in the advertising depart- 
ment and has been editor of “Lion 
Oil News” and copy supervisor for 
advertising and publications. 
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It's a gala day for the ladies when the Journal hits the stands. This 
month we expect to draw record millions of highly partisan fans. / Our 
July lineup is all star: Clark Gable, in Part I of a Journal exclusive 
on his life; Queen Elizabeth and her children, second in our series on 
the royal household; Janet Leigh, Jack Lemmon and Natalie Wood, in their 
own personal guides to weight watching; Audrey Hepburn, Dolores Hart and 
Eva Marie Saint, in an enchanting parade of summer fashions. / The theory 
behind this month's Journal roster is elementary: To pitch to a lady 
successfully, you've got to have good stuff consistently. / For adver-— 
tisers, our delivery has never been better. This year (for the umpteenth 
straight), the youngest, wealthiest, best-educated major women's-magazine 
audience is made up of Journal readers. / When the Journal speaks—women listen 
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British Board May Force Imperial 
Tobacco to Sell Interest in Gallaher 


Foreign Investment Might 
Strengthen Competition, 
Says Monopolies Unit 


Lonpon, July 5—Britain’s giant 
Imperial Tobacco Co., whose bill- 
ings help to support a dozen Brit- 
ish agencies, was told today that 
it should sell the controlling in- 
terest it holds in Gallaher Ltd., 
‘its closest competitor. 

The Monopoiies Commission 
made this recommendation after 
a four-year study of the British 
tobacco industry. The recommen- 
dation now goes to the Board of 
Trade, a governmental body which 
can issue an order forcing Im- 
perial to divest. 

It has long been known that 
there are interlocking tieups in 
the British tobacco industry, but 


the full extent of Imperial’s hold- 
ings in Gallaher were not public 
knowledge until today. The com- 
mission reported that Imperial 
controls 42% of Gallaher shares. 

The Monopolies Commission re- 
port said Imperial holds 63% of 
the $3 billion British tobacco mar- 
ket, while Gallaher has a 30% 
share. 

Over the past ten years Gallaher 
has made substantial gains in the 
British cigaret market, as the re- 
sult of the success of its Senior 
Service brand. Imperial markets 
some 50 different brands of cig- 
arets and some 200 brands of 
smoking tobacco. Its leading brand 
is Player’s Navy Cut. 


= In opposing the recommenda- 
tion of the commission, Imperial 
warned that U. S. tobacco manu- 


|facturers mig! 
lof the situatior 
Gallaher. 


take advantage 
to gain control of 


The eommission saw no harm 


in this, stating: 


“We do not agree with Imperial 
that it would necessarily be con- 
trary to the interest of the United 
Kingdom if competition were to 
be strengthened by foreign invest- 
ment in a British manufacturer.” 


® The raising of this issue harked 
ba¢k to the events in the early 
part of this century, when 13 small 
British tobacco manufacturers 
banded together to form Imperial 
for the express purpose of repel- 
ling an invasion of the British mar- 
ket by American Tobacco Co. Im- 
perial and American Tobacco later 
came to a non-interference agree- 
ment, which resulted in the for- 
mation of British-American To- 
bacco Co. British-American was 
formed to handle the entire for- 
eign business of Imperial and 
American Tobacco. 

This Anglo-American tobacco 
cartel was broken up in 1911 by a 


U. S. anti-trust action. American 


Advertising Age, July 10, 1961 


Tobacco was forced to sell its! 


shares in British-American. To- 
day British-American. Tobacco is a 
giant English holding company for 
some 50 subsidiaries operating 
throughout the world. It owns 
Brown & Williamson Tobacco Co., 
in the U. S. and it has the rights 
to the Imperial brand names out- 
side of Britain. It also has the 
rights in some areas to American 
Tobacco Co. brand names. 

Imperial was never forced, like 
its American partner, to sell its 
shares in British-American, and 
it has been estimated that Im- 
perial holds about one-third of the 
shares. 


es Among the agencies dividing 
Imperial’s $5,000,000 advertising 
budget in Britain are Mather & 
Crowther; Young & Rubicam; J. 
Walter Thompson Co.; Foote, Cone 
& Belding; Masius & Fergusson; 
Hobson, Bates & Partners; Napper, 
Stinton & Woolley; Robert Sharp 
& Partners; Legget Nicholson & 
Partners; Erwin Wasey, Ruthrauff 


The strong bond existing between the people of 
Greater Philadelphia and The Evening and Sunday 
Bulletin is based on confidence in this newspaper. 

Actually, The Bulletin is Philadelphia—in char- 
acter, tone, expression and spirit. The pride which 


Philadelphians take 


in their favorite newspaper is 


a pride in that which is part of them. 


THE PHILADELPHIA BULLETIN 


You buy more than “‘space’’ when you buy The 
Bulletin. You gain a warm welcome into the homes 
of the growing seven billion dollar Greater Phila- 
delphia market. You enjoy a unique acceptance in 
the pages of this newspaper because .. . 


You buy belief when you buy The Bulletin! 


A member of MILLION MARKET NEWSPAPERS, INC. 


Advertising Offices: New York, Chicago, Detroit, Los Angeles, San Francisco. Florida Resort Office: The Leonard Company, Miami Beach. 


IN PHILADELPHIA NEARLY EVERYBODY READS THE BULLETIN 


GULDEN’S 
Mustard 
ln Handy Metal Tube 


Perfect for Pienics' 


- Ca pitol 
DP. Fa rms 


| HOT OFFER—Hartford Provision Co.., 

New Britain, Conn., is offering a 

sample tube of Gulden’s new Di- 

ablo mustard packed with its Capi- 

tol Farms franks. Newspaper ads 

like the above, tv and radio spots 
are promoting the offer. 


& Ryan; and Arks Ltd. Mather & 
Crowther has the coveted Player’s 
Navy Cut business. 

Gallaher has one agency—Serv- 
ice Advertising. + 


42 Products Appoints 
Beckman. Koblitz 

42 Products Ltd., Santa Monica 
maker of toiletries, has appointed 
Beckman, Koblitz Advertising, Los 
Angeles, to handle its advertising. 
The company puts out a line of 
men’s toiletries, beauty products 
and hair sprays and bills about 
$300,000 annually. Fletcher Rich- 
ards, Calkins & Holden formerly 
handled the account. 


Adclub Gives 
Two Ad Scholarships 


Two $250 cash scholarships for 
outstanding college students in 
their junior years of advertising or 
marketing have been established 
by the Milwaukee Advertising 
Club. One scholarship each will be 
awarded to students attending 
Marquette University and the Uni- 
versity of Wisconsin at Milwaukee. 


Keystone Adds Nine Stations 

Keystone Broadcasting System, 
Chicago, has added nine additional 
radio stations as affiliates. They 
are KOWN, Escondido, Cal.; 
KDOL, Mojave, Cal.; KALN, Iola, 
Kan.; WSHN, Fremont, Mich.; 
WEHH, Elmira Heights, N.Y.; 
WERT, Van Wert, O.; KTLU, Rusk, 
Tex.; WMOV, Ravenswood, W. Va.; 
and WERL, Eazle River, Wis. 


‘Plain Dealer’ Promotes Two 

The Cleveland Plain Dealer has 
appointed F. William Dugan assist- 
ant business manager and Thomas 
V.H. Vail vp in charge of adminis- 
tration. Mr. Dugan was formerly 
assistant business manager; Mr. 
Vail was formerly assistant to the 
president. 


Empire Sports Appoints 

Rocky Mountain Empire Sports 
Inc., Denver, has appointed Ball & 
Davidson, Denver, to handle pro- 
motion and public relations for the 
Denver Broncos professional foot- 
ball team, and the Denver Bears 
baseball team. 


ee Re Se eee haere a oe idea 
1g Deen Ses Dig ie FO Sh ce idee cag =e ; 7 x oe ple ok Sega a a 
=i Bees ct) eeege rs eee Rear eee Cee aie: ies ia ay ea ee St re a ae RENE TORT Rh a a Weare Bae ai Pe | yet one. = org aaa 23 
a So CER yee 2g tii oe oe see gl ere cee hd oA er I eit peel ee eS ee eS. a? Cl 
Be bo. noe age a - gee gos Ti ape eee Ba es Re eee a Dee teen ec Be es te Pe a cae AS ce voemee pe ae ce ae ee hah 
Wil ciage etna, is lames Pe ar ce ey eS STE a eg pe ea Mi ae Rae era ren era anMeren yo nr NWA eae EN range apc gre SO <A AM go oa. ie 1 5 eee amram eS ARE ge ER ea 28x oy 
a pe = sk aR = in eta ed mnie ay in SAR. Mae Si ees ae Seta ee sed er: Bg pe ta ie 2 ee rR ae eo ates apes = eaeg ee Seta as ee rane ues 
x f es ne P € » L Mis ss Se GU " PA oe 
‘ ' a + < - ' Sid 
VG « * - 
A 
‘ ‘| i a 
F i 
“Kg 4 
he i 
ee t 4 . ae 
er i eC > . 
As. ¥ 
Aoeete ‘ : a 
MF, f i : aia 
os ee | ee 
: . y (e- ®. 
; me —C“;SCSC‘éA “s\ mm 
. | PRAT Spc! ter From f 
| poverom reel 
Ser ' 4 \ 
a 4 
, i 
— | E 
Bis: Dep lO) ; 
7 idee Me) f : 
MUSTARD ae 4 
Attached t every pound j ye 
af i) = 
Capitol Farms ee 
4 Cae or 
Spee All Meat Franks | 
Fann 3 New Capitol Parme Ail Mest \ Is oy late 
pea te Franks are New Engiand's , fis gd 3 
me shat + oede! Made ech i re 
+ 45 wrener letler mrat— om fiher Ler 
Se no artitrial cobning—all - 
eal- lee fat— mere pre if fae 
tem’ Try om now and get o as 
abs ; tree tuber of Gutden's Diablo 
ae cg Muntard with every jwund even 
ane ts Hurry —Quentity Limited! Pig, oa 
ag ee cites 
os Saar yap 5 ern a elon én Prise eae 
: cae . ; - » Bg Rane 
ie ; . ee me 
ae : Sn ts "ox = BN pe 
3) = . ie 
Se a ae Paes ht 5 \ Mic 
a a hoe ee Bee 
“ae Ye ae * —— - aed ee’ . See este 
une ee Ret Seo 
es aes 4 es 
+ ? _ : ” 
a % * r <e ’ q i 
: bie SOO oi: 
PS — Se : | 5 
: b i 
f : —— 7 " : 
££ : 
Es * 
: ro 
; Pom ¥ 
cy . “ae fe 
: eee eye? 
Laer. se 
= SE. * 
$ q > 2 
9 
i . ; 
igs ae S. oe q i‘ 
Bees tarde Sa Se 
af ae ky a are 
[oa . om Saas 4 
Hie eae . eae pine e 
Ce 4 md a 
va : fer “sa ad 
i a at 
4 —_— 3 
~ <9 a is 
es ane : 
a ee: ~ 2 
BE 5 = i line 
: is & / ite a 
siege toe ae << fee Seer 
wl as <a 4 genes 
Sia ce: a 3 a gay es 
hme rAd ees ee." aaa, 
iS : . Se Pic 2 ol 
aa E pees 2 . é ‘ . Be be 
3 ‘ <¢ a Pag Eerie 
: 7 4% a 3s ae 
‘ x : f _ F es F ~ 
ig si % = : Pee rss 
Pera gh y ~ ‘4 2 = eee iste 
ae *. =e ae ee 
("Spee Ogee ee! . bah PS 7? eae. 
eet ca < 3 ‘ ” 7 Bei 
ay Sees 2 Ber. a3 4 ito ad 2 
ae A aes ee, ¥ a “y fg ar a 
age ; Be 5 hae Pete 
ea a Bs % eth ory ee 
ae d so ge ee 
ia : : . a Bate tangy 
iia cenaems oe Sad 4 " ria 4 + se Se Te 
Stee po ee eet 5 Tee ape 
fag br me . ei: z a 4 ee ree 
potas eT Saket.) MeN prey ee ee ® 4 f4 te ? bi ‘ eas 
aaa Se 7 Ra Sith ied aS 
" = oe ‘ Brine a rs ~ ’ ee =, : a &: Pieregiha ee 
_ oe . : -, f aa ; 
, ee ‘ Se i re eo 5 i 
; : Sy a : way i & f 4 ine 
i s ; bss ee ei. me 
= z * F gp ar yd 4 : 
Fy <a i ig ‘4 / 2 ‘ 
pies fae. *iygl ae Ke fs * ae 
Berg ; i es F a, 3 Cc ae ae 
2 oe -* ee) 
a - ay : 
are” : ' 
: a 
Be ae 
gate ees, Noel exe 
res tas hoe if 
oe: 3 on 
bee 7 ie 
io 
Pied i . ss ; 
ssa, eS ae 
CS ee Keveay eter 
ee ier 
Seer: ais 
ig P ae = : 
: a eae 
F he souk 
-* pin : Rigas Leeme eee a : : Z = » jl 2 2 


Total retail sales in Baltimore are up a 
fantastic 63.5% since 1948! And growing 
faster every day, as our market enjoys its 
greatest era of progress ever. Baltimore’s 
payroll in the manufacturing industry alone 
is over the billion-a-year mark. MH There’s 
big money in Dynamic Baltimore. Right now, 
we’re the 8th fastest-growing market in all 
America. Only 3 larger metropolitan areas 
exceed our rate of growth in total retail 
sales. Our port is the nation’s 2nd largest 
in foreign tonnage. HM And one medium—the 
Baltimore Sunpapers—best covers Dynamic 
Baltimore. Why? Because half the families 
in the entire state of Maryland live within 
a 15-mile radius from the center of downtown 
Baltimore. In this compact area—roughly the 
ABC City Zone—an estimated 92% of all retail 
sales are made. This same area accounts for 
88% of our daily circulation (77% of it home 
delivered) and more than 82% of our Sunday 
circulation (80% of it home delivered). And 
we’re talking about a daily circulation over 
410,000, and over 321,000 Sunday. @ It’s 
the Sun all the way in Dynamic Baltimore. 
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“Everything in Baltimore revolves around The Sun” 


National Representatives: 
Cresmer & Woodward—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 


Circulation Figures: ABC Publisher’s Statement 3/31/61 
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Roman Agency's 
Ad Pre-Testing 
to Aid Clients 


St. Louris, July 5—Roman Ad- 
vertising Co.’s creative research 
department has been expanded to 
include a new pre-testing adver- 
tising service. 

“Rising advertising costs have 
necessitated this new service,” 
Melvin F. Roman, agency presi- 
dent, said. “With it, an advertiser 
will be able to judge the effective- 
ness of an ad before it is run, 
permitting him to realize greater 
value for each advertising dollar 
he spends. 

“National studies of increased 
advertising costs show this is par- 
ticularly important in view of a 
24% increase in television 
27% increase in magazine space 
rates, and an 11% increase ir 
newspaper rates,” Mr. Roman 
said. 

The new service will: 

1. Pre-test selling ideas on 
which advertising campaigns are 
based for importance to consumer, 
believability of claims and unique- 
ness in comparison with competi- 
tive offers. 

2. Determine clarity of selling 
ideas by testing them before they 
are run in media. 

3. Conduct continuing research 
activities to obtain consumer re- 
action to products and services in 
the St. Louis marketing area, as 
well as in any of 30 principal cities 
in which the agency has affiliated 
offices. 


costs, 


Paul Dobinsky will be in charge | 


of the new service. 

® Fred Zweig, exec vp of the 
agency, said differences in ad ef- 
fectiveness . are overlooked by 
many advertisers. “For example,” 
he said, “a readership survey 
made of a St. Louis newspaper 
indicated that there was a 500% 
difference in the number of read- 
ers between the ad that was read 
best by men and the ad that was 
read least. The difference was 
1.321% between the ads read most 
and read least by women. 

“Some of this difference can be 
eliminated through pre-testing, 
which could be considered a form 
of advertising insurance, since it 
reduces risk by employing small 
scale experimental techniques 
prior to a major expenditure of 
advertising money,” he said 

Mr. Zweig said pre-testing can 
be helpful in the creation of better 
ads and can speed up decisions, 
because less emphasis is placed 
on guesswork and more on facts. 
For example, an advertiser who 
pre-tests his selling idea and his 
advertising message might in- 
crease the effectiveness of his ad- 
vertising by 10%. If he was spend- 
ing $70,000, this would be equal to 
an additional $7,000 in advertising 
value. 


@ On the other hand, 
advertiser is realizing only 75% 
effectiveness of his ad message 
because of failure to check it out, 
he is throwing away $17,500 in 
advertising value. 

“Research experts in the pre- 
testing field recently suggested to 
a meeting of the American Mar- 
keting Assn. in New York, that as 
a rule of thumb there is oppor- 
tunity to increase effectiveness by 
25% for every 1% of an ad budget 
spent on pre-testing,” Mr. Zweig 
said. 

According to Mr. 
testing is the fastest, most eco- 
nomical method of determining 
the answers to these questions: 


if the same 


Zweig, pre- 


1. “Is your advertising based on 
the selling idea that will do the 
most for the company?” 


“How do you know the idea 


is the right one? Do the people to 
whom the advertising is directed 
consider the claims and the ad- 
vertising important to them?” 

3. “Do the people to whom the 
advertising message is directed 
find the advertising believable; 
and how do you know?” = 


Brylcreem to Launch 
TV. Newspaper Push 
for LP Record Album 


New York, July 6—A_ heavy 
television, newspaper and point- 
of-sale campaign will be used in 
September to promote a Bryl- 
creem long-play record tie-in. The 
offer involves a 98¢ tube of Bryl- 
creem and a $4.98 Connie Frances 
album to be sold for $1.69. 

Supermarkets and variety stores 
across the country already have 
ordered 5,000,000 Brylcreem-rec- 
ord packages, according to Gener- 
al Harmonics & Video, producer 
of the record. Founded only a few 
weeks ago, General Harmonics 
also has plans for another Beech- 
am Products’ brand, Silvikrin 
shampoo, which will be offered in 
the $1 size, together with a Steve 
Lawrence-Eydie Gorme record al- 
bum, all for $1.69, starting in 
November. 

Record Products, a 
of General Harmonics, has been 
running another promotion, its 
first, featuring a 98¢ size of Jiffy 
Sew, a liquid mending product of 
Jiffy Products Corp., with a pre- 
mium lp album, the best of 
“What's His Name,” which in- 
cludes inserts from the “Jack Paar 
Show,” for $1.47. Record Products 
has been promoting the Jiffy-Paar 
offer with four paid announce- 
ments on the “Jack Paar Show” 
on NBC-TV, as well as a four- 
week spot tv schedule in about 12 
markets. 


subsidiary 


® The record company also ran 
ads in about 170 newspapers last 
week. This is being followed by 
co-op ads with supermarkets in 
the same newspapers. A co-op 
page in the June 30 Life was run 
by Record Products with Jiffy 
Products. Sales of the Jiffy-Paar 
package reached the 1,000,600 
mark after the first three days of 
tv advertising, according to Lee 
Matison, president of Record 
Products. 

Kenyon & Eckhardt is the agen- 
cy for Brylecreem and Silvikrin, 
while Jiffy Sew is handled by 
Grant Advertising. Robert Myron 
Advertising Agency placed the 
advertising for Record Products. = 


Dearth Leaves Morse to Join 
K&E as Senior VP in Detroit 
~ Robert A. Dearth, president of 
Morse International, New York, 
will join Kenyon & Eckhardt Aug. 
15 as se nior vp and manager of the 
Detroit office. 
He succeeds 
- = & Fey, 
who is return- 
ing to the New 
York office. 
Mr. Dearth 
joined Morse, a 
house agency 
for Richardson- 
Merrell Corp. 
(formerly Vick 
Chemical), in 


Robert A. Dearth 1956. Prior to 


that, he was 
with Ross Roy Inc., Detroit, for 
seven years and with McCann- 


Erickson, Cleveland, for four years. 
His successor at Morse has not 
been named. 


Wenger-Michael Adds Two 

Wenger-Michael, San Francisco, 
has been named to handle adver- 
tising for Four Wheel Brake Co., 
northern California chain of brake 
installation and service shops, and 
for Oddstad Homes, Redwood City, 
subdivision development and home 
building company 
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TAX FREE—Portland’s Hotel Multno- 
mah takes a lick at Washington’s 
4% sales tax with this ad running 
in Seattle and The 
ads also offer a “down with taxes” 
badge, and introduce a new 
ice, free laundering of 
shirts. 


Oregon Hotel Needles 
Washingtonians on 
4% Hotel Sales Tax 


PORTLAND, ORE., July 5—The Ho- 
tel Multnomah here is playing up 
Oregon’s tax-saving position in 
newspaper ads running in Seattle 
and Spokane this week. 

The large-space ads in the Seat- 
tle Post-Intelligencer and the Spo- 
kane Chronicle and Spokesman- 
Review are headlined: “Seattle (or 
Spokane) disband—your tax struc- 
ture is unbelievable.” This refers 
to the absence in Oregon of the 
4% sales tax that applies to hotels 
in Washington. 

The ad offers a badge reading 
“Down with taxes,” which copy 
says “you may wear fearlessly at 
secret meetings.” 


Spokane. 


serv- 
2 
guests 


® The Multnomah ads also intro- 
duce a new service—free launder- 
ing of guests’ shirts “as a salute 
to freedom.” 

The second ad in the series, to 
appear in about three weeks, will 
be done in the manner of the Hath- 
away shirt ads, and will show 
James Durham, general manager 
of the Multnomah, with shirt and 
eye patch. The headline reads: “A 
sample of our handiwork,” and 
copy mentions that the hotel will 
launder the eyepatch as well as 
the shirt. 

Homer Groening Advertising 
Agency handles the account. = 


Fisher Adds Two Accounts 

M. M. Fisher Associates, Chicago, 
has been named to handle adver- 
tising for Devine’s Remedies, Chi- 
cago, manufacturer of Devine’s 
Kool Foot and other dermatological 
and consumer pharmaceutical 
products, and Kenroy Developers, 
division of Kenroy Realtors, Chi- 
cago. Both companies previously 
placed direct. 


‘Arizona Republic’ Boosts 2 

The Arizona Republic and Phoe- 
nix Gazette have appointed Charles 
E. Treat manager of display adver- 
tising and Louis Reynolds general 
advertising manager. Mr. Treat 
joined the newspapers in 1952 as 
a retail advertising representative. 
Mr. Reynolds joined the newspa- 
pers in 1946. 


Brown & Perkins to Black 
Brown & Perkins, Perth Amboy, 
N. J., manufacturer of wire rope 
slings, sling fittings and swaged 
assemblies, has named Black-Rus- 
sell-Morris, Newark, its agency. 


Knox Reeves Adds 


Advertising Age, July 10, 1961 


$2,000,000 in 


Billings in Takeover of Fitzgerald 


(Continued from Page 1) | 


accounts, including Austex Foods, 
Jack’s Cookie Co. and Higgins 
Slacks. 


@ The merged agency will be 
known here as Knox Reeves-Fitz- 
gerald. Roy M. Schwarz, exec vp 
in charge of creative services at 
Fitzgerald, becomes vp of Reeves- 
Fitzgerald, in charge of the oper- 


| ation here. E. W. Rector Wooten, 


senior vp and executive art direc- | 
tor, was also named a vp of Knox | 
Reeves-Fitzgerald. | 

Joseph L. Killeen, board chair- | 
man and co-founder of Fitzgerald | 
(in 1926), is chairman of the ex- 


Roy M. Schwarz 


E. W. Rector Wooten 


ecutive committee here. Robert P. 
Carley, who was president of Fitz- 
gerald, will join Young & Rubi- 
cam in New York Aug. i. He had 
been in charge of the Wesson and 
Snowdrift account. 

Curt Abel, a vp of Y&R and No. 
2 man in its Los Angeles operation, 
is reportedly moving back to New 
York as part of a general realign- 
ment by the agency following the 
acquisition of the Wesson and 
Snowdrift accounts. 


R. Phillips, operations 
manager of Knox Reeves, said 
that all 15 accounts serviced by 
Fitzgerald will remain at the 
merged agency. Knox Reeves esti- 
maged billings of the 15 total 
about $2,000,000 annually, although 
estimates from other sources have 
gone as low as $1,300,000. 

Principal accounts are Brown’s 
Velvet Dairy Products and MclIl- 
henny Co., maker of Tabasco 
sauce. Others include Alaga Syrup 
Co., Crossett Lumber & Paper Co., 
Home Finance Service, Louisiana 
Coca-Cola Bottling Co., Louisiana 
Power & Light Co., Louisiana State 
Rice Milling Co., Louisiana Sweet 
Potato Commission, Maison 
Blanche Co., National Bank of 
Commerce, National Food Prod- 
ucts, National Sugar Refining Co., 
Southern Pine Assn. and WDSU 
Broadcasting Corp. 

Knox Reeves, in going to the 
other end of the Mississipi River 


® Paul 


y 
= 


Robert P. Carley 


Joseph L. Killeen 


for the first merger in its 26-year 
history, said the move represents 
“an interchange of talents.” The 


| Fitzgerald creative department, it 


is understood, was a prime objec- 
tive in the merger. 


® Knox Reeves 
what financial details were in- 
volved in the purchase. It was 
learned, however, that Walker 
Saussy Advertising, New Orleans, 
also attempted to purchase the 
agency, but the Fitzgerald stock- 
holders voted to accept the Knox 
Reeves offer. 

Robert W. Stafford, president of 
Knox Reeves, said the agency’s 
relationship with Fitzgerald dates 
back 15 years ago, when General 
Mills (a Knox Reeves client) and 
Wesson developed a chiffon cake, 
the first using liquid oil. Tie-in 
advertising involving both agen- 
cies followed, and several similar 
promotions involving the two com- 
panies ensued. 

About 20 of the Fitzgerald per- 
sonnel will remain in the New 
Orleans office. Before the Hunt 
account moved, Fitzgerald had an 
estimated 75 persons on its staff. 
Two people—one in media and one 
in accounting—are moving to 
Minneapolis, and one or two oth- 
ers may follow, according to Mr. 
Phillips. 


did not reveal 


® Eight former Wesson-Snowdrift 
account people, including Howard 
E. McDonald, exec vp, are slated 
to join Young & Rubicam in Los 
Angeles to continue work on the 
account. 

Commenting on the merger, Mr. 
Stafford said: “We believe this 
represents the shape of advertis- 
ing service to important clients for 
the years ahead. With the jet age 
we can be separated physically 
but bring together regularly and 
quickly the important specialized 
skills in advertising that are so 
valuable today. We thus have a 
completely national viewpoint, as 
well as intimate knowledge of re- 
gional marketing opportunities.” = 


Intensive News Coverage of Ad Field Makes 
Beneman Feel Industry Operates in Fishbowl 


PHILADELPHIA, July 5—Advertis- 
ing, unlike other professions, “op- 
erates in a goldfish bowl, with the 
public viewing every move as if it 
were the NFL gridiron champion- 
ship,” says an advertising execu- 
tive, writing in the current issue of 
“Poor Richard’s Almanack,” pub- 
lication of the Poor Richard Club. 

Compared to all the publicity the 
ad industry gets on its internal af- 
fairs, other industries and profes- 
sions receive almost none, at least 
in certain types of news, accord- 
ing to the article, by Jay Beneman, 
of Wermen & Schorr. And this, he 
writes, is in spite of the fact that 
“advertising is a relatively small 
profession by almost every yard- 
stick. 

“How come Mr. Pants Manu- 
facturer doesn’t know that Horn- 
blower & Weeks beat out Drexel 
& Co. for a big stock underwrit- 
ing?” asks Mr. Beneman. “How 
come a multi-million dollar cor- 


poration like the Carnation Co. 
can have a ‘juicy’ father-son 
squabble over management, with 
the son, a vp and director, resign- 
ing—and only Business Week 
gives it a line of copy—and only a 
12-line squib, on page 38? 

“Can you imagine what would 
happen if we ‘false, insincere, un- 
ethical’ (ADVERTISING AGE survey 
on advertising’s public image) ad- 
men had similar internal news? 
When did you last read about a 
Philadelphia law firm losing—or 
gaining—a client? Do you ever re- 
member an important company fir- 
ing its accounting firm and releas- 
ing a statement to the press?” 

Yet, he said, this type of news 
is issued by the advertising pro- 
fession. + 


Prakken Publications Moves 
Prakken Publications, Ann Ar- 

bor, Mich., has moved into its own 

building at 416 Longshore Dr. 
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“T hey tear into this city like 
a hungry kid going after a 
birthday cake. And then they 
start all over again. Maybe 
that’s why New York stays 


so young. It’s always doing. 
never done.” 


New York is a steam shovel’s 


gulp on the lower East Side 
... the “gulp” of a tourist in 
Times Square. This year, 
6,450,000 sq. ft. of new office 
space will be available for 
rent...14,000,000 tourists 
will visit New York. An 
always growing, always 
changing market. But this 
remains constant: The New 
York Times sells New York 
with the most advertising. It 


serves New York with the 


most news. New York is The 
New York Times. 
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Mail Order Books 
Show Price Dips; 
List New Services 


CuicaGco, July 5—Lower prices, 
a variety of new services, plus 
lavish use of color—both in cata- 
log pages and merchandise offered 
—mark the 1961 fall-winter cata- 
logs, just out from the Big Four 
mail order companies. 

Prices of general merchandise 
in the Sears, Roebuck & Co. cata- 
log are 1% below last year. Home 
appliance prices are 3.3% below 
1960; housewares and home mod- 
ernization merchandise, 2.4%; 
specialties, 4%; home furnishings 


0.6%; and wearing apparel, 0.3%. | 
| INTRODUCTION—Technicolor 


# The price average was deter-| 
mined by a study of more than 
2.300 items in the new catalog, 
George Struthers, vp in charge of 
merchandising, said. The new 
Sears catalog is 1,484 pages, 
weighs nearly 5 lbs. and includes 
140,000 consumer items. Published | 
in 11 regional editions, it will go| 
to nearly 9,000,000 families. 

The Sears catalog introduces a | 
new Allstate Motor Club to cus-| 
tomers. Operated by Allstate En- 
terprises, a new Sears subsidiary, | 
the motor club offers charter | 
memberships in its coast-to-coast | 
motoring service (AA, May 22). | 


® Prices of items in the new) 
Montgomery Ward & Co. catalog 
are down an average of 2% below 
the prices of items in the catalog 
a year ago. The 1,498-page cata- 
log, largest ever printed by Ward, 
is being sent to more than 6,000,- 
000 Ward customers. 

For the first time in a general 
catalog, Ward offers all items— 
more than 100,000—on a no down 
payment basis to all customers. 
Previously, only established ac- 
counts were offered the no down 
payment privilege. Services avail- 
able in the catalog include a com- 
plete home furnishings color co- 
ordination program—Ward’s color 
palette—to help customers select 
coordinated color in a variety of 
merchandise. 


® Ward also offers services of its 
customer engineering department, 
to which customers can write for 
plans and estimates on remodeling 
kitchens, bathrooms, porches or 
breezeways. Free estimates also 
are available for installation of air 
conditioning, plumbing systems, 
lawn sprinkling systems, swim- 
ming pools and heating systems. 
Ward customers also may borrow 
tools for installation of ceramic 
tile, siding, plumbing, insulation, 
furnaces and fencing. The com- 
pany offers emergency delivery 
service of water heaters, car bat- 
teries and truck tires. 


s Prices of merchandise in the 
new Spiegel catalog average 114% 
lower than those in the 1960 fall 
catalog. The 656-page Spiegel book 
contains 279 four-color pages, 
compared to 267 in 1960. Theme of 
the catalog is “The art of living 
better.” 

The catalog carries a special in- 
sert announcing the formation of 
a Spiegel Non-Profit Prescription 
Drug Foundation. Customers who 
use the Spiegel Budget Power 
credit plan are eligible to have doc- 
tors’ prescriptions filled through 
the Spiegel service “at a saving of 
from 25% to 40% (except certain 
items subject to Fair Trade law).” 


® Aldens has announced prices in 
its 860-page fall-winter catalog 
average 3% below last year’s book. 
The Aldens book puts heavy em- 
phasis on color, especially in the 
fashion section, up front, where 


| life; 
|paid up life at age 65. = 


WORLD PREMIERE! 


TECH NICOL OR CORPORYEION 
ANNOUNCES THE FIRST 


HOME MOVIE FILM 


FROM HOLLY WOODS Most 
FAMOUS NAME IN COLOR 


tae 


| 


=— : ——1 


TECHNICOLO 


Corp.., 
Los Angeles, is using ads like this 
in newspapers in Los Angeles, San 
Francisco, Oakland and New York, 
to introduce its new Technichrome 
home movie film. A coupon offer 
is included in the b&w, 1,750-line 
unit. Kenyon & Eckhardt is the 
agency. 


the first 122 pages are in color. 
The fall catalog is the first to 
offer insurance issued by Aldens’ 
new subsidiary, John Alden Life 
Insurance Co. Three types of in- 
surance are available: Ordinary 
20-year payment life; and 


Judge Again Finds 
Delson Package Okay 


NEWARK, July 7—The Food & 
Drug Administration’s test case in 
the deceptive packaging field has 
been turned down for the second 
time by Reynier J. Wortendyke Jr., 
federal district judge here. 

The court ruled that Delson Can- 
dy Co.’s packaging for its thin 
mints was not misbranded or mis- 
leading within the meaning of ex- 
isting law, and ruled that in this 
case, the law was “unconstitution- 
al, vague, indefinite and uncer- 
tain, and contravenes the due 
process clause of the fifth amend- 
ment.” 

Judge Wortendyke originally 
tossed out the FDA case early in 
1960. When FDA appealed, the case 
was remanded with the request 
that the verdict be substantiated 
with more technical findings (AA, 
Jan. 25, 1960, et seq). 

In his second decision, Judge 
Wortendyke delved into Delson’s 
packaging machinery, shipping 
methods and packaging history, 
then reiterated his ruling that Del- 
son had acted “in good faith with 
no intention to deceive.” 

The FDA had argued that the 
mints were deceptively packaged 
—too large a package, too many 
fillers, etc. 


® Commenting on the case, Armin 
N. Schaper, Delson vp, told Ap- 
VERTISING AGE that the company 
was convinced that the disputed 
package was “the best possible 
one,” and that Delson was fighting 
the case “as a matter of principle, 
even though it is costing us a for- 
tune. We feel we’re carrying the 
ball for a lot of other companies,” 
he said. = 


Watt Promotes Higgins 

Watt Publishing Co., Mount 
Morris, Ill., has appointed Leo J. 
Higgins eastern manager, suc- 
ceeding Hugh Thompson, who 
continues on the staff as a mar- 
keting specialist. Mr. Higgins, who 
will headquarter in New York, 
joined the company in 1957 as an 
advertising representative and has 
spent the past four years servicing 
advertising accounts in the east- 
ern area. 


(Continued from Page 2) 
tive’? to consider some drugs and 
not others. 


® The association also dismissed 
the subcommittee’s contention that 
it had encouraged use of brand 
names by allowing manufacturers 
other than the inventor to attach 
trademarks to the drug. 

AMA insists that advertising 
copy for the Journal include the 
generic name of the drug, 
Hugh H. Hussey Jr., chairman of 
the board of trustees of the asso- 
ciation, told the subcommittee. 


|@ Thumbing through excerpts of 


the Gaffin study, Sen. Kefauver | 
disclosed that drug advertisers in| 


the early ‘50s considered them- 
selves on the horns of a dilemma 
in facing AMA’s seal of acceptance 
program. 

Gaffin stated to AMA: “The 
medical manufacturer is torn two 
| ways: He realizes that the AMA’s 
|restraining influence on medical 
| marketing and medical advertising 
| claims, through the council seal of 
| acceptance, is beneficial for the in- 
|dustry over the long term, and 


| therefore tends to want to support 


| “But on the other hand, he re- 
| bels against the restraint in specif- 
/ic instances. He knows from ex- 
|perience that he can sell the 
|physician on the product without 
| having the seal, and can advertise 
it as he wishes through non-coun- 
cil-supervised publications.” 

The Gaffin survey reported that 
the trend in 1953 seemed to be for 
the medical manufacturer to go 
around AMA by taking his prod- 
uct directly to the physician with- 
out submitting it to the council. 
Two years later, the seal was dis- 
continued. 


® To give added weight to its 
thesis that the AMA catered to its 
advertisers to get more business, 


Dr. | 


AMA Too Dependent on Drug Ads to 
Help Rule Drug Field, Senators Told 


| the subcommittee produced charts 
|showing that advertising revenue 
/ and pages in the Journal had gone 
|up substantially since 1955, while 
| drug companies continued to con- 
tribute a larger chunk of AMA ad 
funds. 

| The  subcommittee’s _ statistics 
| showed that in 1955—the year the 
seal was dropped—the 22 largest 
|drug companies contributed 47% 
of AMA’s advertising revenue. In 
1960, that figure had risen to 56%. 

The drug companies accounted 
for 24% of total AMA income, in- 
cluding dues and subscriptions, in 
1955, and in 1960 they chipped in 
|28%. Last year, however, adver- 
tising expenditures of the 22 larg- 
est companies in the Journal 
slipped to $4,103,562—down from 
$4,222,116 in 1958. 

Merck Sharp & Dohme was the 
biggest advertiser in the Journal 
in 1960, spending $476,979. Carter 
Products was second largest, with 
an expenditure of $442,912. 


s In 1949, the subcommittee’s fig- 
ures showed, AMA got about $2,- 
432,000 (31%) of its total income 
of $7,669,000 from advertising. Last 
year the association derived $7,- 
997,000 from advertising, in a to- 
tal income of $15,961,000—50%. 

In total pages of advertising in 
the Journal, the Kefauver figures 
indicated, pages run by drug ad- 
vertisers were on the rise, while 
advertising by other advertisers 
was on the decline. 

In 1949, total pages of advertis- 
ing were 896, of which 470 (52%) 
came from drug advertisers and 
426 came from other advertisers. In 
1960, out of a total page figure of 
1,697, 1,402 (89% ) came from drug 
advertisers and only 295 came from 
others. 


s The 1961 figure, adjusted to 13 
issues, shows a decrease in total 
pages from 1960 to 1,434. Of this, 
1,151 came from drug companies 


AM.A. INCOME BY SOURCE 
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SOURCE: COMPILED BY LAS. L/C FROM JAMA 
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and 283 came from other advertis- 
ers. 


= “Can you be objective when the 
biggest part of your revenue comes 
from those you’re trying to regu- 
late?” Sen. Kefauver asked when 
the parade of statistics was over. 

“It’s entirely possible that we’re 
objective, and we are,”’ Dr. Hussey 
replied. He said AMA’s authority 
to regulate its advertising was 
“closely guarded.” 

AMA was also quick to point out 
that during the years in question, 
drug advertising in all medical 
publications also grew compara- 
bly. Pages jumped from 33,000 in 
1950 to 124,000 in 1960, AMA said. 
Space rates jumped 60%. 


s When the subcommittee criti- 
cized drug ads in the Journal for 
not disclosing side effects, AMA 
insisted that ads run in the Journal 
needn’t contain the same warnings 
as drug labels. “You mustn’t con- 
fuse advertising with education,” 
Dr. Hussey told the subcommittee, 
indicating that doctors were “edu- 
cated by the editorial pages of the 
AMA publications.” 

He said drug advertising serves 
as a “reminder,” but isn’t a prin- 
cipal source of information. Hear- 
ings will be continued July 18-21 
when medicai witnesses will testi- 
fy. # 


McCann Rates Ratings 

New York, July 6—Mc- 
Cann-Erickson has come up 
with a refinement in measur- 
ing television station ratings 
in non-metropolitan counties. 
McCann calls it a “formula 
which projects an average 
rating level for every tele- 
vision station in each county | 
where any viewing of the 
station occurs.” 

Robert J. Coen, manager of 
media research and develop- 
er of the refinement, would 
not disclose the new formula 
“for competitive reasons.” 


3M Appoints 


MacManus for 
Scotch Tape 


(Continued from Page 1) 
shift much of its 3M account peo- 
ple from New York to Minneapo- 
lis. The agency expanded there 
last December with the acquisi- 
tion of a local agency, Olmsted & 
Foley (AA, Dec. 26). 

Observers now see MacManus 
as 3Ms’ “No. 1 shop,” with EWRR 
second and BBDO third. 

MacManus, which formerly split 
the tape & gift wrap division with 
BBDO, also handles advertising 
for the chemical division and the 
adhesives, coating and sealer divi- 
sion. BBDO retains international, 
coated abrasives and _ electrical 
products advertising. EWRR han- 
dles duplicating products, reflec- 
tive products, printing products 
and Revere camera, in addition to 
the medical products. + 


Shupert Joins 20th Century TV 

George T. Shupert, formerly a 
top executive with MGM-TV and 
with ABC Films, has been named 
sales director of 20th Century- 
Fox Television, New York. Peter 
G. Levathes, president of the tv 
subsidiary of the movie company, 
previously doubled as tv sales 
chief. Mr. Shupert, who will work 
out of New York, will be in charge 
of network and syndication sales. 


Elmira Adclub Elects Hewey 

Ira I. Hewey, commercial man- 
ager of WENY, Elmira, N. Y., radio 
station, has been elected president 
of the Elmira Area Advertising 
Club. 
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Understatement 
is still another way in which photography 
effectively tells 
an advertiser’s story 


EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


A VARIATION BY THE KODAK EKTACOLOR SYSTEM 
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In ANCHORAGE People Buy The Products Advertised 
In This Paper 


Alaskans shop daily 
Alaskan dailies. Stake your claim in 
our booming 49th state by placing 
your ads in one of Alaska’s most suc- 
cessful dailies. Call your West-Holli- 
day man for complete information. 


One of five great Alaska Dailies 
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Humble Underwrites NET Series); Remsen Agency 
Humble Oil & Refining Co. will . wae 
underwrite a 15-part epic Shake-| Aims for Bigtime 
spearean series, “An Age oO . 
Kings,” to be presented on the Na- vid New Approach 
tional Educational Television &| New Haven, Conn.. July 5— 
Radio Center network. The pre-| How does a small agency break 
miere will be presented Oct. 20. into the big leagues? _ 
Humble’s parent company, Stand-| One agency with such an am- 
ard Oil Co. (New Jersey), has al- | pition is Remsen Advertising, 
ready sponsored the series on COM-| which believes there are other 
| mercial tv in New York and Wash-| avenues _ besides a New York 
ington. | start and the creation of far-out 
campaigns. 
McKesson Sales, Earnings Dip a “businesslike out-of-town 
McKesson & Robbins, New York, ; agency looking to grow beyond 
drug, liquor and chemical distrib- | those confines,” Remsen recent- 
utor, reports sales dipped for the|ly took three steps towards the 
first time in 22 years to $670,355,- | majors: 


. with their 


EW YORK - 


CHICAGO - 


| NELSON ROBERTS & ASSOCIATES, INC. 
: = formerly West-Holliday Co. Inc. 
NEWSPAPER PUBLISHERS REPRESENTATIVES 
N 


DETROIT + DENVER + LOS 


060 for the year ended March 31,!@ On June 1, it opened a San 
a $6,355,283 decrease from the) Francisco office headed by 
previous fiscal year. Earnings de-| Clyde Rapp, former vp and 
creased to $10,039,876 in 1960,| manager of the Detroit office of 
from $12,299,904 the previous | Foote, Cone & Belding. A sec- 
year. ond addition to the agency was 


ANGELES « SAN FRANCISCO + PORTLAND + SEATTLE 


Flint-Bay City-Saginaw moves into the top 40 
(in actual TV homes delivered) 


When Flint and Bay City-Saginaw were recently 
combined into one market, it changed everybody’s 
list of the top 40 TV markets in the country. Have 
you brought yours up to date yet? 

To check, just see if you've got Flint-Bay City- 
Saginaw listed in the same neighborhood as 
Providence, Charlotte and Denver. For that’s where 
this Eastern Michigan market has moved on the 
all-important basis of homes delivered.* That is, 
homes with TV sets actually tuned in. 


; 
P 


WJRT «+ CHANNEL 12 « FLINT—BAY CITY—SAGINAW / ABC PRIMARY AFFILIATE 


John Walton, formerly an ac- 
j;count executive with Batten, 
Barton, Durstine & Osborn, 
|New York. He joins the agency 
as assistant to the president. 
e The same day, it officially 
became affiliated with Don 
Kemper Co., Chicago and Day- 
ton. Kemper represents Remsen 
in the West. 

Another thing well worth noting is that nearly all 
the viewers in this heavily populated urban market 
get their television from within the area. And, of 
course, that’s where WJRT is—with City-Grade 
service to Flint, Bay City and Saginaw. 

You can get more information about this new 
top-40 market, and about WJRT, simply by calling 
our representatives: Harrington, Righter & Parsons, 
Inc. Offices in New York, Chicago, Detroit, Boston, 


Atlanta, Los Angeles and San Francisco. 
“Based on ARB Reports— March, 1960 (Sun.-Sat., 6-10 p.m.) 


e Remsen also began extensive 
direct mailings to prospects for 
its new “cooperative spectacu- 
lar” concept (AA, Feb. 6). The 
mailings marked Remsen’s en- 
try in the electronics field fol- 
lowing its space-age ‘“spectac- 
ulars” (‘Putting Payloads in 
Space” and “Missiles & Mis- 
sions”). Only two of ten par- 
ticipating companies in those 
|spectaculars retain Remsen as 
| their agency. 


|@ The cooperative spectacular 
|is an ad package aimed at giv- 
ing companies in diverse de- 
fense fields an opportunity at 
selling their products by identi- 
fying them with particular 
weapon systems, or whatever. 

Remsen has launched these 
multi-advertiser ads in Avia- 
” tion Week, Business Week, For- 
cs tune, Scientific American and 
Ly U.S. News & World Report. The 

idea behind them was to let the 
individual products be seen in 
¥ “the big picture.” 

Remsen’s up-coming cooper- 
| ative spectacular is planned for 
| January and February issues of 
| Electronics and Electronic De- 

sign. The insert, running 14 
; | pages, will cost advertisers $6,- 
750 per participation. It will, 
|for the first time, “contrast a 
| U.S. missile system with a Rus- 
sian counterpart in small insert 
| fashion.” 

“We are not offering adver- 
|tisers a page, but only words,” 
said Thomas F. Darge, director 
;of creative services for the 
lagency. “Each co-sponsor will 
| have 450 to 600 words of copy 
selling his products, capabilities, 
| facilities or achievement record. 
|We will fit the basic sales 
| points where they belong in the 
| ‘editorial context.” In other 
| words, the sell will not be tele- 
graphed quite so clearly as in 
| ordinary ads.” 


|}@ The insert will carry a center 
oe gatefold amounting to two gate- 
? | folds, back-to-back. One will be 
on military space craft, the 
other on missiles. 

The co-op venture was tied 
|by Mr. Darge to Remsen’s am- 
| bition to break into the agency 
| “We can do this 
through our concept of cooper- 
| atives, by specializing in specif- 
ic fields, and by complement- 
ling the activities of ‘orthodox’ 
l|agencies,” he said. 

“We have an equity in this 
| which transcends any formula. 
You can even say that this is 
one way by which we are grop- 
ing for a break-through to the 


|big leagues 
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TEEN CRUSH—Crush International, 
Evanston, Ill., is 
“Win a Puppy” contest for teen 
agers during June and July 
with ads in American Girl, 
Boys’ Life, Family Circle, Par- 
ents’ Magazine and Woman's 
Day, plus radie spots and color 
comics in newspapers. Edward 
H. Weiss & Co. is the agency. 


pushing its 


big time.” 


@ Mr. Darge added that extra 
assignments have come to Rem- 
sen as a consequence of its 
space-age spectaculars. These, 
from companies like Westing- 
house and Purolator Products, 
he said, “‘wouldn’t have come to 
a New Haven agency unbid- 
den.” 

Describing the spectaculars 
s “an avenue to new business,” 
he added that if Remsen joined 
with a giant agency, “we would 
be merely an outpost of the big 
shop.” 


@ With charges of extravagance 
in the area of defense advertis- 
ing being heard in Washington, 
said Mr. Darge, the agency’s 
spectaculars “represent a solu- 
tion for defense advertisers who 
wish to make a high impact 
splash without running afoul of 
increased congressional interest 
in the matter.’ He added: “Here 
they can have their cake and 
eat it; you can say we give 
them the splash without the 
cost.” = 


Lanolin Plus Schedules 
Heavy TV-Print Push 

Lanolin Plus, Newark, N. J., 
will run the heaviest advertising 
effort in its history for Color 
Plus nail enamel. Starting July 
8, the company will run eight 
weeks of participations in ABC- 
TV’s “Asphalt Jungle,” “Roar- 
ing Twenties,” “Cheyenne” and 
“Guestward Ho,” and in NBC- 
TV’s “Michael Shayne.” 

This will be backed with spot 
tv in 100 to 125 markets. Night- 
time minutes will be used. In 
addition, color pages will be run 
in Glamour, Harper’s Bazaar, 
Life, Mademoiselle, Seventeen 
and Vogue. Daniel & Charles is 
the agency. 


‘Catholic Market’ to Bow 

Catholic Market, a business 
quarterly, will be published by 
Catholic Digest, St. Paul and 
New York, starting in February. 
The magazine will sell for $3 a 
year, or $1 a copy, advertising 
rates will be $1,050 for one- 
time b&w, and $125 a page extra 
for each additional color. 


| Dibble Adds Three Accounts 


Gordon E. Dibble Co., Glendale, 


Cal., has been named to handle ad- | 


vertising for Raypak Co., El] Monte, 
Cal., maker of heating equipment, 
and for W. K. Geist Co., Los An- 


| charge of eastern sales of National 
| Telefilm Associates, has been ap- | 
pointed general manager of NTA’s | 
|radio station, WNTA, Newark. He | 
'replaces Ted Steele, who recently | 
joined WINS, New York, as gen- 


geles, electronic manufacturer’s | €Tal manager. 


representative. Dibble also has 
been named agency for Dudley Ke- 
bow Inc., Los Angeles, manufac- 
turer of Mr. Dudley and Mr. V.I.P. 
pepper milfs. 


Jonny Graft Joins WNTA 


E. Jonny Graff, previously vp in | 


‘Cinefield Company Formed 
| Cinefield Productions, New York, 
tv film production company, has | 
been formed by Paul Field, for- 
merly a producer-director at Ben- 
|ton & Bowles, and Charles Stead- | 
/man, a lawyer. The new company | 


is located at 314 E. 41st St. 


15 


You Always Get Our Best 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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He reads the morning Herald or the evening Traveler. He gives these papers their circulation lead 


in the “Upper 2 


;’’— the cities and towns in the Boston Standard Metropolitan Area with the 


highest rate of population growth, highest house value and percentage of new homes, highest 
auto ownership, and highest Effective Buying Income (E.B.I. for the resident of typical ‘‘Herald- 
Traveler towns” is 18% higher than that of Globe towns, 21% higher than Record-American 
towns). Advertising results reflect all this. That's why the Herald-Traveler leads in Total Display 
advertising linage by 2,389,419 lines over the Globe, by 16,984,679 lines over the Record 
American. For the full Upper 24 story, write or call us direct, or contact our representatives. 


3 Ag 
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EVENING 


TETANY 


BOSTON'S HOME-DELIVERED NEWSPAPERS 


Represented nationally by Sawyer-Ferguson-Walker 
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These numbers vividly sum up the picture of 
television leadership today. What stands out 
clearly is that one network has consistently de- 
livered the largest nationwide audiences night 
and day throughout the past season—namely, 


the CBS Television Network* What stand out 
less clearly are the runners-up. That's because: 
one network ranks second at night, but thirc! 
during the day. While another network ranks. 


second during the day, but third at night. When 
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it comes to choosing the network which can 
present his product most effectively, the most 
important thing for an advertiser is to know 
where he stands—clearly. It's as simple as that. 
CBS TELEVISION NETWORK® 


e 


a coe a 


*13% larger national nighttime audiences than Network X; 12% larger than Network Y; 

16% larger national daytime audiences than Network X; 91% larger than Network Y; 

85% more national nighttime half-hour “wins” than Network X; 33% more than Network Y; 
17% more national home hours of viewing (Monday through Sunday, 7 am to II pm) 

than Network X; 23% more than Network Y; 


more of the Top 10, Top 20, Top 30 and Top 40 nighttime programs and more of the 
Top 10 and Top 20 daytime programs than the other two networks combined. 
(Audience data Nat'l Nielsen, I Oct., ‘60-1 June, ‘61, AA basis. Evening: 6-1! pm. Day: Mon.-Fri. 7 am-6 pm.) 
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The Editorial Viewpoint... 


Why Does Advertising Stand Mute? 


Last week we pointed out that Admiral Rickover and the House 
appropriations committee were equally indignant that the Defense 
Department should help pay the cost of advertising missiles or atom- 
ic submarines to the general public. 

They were so indignant that the House subsequently passed a de- 
fense appropriation bill which specifically bars making any defense 
funds “available for paying the cost of advertising by any defense 
contractor, and such costs shall not be considered a part of any de- 
fense contract cost.” 

But, as Assistant Defense Secretary Thomas D. Morris pointed 
out, existing rules of long standing disallow advertising as a cost fac- 
tor, except for a “properly allocable portion of (1) help wanted ad- 
vertising; (2) advertising for the exclusive purpose of obtaining 
searce materials; and (3) advertising in trade and technical journals 
within certain prescribed limits.” 

So the contractors who were advertising their missiles and weap- 
ons and atomic submarines to the general public were spending their 
own funds, like any other business which takes some of its income 
from sales and invests it in advertising. This type of advertising is 
not now, and never was, considered a “cost” in negotiating a defense 
contract. 


But advertising was tarred as the villain of a nasty piece of boon- 
doggling with defense funds. And what did advertising do? Advertis- 
ing stood mute! 

In the course of the same discussion in the House of Representa- 
tives, Rep. Jack Westiand (R., Wash.) said Adm. Rickover told him 
that the Soviets gained access to plans of U. S.- heat exchangers 
through an ad in one of the technical magazines. “One way of stop- 
ping this easy access to our secrets,” Rep. Westland sagely informed 
the House, is to have the prohibition against advertising in the ap- 
propriations bill. And Rep. Melvin R. Laird (R., Wis.) chimed in with 
the charge that “secret after secret was given away through adver- 
tisements...” 

This is, of course, sheer fictional nonsense. It gives the impression 
that defense contractors are able to say anything they want to say 
about their defense work in advertising (which is almost laughably 
untrue), and that they eagerly seek to reveal our secrets to the enemy. 

The statements and their implications are wholly false, but they tar 
advertising with a streak of irresponsibility, thoughtlessness, and 
probably worse. And what does advertising do? Advertising stands 
mute! 

In New York, a Federal Communications Commission probe of net- 
work programming parades a long list of long-haired (and remark- 
ably well paid) writers, directors and assorted other genius types to 
“prove” that advertising and advertisers are responsible for a delib- 
erately inflicted cultural vacuum; and that these advertisers are cyn- 
ical, unmindful of the public interest, and probably pleased at the 
prospect of turning all of us into lower grade morons than we cur- 
rently are. 

What does advertising do about this charge? Advertising stands 
mute! 


In Washington, and in 40 or 50 state legislatures, as well as in (for 
shame!) hundreds of otherwise respectable and thoughtful newspaper 
and magazine editorial columns, the outdoor advertising business is 
depicted as pandering to the anti-social desires of advertisers who 
want to fill every scenic spot, every historic or artistic vista and ev- 
ery dangerous curve or junction, with malodorous and inane adver- 
tising of cheap, shabby, untrustworthy products. 

What does advertising do about this? Advertising stands mute! 

The list is too long to be detailed here. The important question is: 

Why does advertising stand mute? 

One principal reason, we are convinced, is that no group and no 
existing organization can at the moment speak out for all advertising 
interests in a voice clear enough and strong enough—and quickly 
enough—to be hearkened to by big and little advertisers, big and lit- 
tle agencies, big and little media of all kinds, and big and little sup- 
pliers, as well as by legislators, educators and the general public. 

We said some months ago that advertising needs some sort of cen- 
tralized organization to act as an effective plans board, or general 
staff, to coordinate and implement the work of the multitude of ex- 
- isting organizations. We reiterate the need for such a general staff, to 
make certain that advertising’s public relations activities march for- 
ward vigorously and with coordination on all fronts—including 
prompt and forthright denunciation of unwarranted slurs on adver- 
tising from whatever source. 

Existing organizations can, we are convinced, handle the day-to- 
day work. But some sori of a coordinating and planning committee, 
whose personnel have the stature and the reputation in the business 
to make their judgments meaningful, is needed to keep a constant 
watch over the whole broad horizon, to make certain that something 
is done when something needs doing, and that the activities of various 
groups complement each other, rater than canceling each other out. 


Advertising can no longer stand mute. It must act as vigorously, 
quickly and forthrightly tq protect itself from false charges as it does 
to purge itself of unsocial acts within its own house. 


“I dreamed I was writing Formfit copy in my Maidenform bra.” 


—Annette Lawrence, Newark Star-Ledger, Newark, N. J. 


? 
Advertising Age, July 10, 1961” 


Rough Proofs 


Unlike some other tv performers, 
Ed Sullivan doesn’t see anything 
wrong with the rating services. He © 
says they haven’t had any difficul- 7 
ty finding out which variety show 
the public likes best. 


The conservative British public 
thinks the present and future of 
advertising are all right, oversub- 
scribing an offering of shares of an 
agency company and pushing the 
price higher when the stock went 
on the open market. 

* 

Testifying about packaging at a 
Senate hearing, Marya Mannes said 
supermarkets have come to be 
one of the greatest exercises in 
planned confusion since the ba- 
zaars of Samarkand. 


What They're Saying... 


The Foolish Selling Point 

The big three auto makers have 
been asked by the Federal Trade 
Commission to cease and desist 
from claiming that their compact 
| cars will average up to 30 miles a 
| gallon—or whatever the figure may 
| be—under ordinary driving condi- 
| tions. 

I think this is an excellent exam- 
ple of the way in which institu- 
tions lag behind the public. For 
there simply is no need to make 
such claims—the motorist does not 
believe them, and would not very 
much care even if they were true. 


mine, buys a car because it gives 
29 miles to the gallon, while an- 
other gives only 28. And the com- 
pacts, especially, are so close in 
|size, engine capacity and economy 
|that a small superiority in gaso- 
line mileage is almost meaningless. 

I can tell the auto makers some 
of the things the motorist is look- 
ing for, rather than a tiny saving 
in gasoline. Whenever there is a 
heavy rainstorm, or a slight bliz- 


Nobody, so far as I can deter-| 


But they didn’t know anything 
about modern packaging. 


Those who are impatient for 

often because the ignition system | eariy solution of integration prob- 

gets wet. Is it too much to ask that) }ems should note that five mem- 

the car be given better protection | bers of the National League All- 

against wetness seeping into the| Star starting team are colored, in- 

engine? cluding a first baseman who 
And cannot the starting system | White. 

be improved for cold weather driv- o 

ing? With all the mechanical gen-| AS. Trude Jr., Clinton E. Frank 

ius available in our auto plants, is| media head, says that electronic 

it not possible to weather-proof the | computers add a lot to the operat- 

vitals of a car? For every one me-|ing efficiency of an advertising 

chanical breakdown I have had—| agency. And _ besides they don’t 

and they are rare in American | mind working overtime. 

cars—I have been disabled a dozen | 

times by coldness, wetness, or | ° 

over-heating. The American Medical Assn. 
Most motorists would be delight- | doesn’t agree with the Kefauver 


is 


‘ed to obtain a little less mileage | committee on pharmaceutical pro- 


per gallon in return for greater re- | motions. Like most other people, 
liability. It is the tow-trucks, and| doctors have a soft spot in their 
the battery charges, and the hours| hearts for the dispensers of free 
of waiting in an indifferent garage | samples. 

that sour us on the products we so | + 

proudly bought... 

What’s the point of saving a few 
pennies on gas mileage and then 
giving many dollars to the tow- 
truck man? Like horsepower, miles 
per gallon makes a foolish selling 


Admiral Rickover asserts that 
| defense secrets have been revealed 
by toy makers in their replicas of 
U. S. equipment. The next ques- 
|tion is, “Who gave the toy manu- 


eG MOL 


zard with a strong wind, dozens of 
cars can be found stalled along the 
highways. 

The engines simply conk out,!| 


point for cars. 


—From “Strictly Personal,” 


ris. 


Chicago | 
Daily News column by Sydney J. Har- 
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facturers the data for their scale 
| models?” 

e 

Pepsi staged a big promotion for 
| those who think young in Atlanta, 
|eradle of the cola drink empire, 
| but as far as is known did not dis- 
|cover that the demand for an an- 
| cient product called Coca-Cola has 
gone with the wind. 


Bob Sarnoff told readers of the 
Post that pay tv is failing because 
people are getting everything they 
want free. 

And so far nobody has come up 
with a proposal to shoot Santa 
Claus. 

e 


Al Capp thinks that kidding the 
pants off advertising with a series 
|of strips on “Mockaroni” is good, 
prdies fun, but then Al seldom 
/knows on which side his bread is 
| buttered. 

| 7. 


A public relations firm is looking 


|for a man who includes lobbying 
|in his background of experience. 

And if his lobbying efforts have 
| been successful, so much the bet- 
ter. 


A Philadelphia agency is adver- 
tising for a “working” copywriter, 
a term which implies that the suc- 
cessful applicant must be able to do 
more than talk a good game. 


Copy Cus. 
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69 PERCENT 
OF DELAWARE VALLEY’S 
AUTOMOTIVE SALES 
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The Philadelphia Anguirer delivers your advertising to 27% more 


suburban men readers than does any other Philadelphia newspaper. 


Sources: Sales Management Survey of Buying Power; Continuing Study of Adult Newspaper Readership by Sindlinger & Company, Inc. based on over 70,000 interviews, 1957-60. (Summary of 1960 study available on request.) 
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THE GHANGING FACE oF AMeRicaN Housinc: Want to buy a town house? 


Less than 24 hours after House & Home published this picture, 
scores and then hundreds of housing professionals 

began telephoning, telegraphing, writing, and even traveling 
hundreds of miles to see for themselves how so much was done 
for so very little in these houses. 


Builders came to see them. 
So did government officials—city, state and federal. 
So did distributors and dealers of housing products. 
So did architects, designers, mortgage lenders, 
realtors, even house salesmen. 


These houses were privately built to redevelop one of the worst 
slum areas in Louisville, Ky. Nearly 500 were sold to Negroes. 
Air-conditioned, they sell for nothing down and as little as $63 a month! 
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These are patio town houses. For seven years House & Home has 

been urging more architects to plan them, more builders to build them, 
more lenders to finance them, more realtors to sell them. 

With their small private patios and their ample communal playgrounds 
they permit the most economical enjoyment of costly land. 


CS 


These sell for as low as $63 a month—air-conditioned! 


; This is a fine example of what private enterprise can do So ask yourself these three important questions: 
when it turns its know-how to urban renewal. ‘a ‘ ; 
1) Will these professionals give you all 


Urban renewal is the big new market for housing the help you need to make more sales? 


and everything that gets built into houses. 


. One purpose of the Kennedy housing program 2) Do they know enough about your 
is to get the whole industry into the renewal act products’ quality and sales appeal . 
—architects, designers, builders, suppliers, to want to sell them for you? 
lenders, appraisers and realtors alike. 3) Are you doing enough to get your selling oO use 
These are the all-important housing professionals wey across to these men whose help is 
whose help manufacturers will need if they want so important to you: ome 
to sell their products into any kind of building— House & Home—and only House & Home—is read by 


to get their products designed in, built in, 


almost everybody who could help you make more sales, 
appraised in, financed in, delivered in, sold in. 


so House & Home is mighty important to your selling. a published by time INC. 
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Any Toothpaste Can 
Clean Smoke Stains, | 
Lever Lawyers Say | 


WASHINGTON, July 5—Almost any | 
old toothpaste can remove smoke | 
stains from teeth or from enamel, | 
lawyers from Lever Bros. contend- | 
ed last week before the Federal | 
Trade Commission to show that | 
Pepsodent’s ability, to scrub away 
smoke stains, makes for unrigged 
tv commercials. 

In January, 1960, FTC charged 
Lever Bros. with misrepresenting 
that Pepsodent is effective in re- 
moving the smoke stains from the 
teeth of all smokers. The com- 
plaint cited as invalid the compa- 
ny’s stain-removing tv demon- 
strations, in which smoke stains 
on an enamel plate were scrubbed 
away by Pepsodent. 

Although the company’s lawyers 
offered all sorts of evidence to 
document Pepsodent’s _ stain-re- | 
moving powers on enamel, pulled 
teeth and teeth still in the mouth, 
they also cited reports by eminent 
dentists that any “mildly abra- 
sive” dentifrice will do the job. 


® On the other side of the legal 
fence, FTC’s case rested on the 
contention that it’s the tooth- 
brush, not toothpaste, that gets rid 
of stains. FTC lawyer Frederick 
McManus quoted from a_ 1958 
hearing on false and misleading 
dentifrice advertising to lend au- 
thority to the pro-toothbrush argu- 
ment. 

Mr. McManus was also angling 
toward the point that enamel 
plate and the surface of teeth 
aren't similar because one is dry 
and the other is wet. Further, the 
enamel plate doesn’t have crev- 
ices, as teeth do, he pointed out. 

The two-day hearings never did 
get enmeshed in controversy over 
the chemical makeup of enamel 
plate versus teeth, as developed in 
previous hearings (AA, Oct. 10, 
60). 


s Mr. McManus questioned the 
validity of tests Lever Bros. of- 
fered in evidence on the ground 
that they didn’t employ adequate | 
controls. He conceded, however, 
after viewing slides of the tests, 
that it wouldn’t be “palatable” for 
the Pepsodent tv commercials to 
show the smoke-removing test 
performed on real or extracted 
teeth. 

In the course of the hearing, it 
was pointed out that the final 
language of the tv commercial 
read, “enamel like the hard sur- 
face of your teeth,” instead of the 
original, “enamel like your teeth.” 

Dr. Anthony Picozzi, a Lever 
Bros. researcher, said he suggested 
the change because there are 
microscopic differences between 
teeth and enamel, but for the pur- 
poses of the experiment they were 


and reliable clipping 
coverage of maga- 
zines. BACON’S is 
the specialist in 
magazines. 25 
years experience 
has built a com- 
plete list and un- 
matched methods 
for clipping accu- 


IT’S 
BACON’S 
for 
racy. BACON'S is 
must! 


COMPLETE ‘ 
COVERAGE 


of 
MAGAZINES! 


Ask for Bulletin 59 


OUR READING LIST 
Published as 
complete 
publicity 
directory. 
BACON'S 
PUBLICITY 
CHECKER 
—now with quarter- 
ly revisions. 100% 
accurate. 352 p.p 
—$25.00. Send for 
your copy today! 


BACON’S 
CLIPPING 
BUREAU 


14 E Jockson Bivd 
Chicago 4, Minors 


WAbosh 2-8419 


Huysen, professor of oral anatomy 
at Indiana University, said, “We 
don’t care about the microscopic 
differences because our study is 
with the unaided eye.” + 


Zenith, Moose Open Drive 
to Conserve Hearing 

Zenith Radio Corp. is cooperating 
with the Loyal Order of Moose in 
the organization of a nationwide 
hearing conservation program to 
be conducted by members of the 
Moose. Zenith contributed techni- 
cal equipment and trained per- 
sonnel to help organize the pro- 
gram. 


Roche, Eckhoff Adds Two 


Roche, Eckhoff & Associates, 
Los Angeles, has been named to 


| handle advertising for Cert Corp., 


operator of the Mayfair Executive 
House, a Los Angeles hotel, and for 


Strata Corp., Los Angeles, develop- | 


er of West Palm Springs Estates. 


ee 
the lamp brand you'll sell 


Grow independently with 


GENERAL TELEPHONE s ELECTRONICS “&) 


CHORD OR DISCORD?—Sylvania lighting division of General Telephone 

& Electronics Corp., Salem, Mass., is using b&w spreads like this 

in a new trade campaign built around the theme: “Sylvania com- 

petes with other brands—not its own distributors.” Kudner Agency, 
New York, prepared the campaign. 
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Arthur Gray Joins Kastor, 
|Hilton: Miami Office Expands 

Arthur Gray, formerly national 
| sales manager of WTVJ, has joined 
| the Miami office of Kastor, Hilton, 
Chesley, Clifford & Atherton as an 
account supervisor. The one-year- 
old branch office is moving to 
larger quarters at 3601 N. W. 
Seventh St. 


Chalek & Dreyer Names Two 

Seymour Ullman, vp and mer- 
chandising director of Chalek & 
|Dreyer, New York, has’ been 
|named senior vp of the agency. 
Chalek & Dreyer also has named 
Roland Spival, formerly assistant 
ad manager of SureFit Products, 
a copy-contact man. 


_ Aves Promotes Davison 


Edward F. Davison, an account 
executive of Aves Advertising, 
Grand Rapids, Mich., has been pro- 
moted to vp. 


What’s Up? 


both practically similar. Another 
Lever Bros. witness, Dr. Grant van 
> a @ There's onty one | a 
way to get complete r 


January through June issues of this 50-year-old publication show an outstanding 91% adver- 
tising linage increase during a period of generally decreased magazine advertising volume. 
HERE IS A PARTIAL LIST OF USERS OF MAJOR SPACE UNITS WHO HAVE DISCOVERED THE ROTARIAN IN RECENT ISSUES — 


Time Magazine 

Sports Illustrated 

Marchant Division, $-C M. 

A. B. Dick Company 

Minnesota Mining and Man- 
ufacturing Company 

Pitney-Bowes, Inc. 


Qantas Airline 
Japan Air Lines 


Argentine Airlines 


Stenocord Dictating Machines 
Northwest Orient Airlines 


Pan American Worid Airways 
Trans World Airlines, inc. 


Canadian Pacific Airlines 

P£.0-Orient Lines 

American President Lines 

Northern Pacific Railway 

Mexican Government Tourism 
Department 

Hawaii Visitors Bureau 


Curacao Tourist Bureau 

The Prudential insurance Company 
of America 

Oun & Bradstreet, Inc. 

Wheel Horse Products 

Kaiser Companies 

Spencer Gifts 


Fitch Shampoo 
Airstream Land Yacht 

Tokyo Shibaura Electric Co., Ltd. 
Nikon Camera 
Minolta Camera 
Canon Camera 
Hitachi, Ltd. 


Sony 
Fuji tron & Steel Co., Ltd. 
Palace Hotel (Tokyo) 


. in addition to many 
regular schedule ad- 
vertisers of long standing. 
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]WT Develops Way 
to Evaluate India 
Cities as Markets 


NEw York, July 5—A unique 
guide to the consumer markets in 
India has been compiled by the 
J. Walter Thompson Co. of that 
country. 

The guide, a 70-page manual, 
ranks 504 cities by an index num- 
ber derived from 12 economic cri- 
teria. Each of the cities has a 
population of more than 20,000, 
and these cities account for 70% 
of the total urban population and 
a much _§higher 
spending power. 

Called “Thompson Consumer In- 
dex of Markets,” the guide is de- 
signed to enable marketers to tell 
at a glance the relative market po- 
tentials of different Indian cities. 

In developing the index num- 
bers, JWT used the Greater Cal- 


proportion of) 
| pioneering one because of the ab- 


cutta market as a base. This mar-|quate. For example, the city of|market in India is Greater Bom- 
ket has a population of 4,627,980 | Madras, with a population of 1,- bay, with a population of 3,216,- 


and was given an index of 100.) 511,063, gets an index of 33.23, 904 and an index number of 79.56. 


The other markets were all meas- 


i“ against this base. 


The 12 components represented 
in the index number: Population; 
population other than farm and 
factory labor; increase in popula- 
tion (1941-1951); number of lit- 
erates; number of radio sets; num- 
ber of private cars; number of 


ber of druggists; number of movie 
houses and number of movie house 
seats; domestic consumption of 
electricity. 


a JWT believes this study ‘is a 


sence of market cata for many 
Indian cities. Previously, 
agency pointed out, manufactur- 
ers and distributors were forced 
to rely on population figures to 
set sales targets. The study shows 
clearly that this method is inade- 


the | 


while Delhi, with a population of 
1,437,134, has a 25% greater mar- | 
ket potential, with an index of| 
41.21. Or, to take a more glaring» 


Limited numbers of the ‘“‘Thomp- 
son Consumer Index of Markets” 
are available, at $3 per copy. + 


example, the city of Ludhiana in Reder Joins Radiant 


the Punjab has a comparable pop- | 


in Uttar Pradesh, but its index, 


|number of 4.88 is more than twice | 
banks; number of doctors; num-| 


as great as that of Koil-Aligarh. | 

JWT has divided the markets | 
into A, B and C categories, and | 
this breakout shows that consum-| 
er markets in India are highly 
concentrated in the big urban cen- | 
ters. The 26 cities in Category A! 
account for 46.2% of the total mar- 
ket, based on their index num-)} 
bers; the 57 cities in Category B) 
have 17.6% of the market; and 
the 421 cities in Category C have 
the remaining 36.2%. 


= Next to Calcutta, the biggest 


William R. Reder, formerly ad- 


ulation to the city of Koil-Aligarh| vertising manager of the Dutch 


Brand division of Johns-Manville, 
has joined Radiant Mfg. Co., Mor- 
ton Grove, Ill., as advertising and 
merchandising manager. 
same time, B. J. Pilchen has been 
named sales promotion manager 
and M. J. Jenson has been named 
advertising supervisor. 


Moonahan, Elder to North 


Bonnie Moonahan and Ann El- 
der have joined the copy staff of 


North Advertising, Chicago. Miss | 


Moonahan was formerly with 
H. M. Gross Co., Chicago. Miss El- 
der was with Allied Advertising 
Agency, Cleveland. 


What’s New? 


NEW MEDIA—MARKET STUDY 


At the 


‘ee ‘ - ts eo RN ee a 4} 4 gna Ss ° =En 
eee ee pe te re ee geet 0 ree _- 


REVISTA ROTARIA 


eo ene a ote mee te 


Market Facts, Inc., has just submitted their final report on 
a new media-market study of THE ROTARIAN. This study 
covers a broad range of subjects, giving advertisers an op- 
portunity to assess the publication and the market in the 
light of well validated information. 


Interested advertisers and agencies are invited to write now 
for specific data. Or our representative will be pleased to show 
you the complete report prior to printing and distribution. 


NEW STARCH READERSHIP STUDIES 


Two of a series of Starch Readership Studies have been com- 
pleted by Daniel Starch & Staff. THE ROTARIAN is the 
only book in its field offering agencies and advertisers the 
opportunity to check ad readership. 


Supplementary research is being conducted in connection 


NEW CIRCULATION BASE 


THE ROTARIAN continues to show a steady circulation in- 
crease. Latest ABC Publisher’s Statement shows 374,568 
average total paid circulation for the six months period. 


Total distribution is now more than 390,000 copies per issue. 


HERE ARE A FEW OF MARKET FACTS’ FINDINGS: 

Median annual family income—$13,149; 88% own homes; average 
home value—$28,733; median age—52; 49% have children under 18; 
54% own two or more cars; 73% own stocks; 44% own income 
producing property. 

52% were classified as business executives, 11% managers or depart- 
ment heads, 27% professional, 10% other; 77% have authority to 
purchase or approve company equipment and supplies. 


13% hold an elected or appointed municipal office and 52% were on 
school, hospital or church boards. 


Much additional data available, including personal and business owner- 
ship and buying intentions of a wide range of specific items, recreation 
and travel markets, etc. 


with these studies, giving advertisers an opportunity to assess 
the publication in terms of reader habits and characteristics. 
Write for information or contact our representative. 

NEXT STARCH STUDY—OCTOBER ISSUE. CLOSING DATE— 
AUGUST 18 


Cost per page per thousand is now only $3.88. 80% of cir- 
culation is delivered to areas of less than 50,000 population. 
These factors give advertisers an excellent opportunity to 
balance media schedules at low cost. 


NEW “SHOPPER'S WORLD” MAIL ORDER DEPARTMENT 


A new and economical way for reputable mail order ad- 
vertisers to sell a select market. Excellent potential for per- 
sonal, family, and business products and services. Starch and 


Market Facts’ research indicates more than 6 out af 10 wives 
of subscribers read THE ROTARIAN. Write for special rate 
information and other details. 


NEW COMBINATION FREQUENCY DISCOUNT WITH REVISTA ROTARIA 


“REVISTA ROTARIA, 


ee ee ar on we 


companion edition 
printed in Spanish with 40,000 ABC circu- 
lation in the Latin-Americas, offers interna- 
tional marketers highly select personal and 
business markets at low cost. 

Advertisers who use both THE ROTARIAN 


The ROTARIA 


and REVISTA ROTARIA may combine num- 
ber of insertions used in each book during a 
12-month cycle to earn the maximum fre- 
quency discount in both publications. Write 
for study of REVISTA ROTARIA market 
and other details. 


OFFICIAL PUBLICATION OF ROTARY INTERNATIONAL 


1600 Ridge Avenue 


Evanston, Illinois 


| NEW FILTER—Peter Jackson, new 
| king-size cigaret on the Canadian 
scene, comes in this b&w package 
| designed by Lippincott & Mar- 
| gulies. 


Peter Jackson Filters 
Bow in Canada in 
‘Colorless’ Pack 


Toronto, July 5—The_ color 
cycle has come full circle with the 
introduction here of a new king 
filter cigaret, Peter Jackson. 

The brand has been launched in 
a b&w package. The only color is 
a unicorn embossed in gold on the 
front panel, with two gray stripes 
on each side. Gold foil is used as 
‘liner inside the slide-and-shell 
| box, while a silver foil carton with 
|black overprinting has also been 
| created. 

The package was designed for 
the manufacturer, B. Houde & 
/Grothe Ltd., by Lippincott & Mar- 
gulies, New York. 


| 


| @ Peter Jackson filters are a com- 
panion brand to the company’s 
| DuMaurier, claimed to be the lead- 
ing filter in Canada. The new king 
filter was launched in Toronto, and 
|is now being introduced in other 
| Canadian markets. 

| Aspecial four-color lithographed 
| folder is being inserted in leading 
| morning newspapers for the kick- 
|off campaigns now under way. 
|They will be followed by regular 
| black-and-one-color 1,200-line ads. 
| Vickers & Benson, Montreal, is 
| the agency. + 


Sue Ann Names Lilienfeld 
Sue Ann Food Products Corp., 


Chicago, has named Lilienfeld & 
Co., Chicago, as its agency. 


| 


HARRINGTON, RIGHTER & PARSONS, INC. 
national representatives 
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BASIC TEST FOR MEDIA SELECTION: 


Ask anyone, 
anyone 


you re trying 
to sell in the 


aerospace market, §f 


what publication 
he reads and 
respects most. 


A powerful editorial force is a powerful selling force. 


ABC PAID CIRCULATION 80,48! 


Blockhouse—Martin-Denver 
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From Alaska to Australia and all around the world, 
scientists scan the sky with giant radio-telescopes, 

“listening’’ for the music of the spheres. To these radio 

astronomers the night is never silent. Ageless 

4 a unseen stars talk to them; and from the 

mass of hisses and crackles, electronic 

2" nstruments pinpoint a growing number 

of new friends, making up a radio map 

of the sky far different from the sky as we know it. 

These dedicated scientists include hundreds of members 

y ess of The Institute of Radio Enaineers. Through them and 


WHY STAR GAZE? 
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@ Proceedings of the IRE 
Adv. Dept. 72 West 45th Street, New York 36 MUrray Hill 2-6606 


BUSINESS IN TULSA! 


The resounding ring of cash registers totaled 379 million dollars 
in refail food sales in Tulsa’s 40-county Magic Empire in 1960. 
In metropolitan Tulsa alone, this super market amounted fo over 
124 million dollars*. This big-spending audience is reached with 
an astounding 93% coverage by the Tulsa World and The Tulsa 
Tribune.** That's one good reason why advertisers placed more 
food advertising in the Tulsa World and The Tulsa Tribune than 
any other two newspapers in Oklahoma’ They pack the selling 
punch in this vital Tulsa markef. For more information, write or 
call us, or contact a Branham man. 


Construction will begin this summer on this multi-million-dollar Safeway food 
distribution center, which will serve 40 stores in Eastern Oklahoma. Safeway 
also will begin construction soon on three new stores in metropolitan Tulsa. 
These new outlets are indicative of Tulsa’s growing food sale market. 

*Sales Management Survey 


of Buying Power, 1961 


“ABC, 1960 Represented Nationally by the Branham Co. 
‘Media Records, 1960 
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The TULSA WORLD and THE TULSA TRIBUNE 


MORNING @ SUNDAY @ EVENING 


Advertising Age, July 10, 1961 


Getting Personal 


Social notes from Seattle: Admen (and women) attending the 
Seattle convention of the Advertising Assn. of the West were treated 
to a unique piano team one evening when Walter Guild of Guild, 
Bascom & Bonfigli and George Weber of Cole & Weber displayed 
their considerable talents. They were joined in a couple of solid 
blues numbers by the sultry voice of Charlotte Eymann of the Sac- 
ramento adclub. Later in the evening Everett Runyon of California 
Packing got into the act, using a pair of nickels for some impromptu 
drumming ... Defending the musical honor of the host city at still 
another session were Lex McAtee and Bob Karolevitz, incoming 
president and lst vp, respectively, of the Seattle adclub. Lex (on 
the drums) and Bob (on the clarinet) joined with some other cats 
in an unscheduled jam session at the Town & Country Cleb... 

Bob Schmelzer, vp and management supervisor at Benton & 
Bowles, New York, will become (1) an author and (2) a father-in- 
law in coming months. His daughter Suzanne will marry Jack Ship- 
man, a research director at Lennen & Newell, and then in October 
Viking will bring out Bob’s first literary effort, “Cross Wind,” which 
will be published under the pen name of Robert Henry... 


Klinkert Williams Greenwald Tilt 
AD INSPIRED—A four-color ad designed to whet the appetite for 
Holland cheese proved to be the inspiration for an oil painting by 
Robert C. Greenwald, head of advertising and promotion, foreign 
sales division of Texaco. Here the artist shows the result to Jan 
Klinkert, U.S. representative of Holland Cheese Exporters Assn., 
who holds a tearsheet of the ad prepared by Erwin Wasey, Ruth- 
rauff & Ryan. The other two art critics are from the agency: David 
B. Williams, EWRR president, and Albert Tilt, vp and account 
supervisor. 


Big game hunter Frank E. Delano (he’s senior vp of Foote, Cone 
& Belding when he isn’t on safari), in the July issue of Sports 
Afield, tells the tale of bagging a ferocious giant forest hog in the 
jungles of Kenya. Rated with the bongo as Africa’s most difficult an- 
imal to hunt, the hog is one of the “world’s rarest trophies.” The ar- 
ticle is illustrated by Fred Ludekens, another senior vp of Foote, 
Cone... 

Sam Meek, director of J. Walter Thompson Co., is new chairman 
of the advertising and publishing division of the $50,000,000 cam- 
paign for the Columbia-Presbyterian Medical Center... 

Cue publisher Edward Loeb and wife Helen have announced the 
June 23 arrival of their first child, Scott Edward, who for good luck 
weighed in at 7 lb. 11 oz... John Fuller, associate manager of the 
Ladies’ Home Journal New York sales office, and wife Deanne are 
being congratulated on the birth of their second child, first daugh- 
ter, Robin, June 19... 

For the second consecutive year Barbara Draper, continuity di- 
rector of KCMO, Kansas City, Mo., has won first place in the na- 
tional writing awards of the National Federation of Press Women. 
Her entry was in the radio-tv commercial division ... 

New York Advertising Man’s Post +209 of the American Legion 
has presented its Gray-Russo award to Gould R. Kardashian, vp of 
Chase Manhattan Bank. A past commander of the post, Mr. Kar- 
dashian was honored for his contributions to various post activities 
for helping handicapped and paraplegic veterans, including its “Just 
One Break” job placement program and its Veteran’s Hospital Radio 
& TV Guild for entertainment in V. A. hospital mental wards... 

Gay Griscom, daughter of Bronson Winthrop Griscom, board 
chairman of Griscom Publications, Glen Cove, N. Y., was married 
June 27 to John Mehegan, an instructor in jazz improvisation at 
Julliard... 

James N. Cargill, president of Cargill, Wilson & Acree, Richmond, 
Va., has been awarded the first ‘“‘man of the year’ award presented 
by the Richmond adclub. Wanting an unusual award trophy, the 
club commissioned a Giacometti-type sculpture for $150 from an art 
student at Richmond Professional Institute... 

Global Gadabouts—Lloyd Hollister, publisher of five Chicago 
suburban newspapers, is back from Japan where he was reelected 
treasurer of Rotary International at the annual convention ...On 
a three-month European tour is another Chicago publisher—Kay 
Kneisly, president of Irving-Cloud Publishing Co. He’s expected 
back Aug. 1... And Leo Pambrun, ad and sales promotion exec of 
Pacific Airmotive Corp., Burbank, took a European sojourn, at- 
tended the Salon de L’Aeronautique—international air show—in 
Paris. He helped design and set up the Airmotive exhibit there... 

On Deck—John Hoefer, president of Hoefer, Dieterich & Brown, 
San Francisco, and a captain in the U. S. Naval Reserve, has been 
chosen to attend the 1961 defense strategy seminar this month at the 
National War College in Washington... Adman Paul S. Smith, vp 
of Smith Co., San Francisco, recently received his captaincy in the 
U. S. Naval Reserve... 
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BUT Geographic families are exceptionally 


SPOR'TS-MINDED 


Like many things people think are so about the 
National Geographic audience, any impression you a 
may have that its families stay by the fire and look 
at postcard collections in their leisure time is ’way | 
out on the wrong side of third base. Let our latest 
readership study set you right. 


— — Rp ERI 


The Geographic audience is a giant one exceeding 
2,500,000 homes.. And when we surveyed Geo- 
graphic families recently, we found that about 2 out 
of every 3 had bought some kind of sports equip- 
ment in the past 12 months. 


What’s more, the average Geographic family 
buying sports goods last year spent $152 for it. 
(The average U.S. family spends a conservative 
$37, according to the Department of Commerce. ) 
Or—if you'd like to take a more cosmic outlook—the 
Geographic audience represents a $219,000,000 
annual market for sporting equipment! 


But wait—that’s not all. Over 1/3rd of all Geo- 
graphic families belong to some kind of sporting 
or athletic club. And, despite their imposing pur- 
chases last year, they already own a handsome 
mountain of sports gear. What? Well... over 
10,000,000 golf clubs, 5,000,000 fishing rods, 
nearly 2,000,000 rifles, over 2,000,000 pairs of ice 
skates, 1,800,000 tennis racquets, 500,000 bowling 
balls. In fact they even own something like 104,000 
skin diving outfits and 220,000 pairs of water skis. 


‘Sit-by-the-fire’’, indeed! Anyone who thinks this 
describes today’s Geographic families is plainly 
nodding over his sassafras tea. Here is an active, 
modern, pushing-ahead group of customers. In busy 
lives like theirs—there’s room for what you sell. 
Serve your message into the Geographic family’s 
court ... and brace yourself for a quick return. 
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ORC Finds Imported Products 
Winning Increasing Favor 
Opinion Research Corp., Prince- | 


2. WESTERN HORSEMAN 


ThE EYE FOR A BILLION 
DOLLAR MARKET; INSIDE 
FACTS ON THE WESTERN 
HORSEMAN READERS. 


Send for a Copy Today. 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS. COLORADO 


ton, N.J., has found little sentiment | will increase because of their pop- 


‘in the nation to “buy American.” | ularity among younger persons. 


Reporting results of a national sur-|In the 21-29 age group, 83% 
vey, 
Americans are now buying import- with 43% in the over-60 group. 
ed products. According to the sur- |The ORC survey was based on a 


vey, in the two-year period ended probability sample of 537 house- |tor of advertising and sales pro-| 


last November, seven out of ten holds. 

Americans reported buying at least 

one foreign product—and 78% of Chrysler's Wagstaff Retires 

this group expressed satisfaction; James B. Wagstaff, vp of Chrys- 

with their purchases. ‘ler Corp. since 1958 and the first 
ORC predicted that import sales |director of advertising for Ply- 


mouth division, has retired. A 
graduate attorney, Mr. Wagstaff 
joined the corporation in 1928 as 


|of the Chrysler division. The fol- 
|lowing year he was named direc- 


motion of Plymouth. In 1936 Mr. 


| Wagstaff joined the De Soto divi-| 


/sion as general sales manager, and 
in 1958 he became a vp of the 
corporation and general manager 
of De Soto. 


Money moves in Cleveland 


$4,373,596,000 RETAIL SALES 


larger than any one of 38 entire states 


METROPOLITAN CLEVELAND 
ADJACENT COUNTIES 


Represented by Cresmer & Woodward, Inc 
Network. Eastern Resort, Travel Representative: The Kennedy Co., 420 Lexington Av 


6TH IN AMERICA IN TOTAL 


, New York, Chicagc, Detroit, Atlanta, San Francisco, Los Angeles 
e., N.Y. + 9801 Collins Ave 


Here is the large market with an average effective 
buying income (a high $8,035 per Cuyahoga 
County family) based on a staunch and well 
diversified industry. This is the market that 
produces retail sales larger than those of any ‘ 
one of 38 entire states. It’s an easy market to 
reach and sell for the Plain Dealer is a direct 
line to the families who spend for everything. 


“q-, only The PLAIN DEALER 
sells the ENTIRE Cleveland Market 


ADVERTISING 


Member of Metro Sunday Comics and Magazine 
, Miami Beach 54, Fla. 


Advertising Age, July 10, 1961 


‘Seat Belt Ads Aim 


ORC confirmed that many | bought foreign products, compared | assistant sales promotion manager | to Refute Idea That 


Users Are Neurotic 


NEw York, July 5—If you’re 
|one of the majority of motorists 
who don’t use seat belts, chances 
are you think anyone who does is 
neurotic, nutty, or just a little off 
| the beam. 

That’s what a survey taken by 
|G. M. Basford Co. turned up for a 
|“Seat belts save lives” campaign 
for the National Safety Council. 
Basford is the voluntary agency 
for the public service campaign, 
being handled through the Ad- 
vertising Council. 

“Our survey indicated this is 
an emotional and_ psychological 
problem, and we have tackled it 
on that basis,” said Winsor H. 
Watson, vp and creative director 
at Basford, at the official unveil- 
ing of the campaign last week. 


8 “Our approach is not to have 
people think they’re nutty if they 
install seat belts,” he said. To 


counter this emotional block, the 
be built around 
“Seven logical reasons 


& 


campaign would 
the theme: 


LOVING CARE !IS NEEDED 
when you're driving, too! 


@ o 
for making an emotional decision.” 

No ads will show “wrecks, blood 
or maiming,’ Mr. Watson added. 
Nor will they use slogans like 
“The life you save may be your 
own.” 

He displayed three-:heet post- 
ers, car cards, magazine ind news- 
paper ads, tv spots (and a tv 
storyboard still in the making) to 
be used in the drive. + 


Du Pont to Use ‘Vogue’ 
to Push Sweaters 

Upon learning that 96% of 
sweater gifts given to men were 
presented by women, E. I. du Pont 
de Nemours & Co., Wilmington, 
will promote sweaters for spring 
1962 in Vogue and other women’s 
magazines. Du Pont will also pro- 
mote its “ventilated knits” on the 
new hour-long “Du Pont Show of 
the Week,” which begins on NBC- 
TV Sept. 17 and will run for 40 
weeks. Sweater advertising will 
begin in October and run into 
January. 

The recent Du Pont survey also 
found that 80% of all men’s gift 
sweaters were given by wives, 
mothers, girl friends, etc., with 
wives alone responsible for 60%. 
Batten, Barton, Durstine & Os- 
born is the agency. 


Galbraith, Hoffman Adds Two 

Galbraith, Hoffman & Rogers, 
New York, has been named to 
handle advertising for Raleigh 
Clothes, New York and Baltimore, 
manufacturer of Raleigh and Nat- 
uraleigh men’s suits, and for Yo- 
lande Corp., New York. Jerry 
Lichtman Co. formerly handled 
Raleigh. Yolande, which formerly 
was handled by Cohen & Aleshire, 
will run five page and half-page 
color ads this fall for its new line 
of loungewear and sleepwear in 
Glamour, McCall’s, New York 
Times Magazine and Vogue. 
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The grass really must be greener—on our side 


How else can you account for Flower and Garden Magazine’s ability to 


stimulate and hold the interest of high income home-owners? Each 
month, its two regional editions* influence more than 500,000 sub- 


scribers (ABC) and 2 million readers who want to live better — in and 


out of doors — and can afford to turn their decisions into action. 


How else, for that matter, can you account for Flower and Garden Merchandiser’s penetration 
of the fluid, growing garden supply market, but to conclude that this fine dealer paper (like 
its “consumer” counterpart) has also proven its ability to get results. 


Every day, more and more advertisers (and their agencies) are moving over to ‘“‘our side’’ — and are 
telling others how The Flower and Garden Group helps advertisers sell more goods and keep them sold. 


Kp third regional—Flower and Garden’s new Western Edition—will be added beginning with January, 1962. 
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t. The Flower and Garden Group /sis westport RoadKansas City 11,Mo. 
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The sharpness 

and color brilliance 
of photoengraved 
reproduction has yet 
to be surpassed by 


any other method. 


Hutchings & Melville, Inc. 


custom photoengraving 
4043 N. Ravenswood Ave., Chicago 13 


Advertising Age, July 10, 1961 


AMA Chapter Elects Davidson |Seqttle Adclub 


William R. Davidson, professor, 
Ohio State University, has been 
elected president of the Columbus, 
O., chapter of the American Mar- 
keting Assn. Other new officers in- 


clude Paul Ahern Kelly, Kelly &| 


Lamb Advertising Agency, presi- 
dent elect; Richard J. Bengston, 
Battelle Memorial Institute, lst vp; 
Campbell Taylor, Columbus Coat- 
ed Fabrics, 2nd vp; and William M. 
Jamieson, Battelle Memorial In- 
stitute, secretary. 


Prescott-Hull Makes Debut 
Prescott & Pilz has become Pres- 
cott-Hull Inc. and has opened new 
quarters at 801 W. 5th Ave., Den- 
ver. The new name reflects the 


|fact that Jack Hull, who has been 


|with the agency for two years, is | 
/a principal. Eugene Pilz sold his | 


interest in the agency last October 
and has opened his own agency at 
777 Grant St., Denver. Sundstrand 
Aviation, Denver, has named Pres- 
cott-Hull to handle its advertising 
program. 


The 144,900 households in Metropolitan Fort Worth rang up 
$175,422,000 on food store cash registers in 1960 . . . an increase 
of $94,871,000, or 117.7'. over 1950! 

In addition, Food Sales in the 100-county Fort Worth Market 
totaled $597,466,000. These sales, combined with those in Metro 
Fort Worth, comprise 22.2‘, of Texas’ total Food Sales! 

The Fort Worth Star-Telegram covers this market more thoroughly 


than any other single advertising medium with a proven audited 
circulation at the low rate of 63¢ a line. 


Source: SM “Survey of Buying Power’, May 10, 1961 
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Largest Combined Daily Cir 


ion in Texas 


Without the Use of Sche: Prehiums or Contests 


“Just A Good wspoper”’ 


Ad Truth Program 


Is Told to AAW 


SEATTLE, July 5—Lex McAtee, 
| president of the Seattle Advertising 
|Club (and ad manager of Freder- 
| ick & Nelson), opened the 58th an- 
| nual convention of the Advertising 
| Assn. of the West last week by un- 
veiling a sharp-toothed, 12-point 
program designed to enforce truth 
and taste in advertising. 

The program includes not only 
|direct action by the club against 
|offending advertisers, but also a 
| clause under which the club would 
|blow the whistle to the Federal 
_ Trade Commission. 

To give the program added mus- 
cle, Mr. McAtee said, the club 
also hopes to persuade the AAW 
and other major advertising groups 
to support and adopt the plan. 

“I’m sure no big national agency 
will be impressed by a lecture 
from the Seattle adclub, so we 
need an organization with some 
weight behind it. We want these 
parent associations to flex a little 
more muscle, take a little more 
initiative, and start a few more 
fights,” Mr. McAtee said. 


® Here’s the program, scheduled 
for adoption by the Seattle group 
this fall: 

1. Establish a code of ethics to 
be adopted and published by the 
Seattle adclub. 

2. Educate adclub members, 
including juniors, to recognize 
misleading advertising as it ap- 
pears or is broadcast over all 
types of media. 

3. Establish a committee to 
review malpractice. 

4. Encourage all adclub mem- 
bers to report infractions to this 
committee. 

5. Investigate possible avenues 
of taking action to punish viola- 
tors: 

(a) Friendly discussion with 
persons concerned; (b) Letter of 
opinion to media; (c) Action 
through the Better Business Bu- 
reau; (d) Suggesting cease-and- 
desist order from the Federal 
Trade Commission; and (e) Rec- 
ommending prosecution. 

6. Refer examples of mislead- 
ing national advertising to AAW, 
Advertising Federation of Amer- 
ica, or American Assn. of Adver- 
tising Agencies, asking that cor- 
rective measures be taken. 

7. Work more closely with the 
Better Business Bureau. 

8. Inform the governor's office 
of our intention to be of assistance 
in policing advertising. 

9. Suggest to the governor that 
an adclub member be appointed to 
his consumer advisory committee. 

10. Take the initiative in the 
improvement of any existing laws 
concerning advertising, and in the 
enactment of new legislation 
where necessary. . 

11. Invite other interested groups 
(copy club, art directors) to par- 
ticipate in the above program. 

12. Work toward expansion of 
the adclub professional and educa- 
tional activities. + 


Detroit AANR Elects 

Stanley E. Cloutier, of Story, 
Brooks & Finley, has been elected 
president of the Detroit chapter of 
the American Assn. of Newspaper 
Representatives. Other new officers 
include Thad S. Hadden, Sawyer- 
Ferguson-Walker, lst vp; John L. 
Scolaro, Scolaro, Meeker & Scott, 
2nd vp; Nelson Roberts Jr., Nelson 
Roberts Co., secretary; and William 
Shurtliff, Booth Michigan News- 
papers, treasurer. 


Perlmeter Named Exec VP 

Bozell & Jacobs, Omaha, has ap- 
pointed Stanley E. Perlmeter exec 
vp. Mr. Perlmeter, who was ap- 
pointed a vp in 1952, has been as- 
sistant to the president since 1957 
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SOMETHING MISSING... 


(like California without the Billion-Dollar Valley of the Bees). If you’re beating the drum for your product in 
California don’t overlook the great inland Valley with its prosperous 27 counties. They represent a disposable 
income of more than $4 billion — greater than any one of 25 individual states. You're not really selling Cali- 


fornia unless you're selling the Valley. To cover it in depth, you need its own favorite local newspapers, the 
three Bees. Check the special discount plans today.°* 


Data Source: Sales Management’s 1961 Copyrighted Survey 
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McCLATCHY NEWSPAPERS SS ° 


NATIONAL REPRESENTATIVES . .. O'MARA AND ORMSBEE 


The Bees give national! advertisers discounts on 1) bulk 2) frequency; or tb standard pages. Check O’Mara and Ormsbee for details. 
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Quite possibly 
the first 
gourmet tobacco 
for the pipe 


This, it might be said, is a vintage mixture 
for the pipe. It is called MGT BLEND 31. 

it is, admittedly, calculated to delight you, 
if you are a man who cherishes the hours 
you spend with your briar. It is formulated 
without any consideration of price, 
without any thought of compromise 

You will love its flavor and bouquet 

| will gladly send you, free, a pouchfu! of 
this delightful blend. Then you wil! discover 
the difference in THIRTY ONE. Send me 
your name and address for this free packet 
of MGT 31. (Available on special order only 
Not sold through tobacconists 


MGT TOBACCO COMPANY 
P.0. BOX 8, KEW GARDENS 15, WN. Y, 


FTC Investigates Regina 

The Federal Trade Commission, 
Washington, has charged that Re- 
gina Corp., Rahway, NJ., gives 
some customers bigger promotion- 
al allowances than others. The 
commission charges that Gimbel’s, 
New York, got $2,501 during the 
first 11 months of 1960, while 
B. Altman & Co., New York, which 
purchased through the same dis- 
tributor, got nothing. The FTC 
also charged that some direct cus- 
tomers received allowances in ex- 
cess of the amounts accrued to 
them, while others were not of- 
fered allowances. The company was 
given 30 days in which to reply. 


Irving Serwer Adds Two 


Irving Serwer Inc., New York, 


| has been named to handle Flexees | 
International, New York, manu- | 
facturer of corsets, brassieres and | 
/swimsuits. The account formerly | 
|was with Bernard T. Grant Ad- 
|vertising. Serwer also has been 
‘named to handle advertising for | 
Stylecraft Inc., New York, maker | 
of women’s knit sportswear. Rose- | 
Martin formerly handled Style- | 


craft. | 


Chicago SRA Group Elects 

Thomas Harrison, John Blair 
Co., has been elected president of 
the Chicago chapter of Station 
Representatives Assn. Other new 
officers include Jerry Glynn, AM 
Radio Sales Co., vp; John Roberts, 
Katz Agency, secretary; and Marty 
McAdams, Blair TV Associates, 
treasurer. 


Advertising Age, July 10, 1961 


Results or Your Money Back, Tyson Offers 
to ‘Sophisticated’ Industrial Advertisers 


New York, July 5—A results- | 


guaranteed-or-y our-money-back 
advertising plan is being offered 
to industrial advertisers by O. S. 
Tyson & Co. 

Under the plan, the agency will 
return all fees and commissions to 
a client if a campaign fails, within 
a specified period, to produce a 
10% increase in measurable re- 
sults over previous advertising. 

If, on the other hand, results 
are 10% better, the agency will 
take an additional 5% over its 
normal commission; if 20% better, 
an additional 10%, and so on. The 
guarantee can apply to either in- 
creased or decreased budgets, 


Making 


advertisi 


broadcast advertising 


How many have 


marketing problems? 


CHICAGO 1, ILLINOIS, 360 N 
NEW YORK 22, NEW YORK, 5 
MENLO PARK, CALIFORNi«, 


your broadcast 


go farther 


The key to a profitable return on your 


your knowledge of a station’s true coverage: 


How big is the station’s market? 
How many homes are there in the area? 


How many families listen to the station? 


How loyal are these families? 
How often do they listen or view? 
How often do they tune elsewhere? 


How does their county distribution fit your 


These are but a few of the questions NCS ’61 
answers ... it takes the gamble out of time 


buying . . . gives you the key to more profitable 
use of broadcast media. 


FOR ALL THE FACTS 
CALL ...WIRE...OR WRITE TODAY 


NCS is a Registered Service Mark of A. C. Nielsen Company. 


Nielsen Coverage Service 


ng dollars 


investment may lie in 


radios? Television sets? 


Michigan Ave., FRanklin 2-3810 
75 Lexington Ave., MUrray Hill 8-1020 


70 Willow Road, DAvenport 5-0021 


a service of A. C. Nielsen Company 
2101 Howard Street, Chicago 45, Illinois - HOllycourt 5-4400 


since it is based on results per 
dollar invested, the agency said. 


s Irwin W. Tyson, president, said 
the agency is not guaranteeing 
sales or profits. He said, “Mental 
attitude is the true objective of 
much industrial advertising. Once 
a group of readers has been taught 
the things you want them to learn, 
once they have come to believe 


the things you want them to be- 
| lieve, advertising has done its job 
|on these particular individuals.” 
| He added, “We certainly can 
| guarantee to produce a favorable 
|state of mind in the audience to 
|whom the advertising is directed. 
|In some cases, we will be able to 
guarantee much more than this, 
including such things as volume 
of inquiries, inquiry conversion 
rate, or reduction in average num- 
| ber of calls per sale.” 

“We know you can establish ob- 
jectives that can be measured,” 
said Alfred J. O’Brien, vp. “We 
feel so sure about this that we are 
going out on a limb with this 
plan.” 


es “We can guarantee results in 
terms of communication and com- 
municating information,” Mr. 
O’Brien said. “This plan could be 
a dramatic device to show that 
techniques in industrial adver- 
tising can work.” 

The plan would apply only to 
“a few highly sophisticated ad- 
vertisers.”” They would have to 
have clear-cut ad objectives and 
give Tyson “an unusually free 
hand in campaigning techniques.” 

On this theme, Mr. Tyson said: 
“We have no hesitation in guaran- 
teeing our own skills, but we cer- 
tainly cannot guarantee conflicting 
judgments.” 

He said he believed that modern 
opinion research techniques could 
provide satisfactory quantitative 
evaluation of awareness and ac- 
ceptance in the minds of the audi- 
ence. 

Currently, Tyson does not oper- 
ate on such a system with any of 
its clients. “I think any agency 
wants to do something like this,” 
he said. 


e Mr. O’Brien added that already 
one Tyson client had asked: “Do 
you think I’m sophisticated enough 
to talk to you about this plan?” 
He emphasized that the guar- 
antee applies to industrial adver- 
tising—Tyson has no consumer ac- 
counts. “In this industrial business, 
purchasers are ‘considered’ buyers, 
not ‘impulse’ buyers,” he said. + 


Campus Club Awards Founded 

Community Club Awards Inc. 
and Student Marketing Institute 
have announced the formation of 
a new company, Campus Club 
Awards, with offices at 375 Fifth 
Ave., New York. The new com- 
pany will conduct initial ad cam- 
paigns starting Oct. 1 on 10 college 
campuses. Each push will be con- 
ducted on a 13-week basis and will 
be limited to 10 national adver- 
tisers. 


Bates Names Krugman, Others 

Dr. Herbert E. Krugman has 
joined Ted Bates & Co., New 
York, as a vp and associate re- 
search director. Dr. Krugman for- 
merly was vp, research, of Ray- 
mond Loewy-Billiam Snaith, New 
York. Bates also has named Marc 
I. Epstein, formerly with Lever 
Bros. Co., an assistant account ex- 
ecutive. Stanley DeNisco, manager 
of the Bates science department, 
has been elected a vp. 


Jobber Book Changes Name 
Hunter Publishing Co., Chicago, 
has changed the name of its month- 
ly publication, Jobber Executive 
News, to Jobber Executive, effec- 
tive with the June issue. 
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For one hundred consecutive Nielsens, spanning more than 


eight years, CBS Owned WCBS-TV has delivered the biggest 
audience in the nation’s biggest market. This is a record of 
audience appeal unequalled by any other station anywhere. 


~y 


WCBS-TV 
NEW YORK 
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IAA Reelects Elmo Wilson 
President for 1961-62 
Elmo C. Wilson, president of In- 


LOW COST TYPESETTING 
Cold type and photographic 
keyboard composition for— 

CATALOGS: PRICE LISTS, 
PARTS, BOOKS, MANUALS, 
BROCHURES & PRESENTATIONS 
Send for FREE catalog. 
TYPECRAFTERS, Inc. 

22 W. Madison, Chicago—CEntral 6-8053 


| ternational 
j New 


Research Associates, 
York, has been reelected 
president of the International Ad- 
vertising Assn. for the 1961-62 
term. Also reelected vps are C. V. 
Pickering Jr., Crane Co.; Sylvan 
M. Barnet Jr., Barnet & Reef; 
Oscar Cornejo, Cunningham & 
Walsh; and Baxter Reese, Inter- 
national Standard Brands. Also re- 
elected officers are H. Earle Brais- 
ted, Joshua B. Powers Inc., 
treasurer; and Eliane Henna who 


recently left Owens Corning Fiber- 
glas Corp., secretary. James L. 
Gilbert continues as exec vp of 
the association. 


New John Plain Book Out 

The premium and incentive di- 
vision of John Plain & Co., Chi- 
cago, has issued a new 80-page 
prize book containing more than 
2,000 items in 32 merchandise cat- 
egories, designed for use with sales 
incentive programs. The new bock 


provides space for a participating 
company’s imprint on the front 
cover. To help companies interest- 
ed in developing a sales incentive 
program, John Plain has issued a 
32-page manual outlining the why 
and how of incentive campaigns. 


McCutcheon Adds Magazine 

Popular Gardening, New 
has appointed McCutcheon & Cut- 
ler, Chicago, its advertising repre- 
sentative in 12 midwestern states. 


SEPT. ‘57 


Publishers’ Statements to the Audit Bureau 


of Circulations for the 


six months ended March 


31, 1961, confirm this newspaper’s position as 


the second largest daily—morning or evening— 
in America’s second largest market and the 


largest evening newspaper in Western America! 


Herald-Express reader families constitute a 


“city” larger than the 


1,096,500 population of 


Pittsburgh and Cincinnati combined! Are you ade- 
quately covering this market which has an EBI 
in excess of 2% Billion Dollars? 


Source 


Sales Management 


Survey of Buying Power Copr 


1961 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC 


380,000 
370,000 
“oa 360,000 
350,000 
340,000 
MARCH ‘58 SEPT. ‘58 MARCH ‘59 SEPT. ‘59 MARCH ‘60 SEPT. ‘60 MARCH ‘61 


NOW 
NO. 2 DAILY 
NEWSPAPER 
IN AMERICA’S 
NO. 2 MARKET 


378,613 


NET PAID CIRCULATION 


Publisher's Statement 


Los Angeles Evening 


HERALD-EXPRESS 


Largest Evening Newspaper in Western America 


6 mos ended 3 3 61 


York, 


Advertising Age, July 10, 1961 
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ROAD TO MALAYA—Malaya’s depart- 


=e 


ment of tourism has bequn its 
first U.S. promotion with ads in 
Holiday, National Geogranvhic, The 


New Yorker and Sunset Magazine 
& Lewis, San 
is placing the campaign for its af- 

filiate, Cathay Ltd., 


Johnson Francisco, 


Singapore. 


Disney to Be RCA 
Spokesman in Fall 
Push for Color Sets 


New York, July 5—RCA Vic- 
tor will run one of its most ex- 
tensive advertising and promotion- 
al efforts in recent years for its 
1961 line of home _ instruments, 
with major emphasis on its color-tv 
receivers, it was disclosed at a 
press showing here last week. 

Highlighting the campaign will 
be the company’s alternate-week 
sponsorship, with Eastman Kodak, 
of NBC-TV’s hour series, .““Walt 
Disney’s Wonderful World of Col- 
or.” Sunday at 7:30 p.m. (EDT), 
starting Sept. 24. Mr. Disney has 
agreed to act as a personal spokes- 
man for color tv, and several of 
his cartoon characters will be used 
in RCA Victor’s advertising, store 
displays and other promotional ma- 
terial. 


® The tv push will be backed with 
color pages in Life, Reader’s Digest, 
Sports Illustrated and Time, start- 
ing in September. Ads in business 
publications will be scheduled 
later. In contrast to its former “um- 
brella” approach to advertising 
when it featured all of its lines to- 
gether, RCA Victor this year will 
run separate ads for its color tv, 
b&w tv, stereo record players and 
radio series. 

RCA Victer expects its distribu- 
tors to run a heavier co-op adver- 
tising schedule this year than in 
1960 when it led the industry in 
local advertising, Jack M. Williams, 
vp in charge of advertising and 
sales promotion for RCA Sales 
Corp., said. Co-op budgets will in- 
clude color pages in newspapers. 

The national campaign is han- 
dled by J. Walter Thompson Co. + 


Katz, Jacobs Adds 4 Accounts 
Jack Poust Co., New York, has 


assigned two new imported li- 
queurs, Gala Cafe and Liquore 
Roiano, to Katz, Jacobs & Co., New 


York. Katz, Jacobs also has been 


named to handle advertising for 
Compass Textile Inc., New York, 


and for the Institute of Hi Fidelity 
Manufacturers’ hi fi show in New 
York next September. Johnson 
Distilling Co., Albany, Ga., maker 
of Georgia Moon corn whisky, has 
named Katz, Jacobs to handle its 
advertising in the greater New 
York area. 


Schwietert Joins Watson 
Arthur S. Schwietert has been 
named editorial director of Traffic 
Management, which Watson Pub- 
lications, Chicago, will introduce 
next January. Mr. Schwietert has 
been traffic director of the Chicago 
Assn. of Commerce & Industry 


Gos Cages DL tara J CNR aac RC ll get ares maser ae 
Sa eres 5 ie ee tc ee aes ere ees Bi 
er ag cs Ae aie) BP ma eek: oe. mpl aes ey eee a 2, a ee eae RN aa ee: Ro ee ia rae eo, 
> ae a oh SOS or viaie te are eee Gye eer 52 ache : Ph : ae ee wey Bo es a enh Se Cite ae See ho " a 3 weet pact Pk ee = eee net SS 5. 
POEM eet Ci mcne eshcreet 4 ce eat ROPE ase ae org geen eee See ae ot Feed tell Rg Stee oie eee 6, 81 <7 San Se eae cil) ey eR a ec Ta Neve eo eR NS a a Re ES 
3a ok ae gs BE eee: ye pune setmentioly ier me Se et ae ees pidei rican ys Sate se geen RR IAS iS Aa eam 1 ag ee mar a a Pe OO ee 2s ee Os ies 
: = - ~ ee i Beis if 
ae | 
= es af 
7 | 
t | 
= ss ae a a a) 
Be |  & 
& : a 
bir a f 
ee ee me ' | 
y | : 
ve SS ne Rarer 
_ its j i 
™ — > we 
et ae a 
hk all S < — . 
e ¢,. See : 4 
ioe anal Ee © 
: » an a e & - 7 
< 7S Re hy 
: = “ rs i ee ‘ q 
. pain ew — oS aa j 
5 ? : _ . 
» : ae Se ' 
dimmainniiaienipta ea ee : —— = es a — 7 = : p 
Nene a aa oe - a ee 7 na a 
_* Lien — 
SS a= a ie 4 Sy 
: - 4 Ee , 
a ID IA ~ vy "es 4 
ce (Re/s = 4. vl = Cae, 
Say gaa . s 
ae tig | Seis P By ee | 
“pike . i a fi Tay > <> fi 3 
ae. eee * <s Oe ae = ' 
a ie — ple | 
ae > _ " a 
ais a --= == | 
Pe ahs "1 
ace 5 i 
‘ Ais 
oe Se i 
ee, 
pos ere i 
, pg il 
a : 
Pi 
: 
see ee 
Ly gaiton sis 
ae ee ope 
aes 2 ae 
: oak ae as ' 
. aa et e es a 
: ne es Y 
Be sae 
ea se oes 
ci ator We belie 
Oe ies Ses 
ees ick ae 
eG ee, ae 
A ee Rs 
a ee al ee 
— 2 4 
spe ' 
a : 
ee outer ee 
Ri ees 2 : 
mae thes . 
sa ol ' 
ae . one 
=o TE cee etl : 
faerie aie 
ier, gone ' 
eo re oe nus : 
= Sach apa Pie 
BA Fs re ' 
eae sn . 
ee eee ee 
Roe ee. 
bh tare ee 
Seis ier 
Rin de se, va 
ee sh 
eee t ras 
“ 2 
ae zie 
Pee Po on” 
; Hine 
eet ee 7 
ee ; 3 
Bsns Fore hs or 
be 2 eer 
eek re 
me ee 
Cae ae . PE tig 
ae Ps i 
eS SS 
ae 
* ai 
" ex a saser< 
diy Aer eeagS : 


Meats for 
Babies 


Outdoor maintains momentum 
in your advertising—gives your 
sales message around-the-clock 


impact for 30 days, in big size 
and full color, close to the point 
of sale. Outdoor reaches more 


people, more often, at lower cost 


than anyother primary medium. 


The reach: 94% of car-owning households. ° 

The frequency: 21 times per month. 

And Outdoor puts your selling message where you want it, when 
oe want it—with no extra cost for setting zones and boundaries 


eet your distribution requirements. 


Ask an OAI Representative to explain how OUTDOOR 
a small shift of your media dollars can add the ADVERTISING 
| persistence of Outdoor to your advertising. INCORPOR AT ED 
| Offices in: Atlanta, Chicago, Dallas, Detroit, Los Angeles, New York, Philadelphia, St. Louis, San Francisco, Seattle 
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Advertisement 


Show Business Illustrated Reports 
Big Early Response from Advertisers 


Charter Advertisers, 
Appointments to SBI 
Sales Staff Announced 


NEw YORK — SHOW BUSINESS ILLUS- 
TRATED Advertising Director Howard W. 
Lederer, releasing a partial listing of na- 
tional advertisers for the new magazine, 
observed that “the impressive response of 
advertisers to spi has been extremely grati- 


fying.” 


s Among charter advertisers who will be 
represented in early issues of sBI are such 
firms as Revere Camera Co., a subsidiary 
of Minnesota Mining & Mfg. Co., Hiram 
Walker, Inc., RCA Victor Records, Arrow 
Liqueurs, Stanley Blacker, S. H. Arnolt, 
Capitol Records, A. Stein & Co., London 
Records, Book-of-the-Month Club, Maijes- 
tic International, Hanover Hall Clothes, 
Atlantic Records, Audio-Fidelity, British 
Industries, Columbia Records, Phoenix 
Clothes and Reprise Records. 

Guaranteeing an average paid circula- 
tion of 350,000 per issue, SHOW BUSINESS — 
ILLUSTRATED will first appear on news- | 


f ‘ e. | 
| 


ey 


‘S 


~ 


Hugh M. Hefner 


Howard W. Lederer 


stands on August 23, bearing a cover date 
of September 5. Full-page rates are $2,150 
for black and white, $2,700 for two colors, 
$3,250 for four colors. Closing date for the 
Premier Issue is July 24. 


® Lederer also announced SHOW BUSINESS 


ILLUSTRATED advertising staff appointments | 


in three sections of the country. 
Joseph K. Coleman, most recently a 
member of the Eastern advertising staff of 


PLAYBOY and former Advertising and Pro- | 
motion Manager of The Village Voice, has | 
been named Eastern Advertising Manager | 


of the entertainment magazine. 
Midwestern Advertising Manager for 
both SHOW BUSINESS 


Associate Manager of Life in Chicago. Fall 
will be in charge of the combined sales 
offices of both magazines in Chicago. 


= On the West Coast, Robert Stephens 
will head the ssi advertising office in San 
Francisco, and Stanley L. Perkins will be 
in charge of the Los Angeles office. 
Named to the Eastern advertising staff 
are Gordon F. Brine, Edward M. Milarsky, 
and Richard B. Wanderer. Midwestern ad- 
vertising staff members include Richard 
Christiansen, Robert McKenzie, Robert 
Reisinger and Richard Rosenzweig. 


= The decision by the publishers of sHow 
BUSINESS ILLUSTRATED to have the maga- 
zine appear every two weeks with a 50¢ 
cover price set a new precedent in the pub- 
lishing world: no weekly or biweekly maga- 
zine now on the stands commands this 
quality price. 

In explaining this frequency, Editor- 
Publisher Hugh M. Hefner observed that 
“too much happens too fast in the vast 
entertainment field to be adequately cov- 
ered in a monthly. Timing is just as impor- 
tant in reporting a performance as it is in 
the performance itself.” 

Hefner added that “the premium cover 


ILLUSTRATED and | 
PLAYBOY is Joseph W. Fall, Jr., former | 


price demonstrates that sBI intends to be a 
magazine that makes money on circulation 
— unforced circulation. It will be a maga- 
zine that readers buy and not a magazine 
that buys readers. 

“The idea for sBi derives from the rec- 
ognition of a real need for this kind of 
publication,” Hefner said. “While there are 
national newsweeklies which cover some 
facets of the amusement field, a national 
television weekly, and several small-circu- 
lation magazines covering special areas of 
the music field, there is now no national 
consumer magazine offering anything like 
a complete view of the entertainment field. 
This is the task of SHOW BUSINESS ILLUS- 
TRATED.” # 


Advertisement 


Portrait Photographer 
Richard Avedon Named 
SBI Contributing Editor 


CuicaGo—The appointment of Richard 
Avedon, world-renowned photographer of 
international celebrities in the worlds of 
entertainment, society and government, as 
a Contributing Editor of SHOW BUSINESS 
ILLUSTRATED, has been announced by 
Hugh M. Hefner, Editor-Publisher. Ave- 
don will serve on the staff of the new 
national entertainment biweekly, to be 
launched August 23. 

SHOW BUSINESS ILLUSTRATED, in addi- 
tion to featuring news and reviews of 
motion pictures, theater, nightclubs, tele- 
vision, concerts, opera, ballet and record- 
ings, will be highlighted by elaborate 
pictorial spreads and articles about show 
business personalities and events. 


Avedon has photographed such famous 
artists as Sir Laurence Olivier, Rex Har- 
rison, Elizabeth Taylor, Sophia Loren and 
Marilyn Monroe, as well as such eminent 
representatives of international society as 
the Duke and Duchess of Windsor and the 
nation’s First Lady, Mrs. Jacqueline 
Kennedy. # 


Movie Critic William K. Zinsser 
Appointed to SBI Editorial Statt 


Cuicaco — William K. Zinsser, well- 
known movie critic and drama editor, has 
been named a Contributing Editor of 
SHOW BUSINESS ILLUSTRATED, Hugh M. 
Hefner, Editor-Publisher of the new na- 
tional entertainment magazine, has an- 
nounced. 

Zinsser, who will be based in the New 
York editorial offices of spi, will write a 
regular bylined commentary on the movies, 
theater and television. # 


ee ete eet 


* PREMIER ISSUE * « CLOSING DATE - 


@ THEATER 
MOVIES * TV 


NIGHTCLUBS 
8 SPECIAL 


ONSTAGE* 
* OFFSTAGE 


is the first national consumer 


gazine to give an exciting view 
the whole entertainment world, a 
the same time offering the kind 
alert and sprightly criticism 
ainst which people can test their 
n judgments, hammer out their 


BACKSTAGE. 
all the EXCITEMENT * 
FUN and COLOR of * 
the most FASCINATING 
INDUSTRY in the WORLD 
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Early Subscriptions to SBI 
Total Over 1,000 a Day 


Cuicaco—Early returns on subscription 
sales for SHOW BUSINESS ILLUSTRATED, new 
biweekly entertainment magazine from the 
publishers of PLAYBOY, have been coming 
in at the rate of more than 1,000 a day, 
according to figures released by Editor- 
Publisher Hugh M. Hefner. 

Just 30 days after the initial subscription 
offer was made, 31,714 charter subscribers 
had been logged, Hefner reported. 

The Premier Issue of sBi will go on sale 
August 23 with a September 5 cover date. 
It will sell for 50¢ a copy on newsstands. 

“The quality price and the high rate of 
subscription sales make it evident that 
SHOW BUSINESS ILLUSTRATED has a real ap- 
peal to the sophisticated, upper-income 
men and women of America,” Hefner 
said. “We feel we've got a really different 
and necessary publication in sbi.” # 


” 
COVER CONFERENCE—sHOw BUSINESS ILLUSTRATED Art Director Leonard Jossel, PLAYBOY 
Art Director Arthur Paul, and Hugh M. Hefner, Editor-Publisher of both magazines, 
discuss a variety of possible cover designs in conference prior to last month’s final decision. 
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JULY 24 « « ON SALE AUGUST 23 « 


PREMIER ff -—__ [IN FEATURE SPOTS STILL AVAILABLE FOR 
issue =f —s J ADVERTISERS AIMING AT THE BONUS 
COLLECTOR'S @ = =©=5-s—-—s«s( CIRCULATION AND SPECIAL AUDIENCE 
oiem «6 ff)~———~*é~<isCSSX INTEREST IN-SBU’S PREMIER ISSUE 


CLOSING 
* DATES * 


Issue Cover Baw 
On Sale Date Closing 
23 Sep. 5 July 24 
2—Sep. 6 Sep. 19 Aug. 7 
20 Oct. 3 Aug. 21 
4 Oct. 17 Sep. 1 
5—Oct. 18 Oct. 31 Sep. 18 
1 Nov. 14 Oct. 2 


PAGE RATES: 


B & W: $2,150 2-Color: $2,700 
4-Color: $3,250 


GUARANTEE: 
350,000 net paid average circulation 


EXCITEMENT % of the WORLD 


COLORFUL FEATURES * ARTICLES * > RATINGS * LISTINGS * GUIDES 


NEWS 
REVIEWS - 
PREVIEWS 
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Advertisement 


SBI Premier Issue 
To Feature Patrick 
Dennis’ ‘Little Me’ 


New Satirical Novel 
To Be Serialized in SBI 


CuicaGo—Little Me, a forthcoming nov- 
el described by its author, Patrick Dennis, 
as“a broad spoof of the typical actress's 
typical ghostwritten autobiography,” will 
be serialized in SHOW BUSINESS ILLUS- 
TRATED, beginning with the Premier Issue 
on sale August 23, according to the new 
entertainment magazine’s editorial direc- 
tor, Frank Gibney. 

Little Me, which is to be published No- 
vember | by E. P. Dutton & Co., has been 
adapted by Neil Simon for the stage. The 
central character of the novel is an actress 
devoid of talent who is nevertheless given 
star billing on the stage, screen and tele- 
vision. Dennis is also the author of Auntie 
Mame. 

Other features of the first issue, accord- 
ing to Gibney, will include a full-color 
story on Frank Sinatra, written by Con- 
tributing Editor Joe Hyams; special arti- 
cles by Alexander King and Cleveland 
Amory; an open-eyed tour of Broadway 
conducted especially for spi readers by 
Mr. Magoo; several pages of news, reviews, 
listings, ratings, guides, a Sneak Preview, 
and many other show business stories told 
in words and pictures. # 
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(Dec. '53) have been reported to sell for 
as much as $26, 


SHOW BUSINESS ILLUSTRATED 
Dept. AA 710 
232 E. Ohio St., Chicago 11, Ill. 


Check here: 


(_) Send me the spi Premier Edition Binder 
at $2 ppd. 

( ) Also enter my subscription to sHow 
BUSINESS ILLUSTRATED for a full 


year at $8.50. 
( ) Remittance enclosed 
( ) Bill me 
Charge to my Playboy Club 
Key no 
address. 
city zone. state ; 
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ADVERTISING 
IS HALF THE 


In Tue Nation’s Scuoots Continu- 
ing Study of Readership, a very high 
figure of 82.6% of 1000 administrator 
respondents said they read, regularly 
or often, the new products editorial 
feature, ““What’s New for Schools.” 
Also, 78.7% of these thousand re- 
spondents reported 1262 specific ac- 
tions they had taken as a result of 
reading advertising. 

These are not surprising figures, 
of course, for product information, 
whether in editorial space or in ad- 
vertising pages, is an essential part 
of the total information which a 
business magazine provides. 

With this high interest in infor- 
mation about products it is obvious 
that a magazine which provides the 


most in product information is most 
likely to attract and be read by those 
who must provide not only the ideas 
but the physical equipment and ma- 
terials with which educational ideas 
are implemented. 

Advertising volume is, therefore, 
an important index of the interest of 
a magazine to its audience. It is 
significant, then, that THE Nation’s 
Scuoots has led all other school 
administrative magazines in adver- 
tising volume for the past 18/2 years 
—that Tue Nation’s SCHOOLS carried 
50% more advertising pages than the 
second magazine, twice as much as 
the third, in the first six months 
of 1961. Here’s the 1961 record 
through June: 


THE NATION’S SCHOOLS...................750 pages 
School Management.................--++++++--499 pages 
EE EEE Tee 
American School Board Journal.................102 pages 


Ask your NATION’S SCHOOLS representative to show you 
the Continuing Study of Readership, or write the publisher. 
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Label Co., Monrovia, Cal., with 


LINKLETTER MAILED—Just prior to addressing the 44th national con- 
ference of the American Marketing Assn. in Los Angeles (AA, July 
3), Art Linkletter (left), radio- 
identified by Neil DeWitt, consumer products manager of Avery 


tv star, one of the speakers, is 


a new pressure-sensitive badge, 


which serves to hold up speaker’s banner and carries his name. All 
conventioneers at the conference wore these badges. 


Walter Hits Dailies on 
Red Ad: Free Press 
Is Issue, They Reply 


WASHINGTON, July 5—Rep. Fran- 
cis E. Walter (D., Pa.) charged 
last week that the New York Times 
and the Washington Post helped 
spread “an unconscionable white- 
wash of the Communist Party” by 


Communist Party, U.S.A. 

The all-text ad appeared in the 
June 22 issue of the Times and in 
the June 26 issue of the Post. It 
dealt with the recent Supreme | 
Court decisions on the Smith and) 
Internal Security Acts, which re-| 
quire the Communist Party to reg- 
ister with the U.S. government. 

Rep. Walter opened his state- 
|ment with a verbal barrage leveled 
at the Times. “There was a time 
when readers of the New York 
Times could believe—at least when 
they read its advertisements—that 
they were not being hoodwinked 
and sold a bill of goods. The Times 
had a reputation for screening the 
copy submitted by its advertisers 


| lent and deceitful. 
\if one is to judge by recent New 
| York Times advertising policy,” 
Rep. Walter said. 


| concluded. 


|@ The Times issued the following 
|statement when asked about its 
|publication of the ad: 

“We accepted the advertisement 
‘of the national committee of the 
| Communist Party because we be- 
| lieve that a free press in a democ- 
|racy should not exclude advertis- 
ing simply because the opinions 
expressed are contrary to their 
own. 

“To deny such expressions on 
}those grounds would, in our view, 
be to limit rather than to further 
the constitutional tenets of free- 
dom of speech and of the press. 

“Our acceptance of this adver- 
tisement does not imply that the 
Times agrees with the opinions it 
contains.” 

It added: “Any advertisement of 
this character is given due atten- 
tion by authorities. Unlike a con- 
‘troversial department store ad, 
which may be checked by one per- 
son, perhaps an ad like this one 
would be gone over by a committee 
before publication. 

“The Communist Party ad was 
passed by the proper people and 
put into production by manage- 


ment.” 

Jack Sacks, advertising manag- 
er of the Post, told ADVERTISING 
AcE that the newspaper subjects 
editorial-type advertising, such as 
the Communist Party ad, “to fixed 
standards of scrutiny.” He said the 
ads must conform to the law, avoid 
libelous statements, refrain from 
“self-evident falsehood in the 
statement of facts” and avoid ad- 
vocacy of a riot or breech of peace. 


running an ad paid for by the. 


s Pointing out that publication of 
ads meeting these standards is not 
an endorsement of the cause in- 
| volved or of the advertising copy, 
Mr. Sacks stated: “There is, in our 
|view, an obligation upon a free 
|press to permit conflicting points 
|of view to be laid before our read- 
ers. We have sufficient confidence 
in them to believe that counsel 
that we think misguided will not 
mislead them; we have sufficient 
humility about our own views to 
think our readers are better able 
than we are to decide what adver- 
tising they ought to see. 

“In the case of this particular 


advertisement, we may say that 
|/we think it a good idea for our 


and refusing to print anything that readers to know everything about 
was obviously and clearly fraudu- | the position of the Communist Par- 


|ty on public issues. We are not 


“Those days are gone, however, afraid that this knowledge will cor- 


rupt them.” + 


La Choy Offers Record 
“Perhaps it all depends on one’s | 
| idea of just what is fit to print,” he | 


La Choy Food Products, Arch- 
bold, O., is using small-space 


| newspaper ads to offer a hi-fi rec- 
| ord, “30 Sing Along Favorites,” for 
|/$1 and a label from any of La 


Choy’s 20 American-Chinese food 
packages. Ads ran in 190 newspa- 
pers the week of June 19 and will 
be repeated in the same newspa- 
pers the week of July 17. Labels 
and shelf-talker coupon pads are 
also being used to promote the of- 
fer. Maxon Inc., Detroit, is the 
agency. 


Dickens to McCann-Erickson 
Hal Dickens has joined the Chi- 
cago offices of McCann-Erickson 
as account supervisor for the Coca- 
Cola Bottling Co. of Chicago and 


.regional account executive for 


Coca-Cola Co. Mr. Dickens was 
formerly a vp and director of mer- 
chandising and sales promotion of 
Edward H. Weiss & Co. 


Mrs. Miller Joins Ognibene 
Eleanor Miller, formerly adver- 
tising manager of Lestoil Prod- 
ucts, Holyoke, Mass., has been 
named a vp of Charles Ognibene 
Associates, Westhampton, Mass. 
The ad manager vacancy has not 
been filled yet at Lestoil. 
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account executive or design engineer? 


a He’s an AE... generalist calling the shots in a world of specialists. One 
os minute he’s up to his ears in a marketing problem... the next, in media 
... the next, in copy or art... you name it. It’s his job to combine all 


READ . ° <_<. 

a? a4 bhbe gan OF YOUR MESsace py these talents into sales magic. The DE also makes the most of specialists. 
- GINEERS a . , R . 

WANT, AND GeT inns 'S WHAT yoy | Must keep pace with the latest advancements in electronics, hydraulics, 
=~ ACH P , . A a ‘ : : 

iNE DESIGN drives, fastenings, materials ...everything contributing to product im- 


provement... everything needed for new products. To keep pace in either 
field you must keep ahead in al/ areas. The designer does it by reading 
MACHINE DesiGn, the magazine that serves the total spectrum of his needs 
and problems. How do you? 

A Penton Publication, Penton Building, Cleveland 13, Ohio 
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MORE MORE MORE MORE MORE MORE 
EDITORIAL READERSHIP ADVERTISING READER EFFECTIVE MARKETING 
AWARDS PAGES RESPONSE CIRCULATION Alos 
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«CATHOLIC SCHOOL JOURNAL 


- 400 North Broadway . 


|RFE Fund Names Leslie Shope 


You can’t turn off the equipment and 

supply needs of more than 5,000,000 Catholic 
school children. Here is an independent growth 
market unaffected by economic fluctuations. 


|sales 
|\Life Assurance Society for 26 
years, has been appointed presi- 
|dent of the Radio Free Europe 
Fund, which raises money to sup- 
{port Radio Free Europe’s broad- 
|casts to the Communist countries 
lof Eastern Europe. The fund’s 1961 
| goal is $11,000,000. Mr. Shope suc- 
|ceeds John M. Patterson, who has 
resigned to 


Leslie R. Shope, advertising and 
executive with Equitable 


enter government 


| P P 
Catholic School Journal reaches the greatest single |work in Washington. Mr. Shope 


concentration of Catholic educators and administrators 
who must meet the needs of this growing enrollment. 


| Send Today for Brochure and Sample Copy 


Milwaukee 1, Wisconsin 


retired as press relations and ad- 
vertising manager of Equitable in 
1960. 


|General Mills Shows Gain 


General Mills, Minneapolis, re- 


ports net earnings of approximate- 
ly $12,800,000 for the fiscal year 
|ended May 31, 1961. The prelimi- 
nary report showed an increase of 
about $1,300,000 over the previous | accounted for 56% of all wash- 
\fiscal year. Sales for the same 
period reached a record high of|purchased in the _ high-price 


$575,500,000. 


ROP COLOR 
7 DAYS 


Represented Nationally 
By 
Newspoper Marketing 
Associotes 

New York 
Chicago 
Philadelphia 
Detroit 

Los Angeles 
San Francisco 


“SELL M 
IN THE 


inine fields: 


WEEKDAY LINAGE 


MORNING,” 
says BUFFALO. 


The early advertiser catches the sale in Buffalo and 
Western New York where women, for example, start each 
day with the Courier-Express and its retail ads. 


The Buffalo Courier-Express carries more weekday 
women’s clothing store linage than any other paper in 
the country except the New York Post and the Los 
Angeles Times. We have led the women’s clothing store 
field in Western New York since 1952. 


Buffalo’s real estate advertisers and six leading grocery 
chains, too, put the greatest percentage of their linage in 
the morning Courier-Express. These graphs show the 
comparison. Here’s the linage score in three vitally fem- 


Courier-Express. 


WOMEN’S 38°. 
CLOTHING Courier-Express News 
STORES 
SIX LEADING Courier-Express 
GROCERY chew News 
CHAINS 
REAL Courier-Express si 
ESTATE S ar% | 


Source: Media Records 


Take a ctle from these advertisers who know the 
Western New York market best. Schedulé the Buffalo 


Advertising Age, July 10, 1961 


$3,000-7,500 Bracket 
Buys Big Ticket 
Appliances: ‘Look’ 


New York, July 5—Higher 
income families don’t necessar- 
ily buy the most expensive 
household appliances. In fact, 
the bulk of the market for high- 
price major appliances is among 
families with average incomes 
of less than $7,500. 

These are among the con- 
clusions of Audits & Surveys 
Co., following a study of ap- 
pliance purchasing for Look. 
The study showed that 62% of 
new, “top of the line” television 
sets bought in 1959-’60 were 
purchased by families with in- 
comes between $3,000 and $7,- 
500. The same income group 


ers and 52% of the refrigerators 


| range. 

| Families with annual incomes 
of $3,000 and under were re- 
ported to have purchased 13% 
of all top-priced tv sets, 11% 
,of the top-priced refrigerators 
|and 6% of the premium-priced 
| washers. Families with children 
junder ten were the heaviest 
|purchasers of major appliances 
|in all categories. 


@ The study, based on a sam- 
\pling of 5,300 households in 
| February and March, also con- 
tained details on where appli- 
ances were purchased, how paid 
for, and characteristics of 
households owning appliances. 

Printed copies of the study 
will be available from Look in 
the early fall. 


REFRIGERATOR STILL 
NO. 1 APPLIANCE EXPORT 


NEw YorK, July 5—The 
household refrigerator remains 
|the top appliance export of the 
1U.S. 

In Latin America, however, 
U.S. manufacturers are finding 
| bigger and bigger markets for 
| their tv sets. 

These are two of the points 
‘that stand out in a new report 
|compiled by American Export- 
er showing the 1959 and 1960 
| dollar sales of 47 different prod- 
ucts exported from the U.S. to 
42 countries. All the products 
| are advertised in American Ex- 
porter. 


| 

|@ In 1960, the report shows, 
|household refrigerator exports 
to Latin America totaled $11,- 
309,000, compared with $13,- 
999,000 in 1959; refrigerator ex- 
ports to Europe increased in 
1960 from $2,364,000 to $2,684,- 
000; refrigerator exports to oth- 
er countries—particularly the 
| Middle East, where sales shot 
|}up spectacularly during the 
| year—totaled $7,599,000 in 1960, 
|compared with $5,057,000 in 
1959. 

Accounting for a big chunk of 
this gain was Lebanon, which 
paid $2,202,000 for U.S.-made 
refrigerators in 1960, compared 
with $946,000 the previous year. 


s Exports of American-made 
tv sets to Latin America 
mounted to $10,119,000 in 1960, 
up sharply from the $8,381,000 
of 1959. The biggest gain was 
made in Mexico, where these 
imports rose from $727,000 to 
$2,043,000. 
| The economic difficulties of 
Venezuela are mirrored in this 
report. In 1959, Venezuela im- 
ported $9,855,000 of U.S.-made 
refrigerators; last year these 
imports slid to $6,940,000. Ven- 
ezuela sharply reduced imports 
of many other American prod- 
ucts in 1960. 

One of the greatest increases 
|was registered by exports of 
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THIS IS A 


i, 


mist—Lentheric, New York, is 


running this page ad for its 
Tweed Mist fragrance this sum- 
mer in Glamour, Harper’s Ba- 


zaar and Seventeen. Altman- 
Stoller is the agency. 


testing instruments to Europe. 
These exports increased during 
the year from $5,216,000 to $7,- 
940,000. 

Copies of the complete report 
are available from American 
Exporter. = 


Stoneham Moves; Adds 1 
Stoneham Advertising, Van 
Nuys, Cal., has moved to new 
quarters at 6442 Coldwater Can- 
yon Ave., North Hollywood, 
Cal. The agency, founded in 
September, 1960, has more than 
trebled its facilities. It has been 
named by Dynamic Models, Van 
Nuys, manufacturer of model 
aircraft engines and accessories, 
to handle its advertising. Mod- 
eling publications, hobby trade 
magazines, direct mail and 
point of purchase will be used. 


CBS Radio Boosts Andrews 

Naomi Andrews, formerly 
network copy chief in the sales 
promotion and advertising de- 
partment of CBS Radio, New 
York, has been promoted to ad- 
vertising director. W. Thomas 
Dawson was vp in charge of pro- 
motion and advertising until 
several months ago, when he 
was promoted to vp in charge 
of informational services. 


Esquire Inc. Names Smart 
Chairman; Blinder President 

John Smart, president of Es- 
quire Inc., has been elected 
chairman of the board, a post 
vacant since the death, in 1952, 
of David Smart, a brother. A.L. 
Blinder, exec vp, was named 
president. 


‘Electronics’ Names Haupltli 

James Hauptli, formerly 
Philadelphia sales representa- 
tive of Business Week, has been 
named ad sales manager of Elec- 


tronics, New York. He suc- 
ceeds Bruce Winner, who has 
resigned. 


Cole & Sweeney Formed 
Gordon Cole, of Gordon E. 
Cole Co., publishers’ represent- 
ative, and Ronald J. Sweeney, 
formerly ad manager of ’Teen, 
have founded Cole & Sweeney, 
publishers’ representative, 2252 
W. Beverly Blvd., Los Angeles. 


Levinson Joins Heart Assn. 

Irwin W. Levinson, formerly 
with General Foods Co., has 
been named advertising man- 
ager, publishing office, Ameri- 
can Heart Assn., New York. He 
succeeds Elaine Perlmutter, 
who has resigned. 


Dalseg, Oslo Agency, Denies 


|seg & Co. of Oslo became Dalseg- 


Selling Out to Swedish Agency Ervaco.” The Swedish agency 


Trygve Dalseg, head of the Nor- 
| wegian agency bearing his name, 
‘has objected to the report in the 
June 5 ADVERTISING AGE that he 
has sold “a major interest” in his 
agency to Ervaco Advertising of 
Stockholm. Mr. Dalseg, who has 
changed the name of his agency 
to Dalseg-Ervaco, emphasized that 
the deal represents little more 
than “an affiliation” and involves 
an exchange of stock of only nom- 
inal value. 

AA’s report was based on a re- 
lease from Ervaco which stated 
that “Ervaco Scandinavian Ad- 
vertising became a reality in April 
when the six-year-old Trygve Dal- 


|/went on to say that this was part 
|of its program of “putting togeth- 
jer its Scandinavian agency em- 
|pire.’ Mr. Dalseg made it clear 
|that he would probably be “the 
last Norwegian agency man” to 
sell out to a Swedish agency. 


Ayer Appoints Six 

John S. Nussbaum has joined 
the New York office of N. W. 
Ayer & Son as an account repre- 
sentative in the service depart- 
ment. He was formerly managing 
director of Young & Rubicam’s 
| office in Frankfurt Am/ Main, Ger- 
/many. In addition, Florenz J. Fen- 
| ton, James B. Winpenny III, War- 


| phia. 
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ren D. Lunstead and Allen A.|company which was recently 


Jetter have joined Ayer’s copy de- 
partment in Philadelphia, and 
Robert G. Chambers has joined 
the Ayer copy department in Chi- 


cago. Mr. Fenton was formerly al 


copywriter for Arndt, Preston, 


Chapin, Lamb & Keen, Philadel- | 


Mr. Winpenny was with 


General Electric Co. Mr. Lunstead | 


was with Remington Rand, New 
York. Mr. Jetter was with the Jer- 
sey Central Power & Light Co., 
and Mr. Chambers was with Foote, 
Cone & Belding. 


Burkhart Joins WQXI 

Kent Burkhart has been named 
to the new post of operations man- 
ager of WQXI, Atlanta. Early this 
year he organized a consultant 


merged with Futursonic Produc- 
tions in Dallas. 


CHOICE AGENCY SPACE 
Entire Floor 7000 Sq. Ft. 
18 Private Offices 
Available Spring 1962 
Carbide & Carbon Bldg. 
230 No. Michigan Avenue 
Other Units From 500 Sq. Ft. 
Bell & Hefter, Inc. 
Call ANdover 3-5555 


JERRY LEWIS STARS IN HIS OWN PRODUCTIONS ; RELEASED BY PARAMOUNT 


Everything rosy? If high costs are nipping profits in the bud, try this easy treat- 
ment. Without cutting back quality, you make a pretty saving on booklets, sales folders 
and other printed material by specifying Consolidated Enamel Printing Papers. As the 
world’s largest enamel printing paper specialist, Consolidated offers finest quality for 
less. Get the facts and free test sheets from your Consolidated Enamel Paper Merchant. 


He has a real green thumb for growing profits! 
Available only through your Consolidated Paper Merchant. 


onsokdaledk 


LARGEST ENAMEL PAPER SPECIALIST 


+ Natl. Sales Offices, 135 S. La Salle St., Chicago 


Consolidated Water Power & Paper Co 
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CBS Names Alberto Cata | 
Latin American Representative 

Alberto H. Cata, Latin Ameri- 
can advertising executive, has 
joined the Columbia Broadcasting 
System television stations division 
as special representative for Latin 
America. Mr. Cata will be head- 
quartered in New York and will 
report to Howard L. Kany, direc- 
tor of international business rela- 
tions for the CBS division. 

Mr. Cata has been associated 
since 1957 with Cuban broadcast- 
ing executive Goar Mestre, who 
now works out of Buenos Aires in 
partnership with CBS. 


Coordinated Opens PR Unit 

Coordinated Marketing Agency, 
New York, has formed Coordi- 
nated Public Relations, a subsidi- 
ary to handle financial advertising 
and all public relations activities, 
effective in August. Herb Haft, 
now at T. N. Palmer Co., will re- 
turn to Coordinated to head the 
division. 


NEW PACKAGES—American Sugar Refining Co. is introducing a pink- 

and-white “completely feminine” box for its Domino Superfine 

sugar, and a window package for its Handy-Paks. The latter holds 

36 individual sugar packets, for outdoor use, prini d with flower 
scenes. 


Ohio Bill Bans Outdoor Signs 
on Interstate Highways 

After defeating several attempts 
|'to water down the bill, the Ohio 
| state senate, Columbus, has passed 
ja bill 
within 660’ of the edge of inter- 
state highways in conformity with 
|the federal highway law. 


Product Promotions Bows 


Product Promotions, 912 Terry-| 


‘ville Ave., Bristol, Conn., has 
been formed to provide merchan- 
dising and advertising agency serv- 
ices. An outgrowth of a display 


house, the new corporation is head- | 
ed by James C. Salmon, president; | 


Richard C. Smolinski is art and 
creative director; and Donald B. 
Gordon is director of accounts and 
| media. 


Peterson Joins Atlas Film 
| Thomas H. Peterson, formerly 
with Columbia Broadcasting Sys- 
tem, has joined Atlas Film Corp., 
Oak Park, IIl., as vp of sales. 


CAN REDUCE OFF-THE-JOB ACC 
THEIR SHOCKING TOLL _ 
| recently, executives have felt 


to control the rising total of nonwork ac 


ts. But the experi- 


_ ence of many companies with the TOTAL SAFETY PLAN 


PB 


the rate for all U.S. workers! And 
their already low in-plant accident rate! 


but you help stop 4 serious drain on your company’s profits. The average 


Published to save lives 
in cooperation with 
The Advertising Council 


and the National Safety Council 


SUPPORT YOUR LOCAL 


SAFETY ORGANIZATION 


r 
| 
: NATIONAL SAFETY COUNCIL Please send a copy of “The Challenge to 
, | 425 NORTH MICHIGAN AVENUE Management of Off-the-Job Accidents.” 1! 
e ; CHICAGO 11, ILLINOIS want fo learn how my company can save lives 
and dollars with your TOTAL SAFETY PLAN. 
1 
; NAME 
‘ ! 
! 
ey ! 
! crry zone STATE 


banning outdoor posters | 


| 


wit—Standard Insurance Co., 
Portland, Ore., is launching a 
campaign built around its motto, 
“The Will to Achieve,” with ads in 
the western edition of Reader’s Di- 
gest and Sunset Magazine starting 
in August. Grant Thuemmel Agen- 
cy, Portland, is the agency. 


| Nielsen Finds Lots 
of Fringe Viewing in 
N. Y. Market Study 


New York, July 5—A. C. Niel- 
sen Co. has taken an “in depth” 
look at the New York television 
market to enable advertisers to 
pinpoint potential customers and 
to give stations something more to 
| sell than rating numbers. 
| This detailed analysis covered 
|tv viewing in 220 Audimeter- 
| equipped homes for the four weeks 
|ended April 2. Audiences for each 
|of the city’s seven stations were 
| profiled. Audience figures were 
broken down by family income, 
| education, occupation, family size, 
age, home ownership, and volume 
|of viewing. The largest amount of 
viewing occurred in young, low- 
| income households with children. 
| Among the more _ interesting 
| findings: 


|e Fringe viewing was substantial. 
More than 90% of the tv families 
watched between 5 and 7:30 p.m., 
EDT, some time during the week. 
|Some 87% watched at least one 
night weekly between 11 p.m. and 
2 a.m. 

e Lightest viewing homes did 
most of their looking between 9 
/and 10 p.m. One of the city’s sta- 
tions got 32.1% of its prime time 
audience from light viewers. 


e The never-to-be-minimized in- 
fluence of kids was evident in this 
investigation. One independent sta- 
tion, which caters to the small fry 
in the twilight hours, did excep- 
tionally well with large families. 


e Education didn’t seem to have 
much of an effect on viewing hab- 
its, except that the less educated 
were likely to stay up later with 
the tv set. + 


Plough Appoints Three 

Herbert Golombeck, formerly vp 
and general manager of Plough 
Broadcasting Co.’s Atlanta radio 
station, WPLO, has been trans- 
ferred to the company’s home of- 
fice in Memphis as a vp. Bud Cur- 
ry has been promoted from sales 
manager to general manager of 
WPLO. Dean L. Aldrich, previous- 
ly manager of WMDN, Midland, 
Mich., succeeds Mr. Curry as sales 
manager. 


Four Name Aron & Shore 

New Standard Baking Co., El- 
don Construction Co., Elmwood 
Federal Savings & Loan Assn., and 
Wolfman Optical Co., all in Phila- 
delphia, have appointed Aron & 
Shore Advertising, Philadelphia, 
as their agency. New Standard 
Baking Co. will break its new ad 
series with a four-color page in 
Diners’ Club Magazine, featuring a 
fruit cake. 
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POST AND PRESS 


CHRONICLE > ae CHRONICLE 
AND PRESS AND POST 


2% \| FAMILIES — 20% 3 " 
ro READING . FAMILIES 
CHRONICLE CHRONICLE READING 


AND POST [ET Tatae tig Ve CHRONICLE 
1% 8% — 43% ; 416% 


DAILY SUNDAY 


A similar market study made in 1956 by Alfred Politz Research On Sunday a comparison of the two studies shows that while 
showed a 38% exclusive share for The Chronicle. Belden reveals the Post's exclusive share of the newspaper readers dropped . . . 
that this Daily exclusive audience had jumped to 43% in 1961! The Chronicle's share remained virtually the same as in 1956. 


Source: Belden Associotes, 1961 


For a complete presentation of facts from this authoritative 
new look at the Houston market, see your “Branham Mon.” 
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vy ! Stores nc Paper Converting itt © Co 
edie ‘Stores Inc Pauly Cheese Co: Div Swift & Co, 
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9: Wheeler Diy,, Borden Co, 
Spence-McCorg Drug Co, Transpo tien 
@rdware: Railroa 8: 
“Banaen Hardware “ Chicago, Milwaukee, St. Paul g 
Laforce Builders Hardware Co. Pacific 
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St. Norbert College Sus Lincs . 
Leading Industries central a 
win Mfg. Co, Che, ausau 
t Paper Co, 
Charme’ Paper Products Co. say ony 
tana Mfg. Eo. 
airmont ods Co, 


Market, Please contact the 
5 Sheer Forest ea Inc, 


Woolen Mills 
Elm Tree Baking Co. 
Fox Rj T Paper Corp. 
aonens fox fiver Vann: Co. 
mans OX Rive, alley Kp ‘in, 
"tgomery War Kurz g t Co. ~ ses 
wndrey ‘s Miller Electric Mtg. Co 
T. Grant iverside p, per Corp 
FS, Roebuck € Co, Sery.y Bakers of Appleton 
hain Headquarters Tuttle Press Co. 
{Stores Oper, ted) Malley 7 Works Hd 
a: estern densin, 
Steiners Food Yeen Corp (3) Foremost Dairies® 
S.C. Shannon - (100) Wise w; ks 
Uniteg Grocers Coop ) Zwicke, Knitting Mills 
Drug: {Neenan) 
Ford Dry ¢ ) Tgstrom Paper Co 
Morton's "U8 Stores (4) Har Products Corp 
Wholesaie;t! Kimberly Clark Corp. 
Food Neenah OUNdry Co. 
Bros. Fruit Co Neenah Paper & 
Fresch) Products, I Menasha) 
Krambo Food Stores Be Banta Co. 
Uni; Shannon , gilbert Paper \ 
Focers, Ing. rathon iv., Ameri im Can Co, 
Valley Who ash & Carry John Stran, Paper Co. aia 
Wisconsin Distributing Co. Wisconsin issue Mills 
"dware- Kaukauna) 
tion Products, Ine. 
x Co-Operative, Inc. 
Gaw Distributin 
Coll e 


No 
Bus Lines. 
Fox River Bus Lines 
1g. Co, Sreyhoung 
Appleton Wire Works rp. ichmann Lake Shore 
For furt G information On the Appleton. Nah- Nasha Post-Cre nt Market, 
ease contact the Post-Cres nt Or its National "epresentat) : Sawyer Fergarket 
‘alker, ing. 
& * 
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For a total selling job — in Siouxland — use 
SIOUXLAND’S BIG FAMILY NEWSPAPER 
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Information for Advertisers 


Figures on population, income 


media coverage, employment and 
distribution in the South Bend 
market are included in the 1961 
edition of “Current Market Data,” 
available from the Public Rela- 
tions Dept., South Bend Tribune. 


e Population, effective buying 
| power, plus figures for retail sales, 
|food, eating and drinking, general 


| merchandise, apparel, furniture 


j}and appliances, automotive, gas, 
| lumber, building and hardware and 
|drugs, for 103 counties in all of 
|Nebraska and western Iowa, are 


| and Spanish editions has been pub- 
and buying power, retail sales,| lished by American Exporter. The 


|survey, which covers 42 overseas 


markets and 47 different products, 
is available from American Expor- 
ter, 386 Park Ave. South, New 
York 16. 


e “How to Use Super Market Dis- 
plays to Build Sales of Carbonated 
Beverages in MiraCans” is avail- 
able from American Can Co., 100 
Park Ave., New York 17. 


e Population, retail sales, food 
sales, liquor sales, plussautomotive, 
apparel and drug sales in Lu- 


‘included in a booklet, published by |2€Tne County, are included in a 


the Omaha World-Herald. 


products advertised in its English 


When you make your advertising campaign complete 
with National Yellow Pages Service, you’re likely to 
complete more sales, too! That’s because your NYPS 
advertising will reach your prospects at that decisive 
moment — when they’re ready to buy. It’ll get to them 
. . . drive home your selling message . . . guide their 
buying decision. 

And to help you reach and sell your precise market 
or with no waste, you can choose any combination of over 


ONE CONTACT/ONE CONTRACT/ONE MONTHLY BILL 


She may 
get the 
message 


your ads in the Yellow Pages 
sell her when she’s ready to buy 


4,000 different Yellow Pages directories. All with one 
contact, one contract, one monthly bill. For further 
details on how you can make your 
advertising go further, contact 
your National Yellow Pages Serv- 
ice representative through your 
Bell Telephone Business Office. 


NATIONAL 
YELLOW PAGES 


SERVICE 


| booklet published by the Record 
|and Times-Leader-News, Wilkes- 


| Barre, . 
e A 12-page export market survey | ™ 


of the most popular manufactured | 


e “Ohio Agricultural Statistics,” 
covering farms, livestock, crops, 


| fertilizer and equipment, has been 
|published by WRFD, Columbus- 


Worthington, O. Additional infor- 
mation may be obtained from the 
station, in Worthington. 


|e A 67-page market report on the 


growth and development of the 
women’s hair grooming and treat- 
ment business, has been published 
by and is available from Redbook 
Magazine, 230 Park Ave., New 
York 17. Requests should be ad- 
dressed on company letterhead to 
Donald E. West, director of mar- 
keting. 


e “Advertising & Marketing The- 
ses for the Doctorate in U. S. Col- 
leges & Universities” has been 
published by and is available from 
the Advertising Educational Foun- 
dation, Suite 301, 655 Madison 
Ave., New York 21. The bibliog- 
raphy lists 393 doctoral theses 
from 38 educational institutions. 
The listings are classified in 46 
subject categories and are cross- 
referenced. + 


Newspaper Ads to Introduce 


1847 Rogers Bros. Stainless 


The 1847 Rogers Bros. trade- 
mark, which has appeared on In- 
ternational Silver Co.’s_ silver- 
plated flatwear for 114 years, will 
appear on stainless steel flatwear 
this fall. The introduction will be 
in the midwestern states in Sep- 
tember via newspaper ads in more 
than 20 cities. The new line will 
start with two patterns, Fire Song 
and Symmetry. A 50-piece setting 
will sell for $49.95. 

1847 Rogers Bros. is one of the 
oldest continuously advertised 
trademarks in the U.S.—its first 
national ad appeared in the 
Ladies’ Home Journal in 1872. The 
new campaign will be handled by 
Young & Rubicam, New York, 
until Jan. 1, when the account 
will shift to Doyle Dane Bernbach 
Inc., New York. 


Chicago Ag Unit Elects Pettit 

Joe I. Pettit, of International 
Harvester Co., has been elected 
president of the Chicago Area 
Agricultural Advertising Assn., 
Chicago. Other new officers in- 
clude Robert J. Walton, John Blair 
& Co., Ist vp; John L. Richardson, 
Allied Mills, 2nd vp; James A. 
Clarity Jr., Midwest Farm Paper 
Unit, 3rd vp; R. P. Ferguson, 
Methodist Publishing House, treas- 
urer; and W. B. Wiemers, Farm 
Journal, secretary. 


L.A. Copy Club Elects 

The Los Angeles Copy Club has 
elected the following slate of of- 
ficers for 1961-'62: Charles Hutch- 
ings, Donahue & Coe, president; 
Allen McGinnis, Batten, Barton, 
Durstine & Osborn, vp; and Ru- 
dolph Perkal, Hal Stebbins Inc., 
secretary-treasurer. 
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“Hven 


are interesting 


BELL TELEPHONE HOUR 


“We beg you to continue bringing your 
program to us. We think it is the best, the 
most worthwhile show on TV! We love the 
commercials, too.” —COLORADO 


“Your program last Friday was the most 
beautiful I have ever seen. There are few 
really good programs of late and yours is 
a joy to us. Even your commercials are 
interesting.” —NEW JERSEY 


“Thanks, thanks and forever thanks for 
last week’s “Telephone Hour.’ Not only the 
performers made the evening a memorable 
one. The whole program was beautifully 
synchronized and sustained—even the com- 
mercials presented with a grace and charm 
that made them part of the whole artistic 
achievement.” —CALIFORNIA 


“T want to express my appreciation to 
you for your wonderful program. I only 
wish there were more programs like yours 
to view on television. Also, I must say that 
the lady who does the commercials has such 
a pleasant voice and seems to have such a 
pleasing personality. I want to rush to the 
phone and call my family when she says, 
‘Isn’t there someone, somewhere you would 
like to call tonight?’’’—INDIANA 


“A sincere compliment to you for your 
wonderful show! I even appreciate your 
advertising—it has dignity and appeals to 
an adult, which is more than I can say for 


’ 


most television advertising.” —MINNESOTA 


your commercials 


99k 


*The commercial is the payoff....N.W. AYER & SON, INC. 
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OFFICE SPACE 
AVAILABLE 


The most distinctive address 
for your Chicago headquarters. 
' Located in the heart of 
“advertising row,” convenient 
to and for suppliers 
to the advertising field. 


¥% a 4 
MES SESSREMRS LEASES OO 


Fe 
Ma north 
sim michigan avenue 
: ‘ vilding 
nt heh = a aylight in all offices 
tnt ded 


© year 'ré nb gir conditioning 
me © fast, ample subomatic elevators 
" © excellent servic® ~ 

¥ WIRTZ, HAYNIE & EHRAT, INC., Managing Agents 

7 Phone: RA 68333 (Area Code 312) | ee 


oer ae ean 
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American Hoist Boosts Gough Nielsen Network TV 


Percy S. Gough, since 1956 gen- 
eral sales manager of American 
|Hoist & Derrick Co.’s Crosby- 
_ Laughlin division, Fort Wayne, 
| Ind., has been promoted to director 


} 


of marketing of the parent com- Nielsen Total Audience* 
TOTAL HOMES REACHED 


pany, St. Paul, Minn., a new posi- 
| fion. He will be responsible for the 
| marketing activities of American 
| Hoist, its divisions and subsidi- 
| aries. 

| 

Campbell-Ewald Boosts Glass 
| Alan J. Glass has been appointed 
| copy director in the New York of- 
| fice of Campbell-Ewald Co. A 
member of the copy department 
for the last two years, he succeeds 
James M. Durphee, who resigned. 


Two Name Dickerman Agency 

Tele-Tronics Co., Ambler, Pa., 
and Shepherd Electronic Indus- 
tries, Brooklyn, have named Dick- 


erman Advertising, New Hyde 
Park, L.I., N.Y., to handle their ad- 


2m vertising and pr. 


Two Weeks Ending June 4, 1961 
Copyright by A. C. Nielsen Co. 
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Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Remington Rand, CBS) .................... 17,165 
2 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 14,023 
3 Candid Camera (Lever Bros., Bristol-Myers, CBS) 13,929 
4 Andy Griffith Show (General Foods, CBS) .................. 13,836 
5 Garry Moore Show (Several sponsors, CBS) .2..........c.ccccccccceseseeeee 13,695 
6 The Untouchables (Several sponsors, ABC) .o......cccccccccccececceseeeeeees 13,601 
7 Wagon Train (National Biscuit Co., R. J. Reynolds, Revlon, NBC) 13,601 
8 77 Sunset Strip (Several sponsors, ABC) ..0........cccccccccccccceeeeeeeeeeeees 12,944 
9 


Garry Moore Show—10 p.m. (Several sponsors, CBS) ................ 12,898 


eS a) 12,757 
PER CENT OF TV HOMES REACHED 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Remington Rand, CBS) ........0...0000... 36.6 
2 Have Gun, Will Travel (Lever Bros., Whitchall, CBS) ....0..000.0.... 29.9 
3. Candid Camera (Lever Bros., Bristol-Myers, CBS) ...........0..000000. 29.7 
4 Andy Griffith Show (General Foods, CBS) ....... 29.5 
5 Garry Moore Show (Several sponsors, CBS) 29.2 
6 The Untouchables (Several sponsors, ABC) o.........0..ccccccccccccceeeeeees 29.0 
7 Wagon Train (National Biscuit Co., R. J. Reynolds, Revlon, NBC) 29.0 
-8 77 Sunset Strip (Several sponsors, ABC) ........... <risbiptsecnaananedioes 27.6 
9 Garry Moore Show—10 p.m. (Several sponsors, CBS) ................ 27.5 
WD Wamp ee CP, TID aniicciscciceiccscccccstcnsseasecceceninascve , 27.2 
Nielsen Average Audience** 
TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Remington Rand, CBS) .................. 15,758 
2 Andy Griffith Show (General Foods, CBS) ..................ccccceseceeeeeees 12,898 
3. Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 12,804 
4 Candid Camera (Lever Bros., Bristol-Myers, CBS) ..................0.05. 12,522 
5 Garry Moore Show—10 p.m. (Several sponsors, CBS) ................ 11,444 
6 Garry Moore Show—10:30 p.m. (Several sponsors, CBS) ............ 11,256 
7 The Untouchables (Several sponsors, ABC) oo...........ccccccccceeeees 11,115 
8 Danny Thomas Show (General Foods, CBS) ...000...........cce . 11,115 
PF TE PO TR GIy FE ha inivesccceeincsicstntceciccectvsssenteneessovens . 11,068 
10 Price Is Right—8:30 p.m. (Lever Bros., NBC) 11,022 
PER CENT OF TV HOMES REACHED 
Homes 
Ronk Program (%) 
1 Gunsmoke (Liggett & Myers, Remington Rand, CBS) ................0 33.6 
2 Andy Griffith Show (General Foods, CBS) 20............ccccccccceeeee 27.5 
3. Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 27.3 
4 Candid Camera (Lever Bros., Bristol-Myers, CBS) .............0.06 ; 26.7 
5 Garry Moore Show—10 p.m. (Several sponsors, CBS) .............. 24.4 
6 Garry Moore Show—10:30 p.m. (Several sponsors, CBS) ....... 24.0 
7 The Untouchables (Several sponsors, ABC) .2.............ccccceceee cece 23.7 
8 Danny Thomas Show (General Foods, CBS) ..................... anes 23.7 
A RP ee FD scan eeceiccascsencenscsanssedinensctves 23.6 
10 Price Is Right—8:30 p.m. (Lever Bros., NBC) ..............ccccees 23.5 


to five minutes. 


**Homes reached during the average minute of the program. 


* Homes reached by all or any part of the program, except for homes viewing only one 
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18 Kt. 
Golden Car Key nachna 
Programs by Allied yoneche 

100 million drivers use their car key = 


daily. Your client’s message on a 


Over one-half the viewers who watch news in the 3-station Atlanta 
market see it on WSB-TV. The latest Neilsen survey (March 6-April 
2) shows Channel 2’s eight daily newscasts with a 54% composite 
share of audience. This dominance by WSB-TV comes from years of 
consistently offering the best, fastest, most accurate newscasts. Put 
your product on top in the nation’s 24th market...put your 
advertising on WSB-TV... Atlanta’s top station! 


personalized Golden Car Key, cut 
to fit the car, reaches the target 
daily—repeatedly—effectively. 


Programs ideally suited for: 


INDUSTRIAL ACCOUNTS—FINANCIAL 
INSTITUTIONS—RETAIL OUTLETS— 
SUPERMARKETS—SALES 
CAMPAIGNS, ETC. 


FULL AGENCY 
COMMISSION 


Write or phone for free 
sample key (state make 
& year of car), case his- 


Represented Oy 


Affiliated with The Atlanta Journal and Constitution. NBC affiliate. Associated with WSOC/WSOC-TV, Charlotte; WHiO/WHIO-TV, Dayton. 


tory brochure & price list. 


AL L IED Associates 


110 Cummington St. Boston 15, Mass. COngress 2-1240 
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per capita income in Ohio’s major markets... and is first in retail 


sales per household in Ohio’s big metropolitan areas. 


A cy 
ooo or | 


Its home ownership of 77.1% far exceeds the 


national average...Six of ten leading ~@ Ohio farm counties 


in cash income are located in The Blade-Times Retail Trading 


Zone...and the 


=, =, Port of Toledo has the third largest 


tonnage of any of the >: ll Lakes ports. 


MARKET OF OPPORTUNITY—With a trading area population of over 1 million and 
net effective buying income of over $2 billion, Toledo offers a rich market for national 


advertisers. Fortunately, The Blade and Times provide an intensive coverage of their 
market that is matched by few newspapers in the nation. 


THE BLADE-TOLEDO TIMES — 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, 
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Along the Media Path 


Providence Journal Co. will be-| urges motorists to “travel with 
gin construction of a new two-story |KDKA Radio,” giving the lineup of 
rotogravure printing plant early in daily shows. 
the fall. 

_e Paula Kent, promotion director 
e During a recent campaign solic- |of the San Diego Union and Eve- 
iting new subscriptions, the Eecen- |ning Tribune, was a three-time 
tric, Birmingham, Mich., distrib- winner in a national competition 
uted stickers saying, “We sub-|for newspapers, magazines, radio 
scribe to the Eccentric,” to its reg- | and television. Miss Kent won first 
ular subscribers. Stickers were in- | Place for the fall & winter fashion 
serted in envelopes attached to an| section published in the Union 
ad recommending that subscribers | Sept. 11 and for a 1960 National 
put the sticker above or below| Newspaper Week public relations 
their front doorbells so that stu-|campaign involving the slogan, 
dents, vying for top awards of two|“Your Newspaper—Freedom’s 
$500 college scholarships or a trav- | Guardian.” Second-place award 
el-education trip to Bermuda,| was presented for a direct mail 
would not ring their doorbell. |campaign promoting the Evening 

Tribune’s 1960 power boat regatta 
e Two special supplements were | for hydroplanes. Awards were an- 
published with the June 25 Chi-| nounced at the recent convention 
cago Sunday Tribune: A Mid of the National Federation of Press 
America Federal Savings & Loan 


' . 

JUBILEE—Esquire party at Freedomland, N. Y., which attracted over 

3,000 admen and their children as guests, featured Jerry Jontry, ad 

director, as a summertime Santa. Outing was pegged to magazine’s 
Christmas jubilee issue. 


Advertising Age, July 10, 1961 


Women in Little Rock. 


e Houston Post has installed 14 
new Goss units in addition to 15 
units already in service. The new 
/equipment enables the Post to 
| publish 96-page editions with full 
|color at the rate of 120,000 copies 
‘io hour. 


e The South Jersey Public Rela- 
tions Assn. has presented its 1961 
Public Service award to the Cam- ' 
‘den Courier-Post. The award is \ 
given each year to the organiza- 
tion or person who helps shape 
and build the character of the } 
community. 


_@ Department of New Laurels: 
Guns & Ammo carried 37,506 
lines of advertising during the first 
half of 1961, compared to 27,244 
| lines during the first half of 1960. 


Rockford Morning Star and 
Register Republic carried more 
than 100,000 lines of color adver- 
tising during the week of June 25- 
July 1. + 


Assn. progress report, and a 16- 
page supplement devoted to Elk 
Grove Village, featuring color il- 
lustrations of four of the dozen 
home styles being erected in the 
village. 


e More than 100 manufacturers of 
hair preparations and accessories 
and representatives of their agen- 
cies recently were entertained by 
Good Housekeeping at a preview 
of hair styles for 1962, which will 
be featured in the magazine’s Oc- 
tober issue. 


e Representatives of 19 national 
agencies recently were flown to the 
offices of the Green Bay Press-Ga- 
zette and Appleton Post-Crescent, 
as guests of the two Wisconsin 
newspapers and their representa- 
tive, Sawyer-Ferguson-Walker. In 
addition to many social activities 
the guests also heard a presentation 
on the population and economic 
growth of the area. 


e In connection with the annual 
convention of the Canadian Medi- 
cine Assn., the Montreal Gazette 
published a 16-page tabloid sec- 
tion, “Medicine 1961,” June 22. 


e WISN-TV, Milwaukee, has 
awarded trophies for an “out- 
standing television performance” 
to each of 213 Pate dealers who 
were featured in a spot series pro- 
motion for Pate Oil’s Enco gaso- 
line. 


PONT) 


e A “College Fashion” section will 
be published by the Chicago Daily 
News Aug. 5 and the Chicago Sun- 
Times will publish a “Back-to- 
School” section Aug. 13. 


e “Trip Tips,” a folder describing 
recreation spots within a 200-mile 
radius of Pittsburgh, and free lit- 
ter bags are being offered by 
KDKA, Pittsburgh. The litter bag 


there’s money to be made 
in the 


‘OL Nowy 


In Chicago 
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Lockwood Retires as VP 
of Hixson & Jorgensen 


Russell N. Lockwood has retired 
as vp of Hixson & Jorgensen, Los 
Angeles. Mr. Lockwood, who has 
been in charge of the outdoor ad- 
vertising department for the past 
10 years, headed his own agency, 
the former Lockwood-Shackelford 
Co., for 37 years until its merger 
with Hixson & Jorgensen in 1951, 
at which time he assumed the vp 
post. 


AANR Unit Elects Claymore 
James Claymore, Moloney, Re- 
gan & Schmitt, has been elected 
1961-62 president of the San Fran- 
cisco chapter of the American 
Assn. of Newspaper Representa- 
tives. Other new officers are Harry 
K. Seltzer, O’Mara and Ormsbee, 
vp; Allen B. Gower, Ward-Griffith, 
treasurer; and Jack Wildman, Nel- 
son Roberts & Associates, secretary. 


Snap-Off Bags Launch Push 


campaign for its Snap-Off Bags, 
all-purpose polyethylene bags in 
tear-off roll form. Spot radio and 
tv in 30 markets will be augmented 
later by newspaper ads. W. B. 
Doner & Co., New York, is the 
agency. 


Wagenseil Changes Name 
Hugo Wagenseil & Associates Co., 
Dayton, has changed its name to 
Willis/Case/Harwood Inc. Mr. 
Wagenseil, who founded the agency 
in 1918, relinquished ownership 
and control in 1957. Paul B. Willis 
is president of the agency, which 
will continue to maintain its of- 
fices in Talbott Tower, Dayton. 


Kretschmer Names Maxon 

Kretschmer Corp., Carrollton, 
Mich., has named Maxon Inc., De- 
troit, to handle its advertising. The 
company markets Kretschmer 
toasted wheat germ and Kretsch- 
mer Sugar ’N Honey wheat germ 
|cereals. George H. Hartman Co. 


Court Rules ‘Columbia Basin News’ Didn’‘t 
Monopolize; Denies Rival's $7,000,000 Claim 


San FRANCIscO, July S—Soott | 
Publishing Co., publisher of the) 
Tri-City Herald, Pasco, Wash., has | 
been turned down by the US.| 
court of appeals in a $7,000,000 | 
anti-trust case brought against the | 
rival Columbia Basin News and 
the International Typographical 
Union. 

Scott had appealed a decision by 
a US. district judge, W. D. .u 
ray, in Seattle, who held that | 
there was no conspiracy on the) 
part of the News and the union to 
drive the Herald out of business 
(AA, Dec. 14, 59). 

Controversy between the two} 
dailies grew out of labor negotia- | 
tions in 1949, as a result of which 
an ITU local called a strike against 
the Herald, and the latter went to 
a non-union operation. Later, a 


|new morning paper, the Columbia 


4 


Lion Packaging Products, New Chicago, is the former agency of | Basin News, was founded to serve 


York, has started a coast-to-coast 


record. 


the three cities of Pasco, Kenne- 


wick and Richland. Through the 
years, trial of the case brought out, 
Unitypo, an arm of the ITU, ad- 
vanced funds to the News, and in 
1950, when Unitypo took over 
management of the newspaper, 
borrowings by the News totaled 
$1,178,000. 


# On this point the court of ap- | 


»als held: 

“The policy of Unitypo in con- 
tinuing to advance money for pub- 
lication of the Columbia Basin 


| News was in line with its national 
|policy, which it had followed in 


other places where there was a 
labor dispute with a publisher in 
competition with another news- 
paper which operated under non- 
union conditions.” 

The court held that there was 
no evidence that Unitypo offered 
money to Howard Parish, pub- 
lisher of the News, to buy out the 


... Riccardo Levi-Setti and Anthony Turkevitch, renowned nuclear 
scientists, work with this awesome $2.5 million cyclotron at the 
University of Chicago's Enrico Fermi Institute. Here on campus, 
under the west stands of the University’s Stagg Field, the first 
nuclear chain reaction ushered in the Atomic Age. 


RADIO 


In Chicago 


WGN 


reaches more homes* than 
any other Chicago radio station. 


*Nielsen circulation study, No. 2 


WGN IS CHICAGO 


Quality . Integrity - Responsibility 


x 


LITTER BIT—This three-sheet anti-lit- 
ter poster is part of the Advertising 
Council’s Keep America Beautiful 
campaign. Radio, newspaper and tv 
ads and a Walt Disney filmlet also 


are available. Dancer-Fitzgerald- 
Sample is the volunteer agency. 


Herald, and added: 

“If there had been any intent 
to monopolize, the Herald probably 
could have been purchased at a 
much lesser sum of money than 
was advanced over the years by 
Unitypo.” 

Noting the circulation figures of 
the two newspapers, the court said 
that “the Herald grew demonstra- 
bly during the years in question.” 


Eastman Names Dubinetz; 
Adds KDEO trom McGavren 

George G. Dubinetz, vp in the 
Chicago office of Robert E. East- 
man & Co., radio station represen- 
|tative, has been named manager 
of that office, succeeding Richard 
C. Arbuckle rather than Joseph P. 
Cuff, as erroneously reported by 
ADVERTISING AcE (AA, July 3). Mr. 
| Arbuckle had moved to New York 
|to assume the new post of New 
| York manager, while Mr. Cuff had 
| 


been promoted from eastern sales 
| manager to the new post of nation- 
| al sales manager. 

| At the same time, AA reported 
that KDEO, San Diego, which re- 
cently named Eastman its national 
representative, had been formerly 
|handled by Adam Young Inc. Da- 
ren F. McGavren Co. should have 
been listed as the previous repre- 
| sentative. 

| 

Art Direction Publishes 
\‘Advertising Directions 2’ 

| “Advertising Directions 2— 
Trends in Visual Advertising,” a 
260-page book which analyzes and 
discusses the latest advertising 
trends, has been published by Art 
Direction Book Co., New York. Ed- 
ited by Arthur Hawkins, art di- 
rector and designer consultant, and 
Edward M. Gottschall, editor of 
Art Direction, the book contains a 
reference section, providing data 
on average salaries and studio bill- 
ing trends, entering competitions, 
locations of local commercial art 
clubs, lists of new books, samples 
of new type faces and a digest of 
of new production trends. 


Bird Promotes Jim Hanlon 

James F. Hanlon, formerly as- 
sistant advertising manager of the 
building materials division of Bird 
& Son, East Walpole, Mass., has 
been appointed advertising and 
sales promotion manager of the 
division. 
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Merchandising Ideas 


e “Steel yourself | 
Steel Co.Cans for another 
News Release canned press re- 

lease! For years 
editors have griped about canned 
press releases. Finally, a company 
has come up with a press release 
actually canned.” 

So began a news release sent to 
editors in the Chicago area. And 
the release was sealed in a cof- 
fee-type can delivered to the press 
as an invitation to the opening of 
new headquarters of Interstate 
Steel Co. in Des Plaines, Ill. The 
canned press release, said How- 
ard R. Conant, Interstate Steel Co. 
president, emphasizes the ‘‘can do” 
spirit of the steel company service 
company as well as placing “the 
press on its mettle—or metal, if 
you will.” At the open house, man- 
ufacturers, steel mill officials, and 
press toured the facilities and were 
entertained in a circus tent on the 
grounds with buffet dinner and a 
Dixieland band. Special hosts were 
members of the Chicago Bears 
football team, some of whom are 
Interstate salesmen in the off sea- 
son. 


e Armand-Rich- 
Agency Seeks ards Advertising 
Sales by Pigeon Agency, Hacken- 

sack, N. J., spe- 
cialist in electronics accounts, used 
an ancient communications meth- 
od to dramatize a recent sales 
message. The agency delivered a 
caged pigeon named Sam to Hay- 
den Publishing Co., New York, the 
first day the electronics publica- 
tion publisher occupied new quar- 
ters at 850 Third Ave. Attached to 
Sam’s cage was this message: “If 


you know companies which need 
creative minds to dramatically 
present a technical product 
simply let Sam out of his cage. 
Like Sam, we’re self starters—ad- 
vertising people that fly straight 
up, circle once to get our bear- 
ings, and then head for the tar- 
get.” 

The capsule on Sam’s leg con- 
tained a small form to be com- 
pleted by James S. Mulholland 
Jr., Hayden president, who then 
returned 


the agency to use more conven- 


it to the capsule and) 
loosed Sam from the office win-| 
dow. Within minutes, Sam flew | 
home to his coop in northern New | 
Jersey and his message—a signal to | 


| president, who sent a message to 


tional means of communication to | 


set up a meeting—was relayed by 
telephone to Armand-Richards by 
Sam’s owner. Pigeons like Sam 
were sent to other electronics pub- 
lications by the agency to reach 
space salesmen, publishers and 
even editors in an effort to stimu- 
late new business accounts. Ar- 
mand-Richards, formed in Janu- 
ary, 
motion has resulted in several 
leads to new accounts. Of its 35 


accounts, 26 are in electronics. 

e The Bay Area’s | 
Savers Get First Savings & 
Flag Album Loan Assn. (Oak- 


land, San Fran- 
cisco, Berkeley, San Leandro, Ala- 


1960, reports its pigeon pro-| 


|which comprises a complete his- 
tory of the flags of the U.S. The 
album, a four-color folder, comes 
with a sheet of flag stamps to be 
pasted in the space provided. The 
albums are distributed through 
First Savings’ six offices. As re- 
jsearched and designed by Ken- 
|nedy-Hannaford, the association’s 
agency, the flag album proved the 
perfect sequel to earlier flag pro- 
motions. When the 48-star flag be- 
|came obsolete with the advent of 
| Alaska’s statehood, First Savings 
|gave to customers desk-size 48- 
star flags as a collector’s item. The 
giveaway was repeated with both 
the 49-star flag and the 50-star 
| flag. 


meda, Walnut Creek) has inaugu- | 


rated a continuing program of 
building community good will 
without depending upon premiums 
as the sole means of attracting 
new accounts. Its newest pro- 
motion is a Flag Stamp Album 


.. SAKE Tes 
MARKET STRAIGHT 


half a billion in 


TOP FIFTY 


El Paso, big 5th city of Texas, 
serves 750,950 consumers, 
who command better than three- 
quarters of a billion dollars effec- 
tive buying income, and who spend 


big Sth scores well within the nation’s 
Get 100-proof coverage of this South- 


western super-market with El Paso 
Broadcasters. Buy the Big Sth... 


a 
ing 


retail sales! The 


MARKETS. 


MAIL BOX—Hub Mail Advertising 

Service, Boston, is using this truck 

for pick-ups and deliveries. Paint- 

,;ed red and blue, the mail bor 

truck stands 11’ high. Hub plans 

to convert other panel trucks to 
this style. 


e Formfit Co., 
Formfit Uplifts |arge user of 
With Magazine newspaper adver- 


ANSWER BY RETURNING PIGEON—The first mail delivered to Hayden 
Publishing Co.’s new quarters comes by pigeon from Armand- 
Richards Advertising Agency. Carol K. Wike, agency promotion di- 
rector, delivered the pigeon to James S. Mulholland Jr., Hayden 


the agency via the same method. 


|supplement., The magazine, “Fall 
Guide for That Formfit Feeling,” 
was introduced at the company’s 
New York headquarters during the 
fall corset market June 12-16. Ac- 
cording to Arthur H. Baum, ad- 
vertising vp, Formfit “zipped into 
its task with the purpose of up- 
lifting buyers and managers on the 
subject of advertising.’ Page ads 
on the cover and throughout the 
magazines are duplicates of ads 
that will appear in American Girl 
Glamour, Harper’s Bazaar, Made- 
moiselle, Vogue, Parade and Sun- 
dcy. The contents also included 
special features by Betsy White, 
| fashion editor; a crossword puzzle 
‘employing Formfit style names 
/and fashion terms; and a catalog 
of selling aids. 

Formfit’s advertising personnel 
turned editorial to produce the 
publication; with Mr. Baum as 
publisher; Robert E. Horan, adver- 
tising manager, as managing edi- 
tor and printer’s devil; and Sherrie 
Kahn, copy chief, as editor. Stand- 
ard Rotogravure Corp., Louisville, 
printed the magazine. Tatham- 
Laird is the Formfit agency. 


e Hopple Plas- 
tics, Cincinnati, 
is utilizing its 
own product in a 
new business card for its execu- 
tives. The folded card, printed in 
grey and red on white, contains a 
miniature plastic blister of the 
type the company manufactures 
|for industry. The transparent blis- 
| ter, in the form of an “H” reveals 
a design incorporating the Hopple 
|trademark. The business card is 
|part of a corporate identity pro- 


Hopple Card 
Uses Product 


years.” A clever burlesque, the 
booklet contains a series of droll 
photographs with facetious cap- 
tions. For example, the opening 
photograph shows the main street 
of an early western town and is 
captioned: “Shopping Centers— 


glamorous one-stop shopping com- 


TEST AITO 


Latest scientific techniques assure 
quality control 


INDUSTRY REVIEW—This is one of the 

illustrations in a droll booklet. pub- 

lished by Storecast Corp. of Amer- 
ica. 


munities attract millions for max- 
imum merchandising impact.” 


»|Storecast introduced it at the Su- 


permarketing Institute in Chicago 
in May and reports response was 
terrific. Copies may be obtained 
from Storecast, 11 W. 42nd St., 
New York. # 


McNaughton-Laub Adds Two 
Accounts; Names Shull 
McNaughton-Laub, Los Angeles, 


billings for Market Basket Stores, 
Los Angeles supermarket chain. 
The account, billing an estimated 
$150,000, formerly was handled by 
R. J. Forrestal, who dissolved his 
agency to join McNaughton as a 
vp. Newspaper advertising will be 
handled by the client. McNaugh- 
ton-Laub also has been named by 
Dr. William S. Casselberry, Los 
Angeles, to handle advertising for 
a series of mail order courses on 
“Salesmanship & Psychology.” 

McNaughton-Laub has named 
John Shull, formerly with Wade 
Advertising, a vp and merchandis- 
ing specialist. 


Frank Gary Thomas Adds 
Biltrite: Appoints Two 
Frank Gary Thomas Advertis- 


ing, New York, formed recently 


gram which involved redesigning |to handle the Lovable Brassiere 
ail company graphics. Ted Mender-| account, has been named to handle 


son Co., Cincinnati, was responsible 
for the design program. 


tising, stretched | 


out into the publishing field re- 
cently to tell buyers and merchan- 
dise managers about its August- 
December ad schedule. The com- 
pany published a 32-page, two- 
color magazine printed in rotogra- 
vure and resembling a Sunday 


e Storecast Corp. 
Storecast Offersof America, has 
Zany Booklet published “Su- 
permarket Indus- 


try Review,” an “illustrated survey | 


of the developments in the super- 
market industry during the past 15 


EVERYONE READS—Foundation garment buyers and salesmen peruse 

the fall Formfit advertising schedule, published in Sunday supple- 

ment style. The 32-page magazine, introduced at the corset market 

in New York, also was sent to 1,500 buyers and merchandise execu- 
tives. 


advertising for Biltrite Baby Car- 
riage Co., Brooklyn. Biltrite for- 
merly was at W. B. Doner & Co., 
where it was serviced by Lee Gar- 
field, now president of the Thomas 
agency. The agency also has named 
Joseph Del Sorbo, formerly with 
Doherty, Clifford, Steers & Shen- 
field, senior art director and Frank 
Massina, previously with Sanders, 
Lowen & Alexander, production 
manager. 


‘SBI’ Appoints Four 

Richard Rosenzweig, Richard 
Christiansen, Robert McKenzie and 
Robert Reisinger have joined the 
Chicago office of Show Business 
Illustrated as advertising sales 
representatives. Mr. Rosenzweig 
was with Playboy; Mr. Christian- 
sen previously was with Conover- 
Mast Publications; Mr. McKenzie 
formerly worked for Popular 
Mechanics and Scholastics Maga- 
zine; and Mr. Reisinger previously 
was with Crosley Broadcasting 
Corp. 


Worcester Baking Appoints 
| Worcester Baking Co., Worces- 
ter, Mass., has appointed Hoag & 
Provandie, Boston, as its advertis- 
ing agency. Chris Smallbridge is 
the former agency of record. 


has been named to handle radio-tv . 


Advertising Age, July 10, 1961 | 
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Young adults (under 35) are an extremely sig- 
nificant market. These are the people starting today’s 
“new families.” They need everything. Their pur- 
chasing power is considerable. And advertisers note 
—more than 7 of 10 read a newspaper every day. 


But did you know? You now miss from 62.7% 
to 81.9% —well over three-fifths—of this important 
group when you advertise in just one Chicago daily 
newspaper. 

It’s clearer now than ever before. It takes two 
or more newspapers to sell Chicago—and the top 
two for the money are the Chicago Sun-Times and 
Chicago Daily News. 


The new Sun-Times and Daily News rate struc- 
ture, with new combination discounts, gives you 
Chicago’s most efficient advertising buy. From 48 
to 241 more readers per dollar, from 28 to 204 more 
young adult readers per dollar than any other two- 
paper combination. 


*“Chicago NOW,” a report based on the 
first Chicago market study ever conducted 
in consultation with the Advertising Re- 
search Foundation, supplies some revealing 
figures—and important new ideas—about 
today’s Chicago market. If you don’t al- 
ready have a copy, contact your Sun-Times 
or Daily News representative today. He'll 
also have specific information on how re- 
cent Chicago rate changes have affected the 
figures in “Chicago NOW.” 


*Based on 1090 line B/W ad 


CHICAGO SUN-TIMES 
CHICAGO DAILY NEWS 


CHICAGO: 401 N. Wabash Avenue, WHitehall 3-3000 
NEW YORK: Time and Life Bidg., Rm. 1708, Circle 6-1919 
DETROIT: Buhl Bidg., Room 1026, WOodward 3-0930 
MIAMI BEACH: Hal Winter Co. 

ATLANTA 

LOS ANGELES | semper Ferguson -Walker Co. 

SAN FRANCISCO 


Copyright 1961, Field Enterprises, inc. 
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CREDIT CARD CONTE 


Probably no other business publication 


good works or to criticize evil practices 
in this country has enjoyed the editorial 


in the textile industry. 


freed ot foes din diane ta FREE CREDIT—Pa- > a ae 
reedom carved out tor itseli—than has per Mate Co. poet 
hose Ceraait , GO ANYWHERE .... 

America’s Textile Reporter. We cater to t who say “yes” and _ Chicago, is intro- 

ek a : their number is small. | ducing a jingle 
Under the able direction of three editors | completion con- 
for the last 75 years—all Bennetts—the News travels fast these days—place your test in which ‘i 
Reporter has never hesitated to praise advertising in the nation’s textile weekly. rong bgt _ ~ in 

ree cre 


various credit 


: ADVERTISING AND PRODUCTION OFFICES: | card operators. A 
AERICK 286 Congress St., Besten 10, Mass. total of $50,000 in ) ss 
AME. s Reporter mew Yeon 27, @2 E. <ont & credit—including : 4 org | 
‘TILE , : : | irst prize o 8 {2 
TEXT! GREERVILLE, S. C.—S. C. Nat. Bank Bldg. | @ first prize of ) 


$10,000—is_ of- 


CHICAGO I, ILLINOIS, 360 NW. Michigan Ave. fered. a : 


Knoxville Ad Club 
Rips ‘News-Sentinel’ 
for Outdoor Attacks 


KNOXVILLE, July 5—The Greater 
Knoxville Advertising Club last 
week approved a resolution blast- 
ing the Knoxville News-Sentinel 
for the daily’s attacks on outdoor 

advertising. 
The resolution charged that “this 
pea te oy alte ectbcarm ate conan —_ pe runs conderenees 
and ridicule of competing adver- 
in The Star and The News tising media is completely out of 
proportion to any justifiable criti- 
cism and opens to serious question 
the true motives of the Knoxville 
News-Sentinel editorial depart- 

ment.” 

The resolution said that the club 
| “rises to the defense of the adver- 
| tising profession and roundly con- 
|demns the emotional and unjusti- 
| fied attacks on outdoor advertising 
by the Knoxville News-Sentinel.” 

The News-Sentinel and other 
Scripps-Howard newspapers have 
carried on a long campaign against 
| outdoor advertising in connection 
| with the bill which passed Con- 
| gress last week on construction of 
ithe interstate highway system (AA, 

July 3). 

Loy Miller, editor of the News- 
Sentinel, declined to comment on 
the resolution. + 


} 
| 
| 
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Mail Foundation Survey 
Shows Direct Mail Declines 

A survey of 37 companies in 10 
cities by the Business Mail Foun- 
dation, New York, showed that in- 
creases in third class postage rates 
which went into effect July 1, 
1960, resulted in an 11% rise in 
annual postage bills. The amount 
went from $11,532,000 in 1959 to 
$12,763,000 in 1960. The survey 
also showed that volume of bulk 
third class mail in the first quar- 
ter of this year was off “substan- 
tially” in all 10 cities, ranging 
from a 28% decline in Topeka, 
Kan., to 11.7% in New York, 
11.4% in Detroit and 10.2% in 
Pittsburgh. 


! . e * The survey further indicated 

that Detroit businesses mailed 11,- 

They re in eee in Indiana 400,000 fewer pieces of bulk third 
— class mail in the first quarter of 


e 1961 than in the same period of’ 
1960, but their postage bill was 
WI ? an fi $79,000 greater. San Francisco 


businesses paid $55,000 more for 
Morning & Sunday 


ne | 2,600,000 fewer pieces of mail. In 
The 616,540 lines of liquor advertising placed in The Star pels yg — where ge = 
and The News during 1960 was 83.7% of all liquor lineage in paseosnonen a ee oe oe 
Indianapolis newspapers. eteeeaee 
The 14 brands that shared this space are in the stores and . aie 
homes of this $4.3 billion, 45 county Central Indiana market. ae ncrte ys scr we 
| ames ° uckKiey, tormer 1- 
Here's the most selling power—at lowest dollar cost—in l rector of sales pee yp Renee oo a the 
this big, ready-to-buy market. | Eclipse-Pioneer division of Bendix 
|Corp., has been named to the new 
The Indianapolis Star and The Indianapolis News post of director of marketing and 


planning of Bendix-Pacific divi- 
sion, North Hollywood, Cal. 


Kelly-Smith Company National Representatives 
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HERALDLAND is 
Yes... HERALDLAND! 273,500 house- 


WRITE FOR NEW 3-D > holds with net buying incomes of 
ADVERTISING RATES $4,000 to $9,999. And if you're looking 
sind for incomes of $10,000 or over, there are 
i 61,000 such households in Heraldland. 


SOLD 


HE HERALD 


é BIGGEST and GROWINGEST MARKET in the SOUTH 


1,815,700 people... $3,621 million 
effective buying power... . $2,695 
million retail sales, a market greater 
than any of 26 entire states. 


~~ + . ~1\ 
HERALDLAND — the South's No. | market — is sold 1 4 4 
by the South's biggest and most influential newspaper ) Mg 7 1 a eal 1 a "g L 
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No, we can’t serve your breakfast in bed. 
But we can guarantee to start your day 
right with the quality of work you always 
get when the Century man makes your 
delivery! Ask any top agency Production 
Manager! 


You can be certain with 


CENTURY | 


ELECTROTYPE COMPANY, Inc. 


Electrotypes + Travis R.O.P. Glass Mats 
Plastic Plates - B &W and Color Proofing 
Duplicate Photoengravings 


160 East illinois St., Chicago 11 « DElaware 7-1541 


Salada Sponsors Pops Concert 
to Woo Boston Tea Drinkers 


Salada-Shirriff-Horsey, Woburn, 
Mass., sponsored an Esplanade 
Concert of the Boston Pops Or- 
chestra July 9 to promote Salada 
tea as the “#1 tea in Boston.” The 
concert is the latest of a series of 


events especially planned for the) 
Boston market, the nation’s highest | 


in per capita tea consumption. The 
Salada concert was advertised by 
Sunday supplement insertions 
showing Arthur Fiedler at the Bos- 
ton Pops concert hall. An attend- 
ance of 15,000 was expected. 

In the past, Salada has held 
Boston tea-tasting parties to bene- 
fit non-profit organizations and 
served tea to players at the Na- 


tional Doubles Tennis Tournament 


in a Boston suburb. The Boston in- 
fluence is evident in the Salada 


|ads, too; they are illustrated with 


Elliott Erwitt photos of historic 
Boston sites. Doyle Dane Bernbach 
Inc., New York, is the agency. 


CREATIVITY . .. wimy-tv creates 


sales in the nation’s 44th market* 


This intricate mosaic based on the sculpture of 

Queen Nefertite is an example of one of the 

oldest known forms of art . . . the creation of 
a design from many small pieces of stone. 

For the creation of sales, depend on WFMY- 

TV to bring together 2.3 million viewers and 
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fmy-tv 
GREENSBORO, N.C. 


“NOW IN OUR 12TH YEAR OF SERVICE’ 
Represented by Harrington, Righter and Parsons, Inc. 


eo ® 
So 


7, 
gt 


produce results for you in the nation’s 44th 


For full details about WFMY-TV’s creative 
abilities in the growing Industrial Piedmont, 
call your H-R-P representative today. 


* Source: Television Magazine, 1960 Data Book 
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ABC Finds Dailies’ 
Circulation Reaches 
64,397,118 Level 


CuicaGo, July 5—Daily newspa- 
per circulation in the U.S. and 
Canada reached an average of 64,- 
397,118 copies per issue during the 
| six-month period ending March 31, 
according to a study just completed 
by the Audit Bureau of Circula- 
tions. 

The figure represents a rise of 
862,567 copies in daily distribution 
over last year’s figure, ABC said. 

Sunday average circulation 
dropped to 50,089,218, a decline of 
337,946 copies below the 1960 total. 
ABC said the decrease was due 
largely to the consolidation of the 
Detroit News and Detroit Times. 

Nearly 97% of the aggregate 
total daily and Sunday circulation 
was verified by ABC, the organiza- 
jtion said. Included in its study 
| were 1,830 dailies and 564 Sunday 
newspapers. Thirty-two newspa- 
pers issued no circulation reports 
for the period. 


| ® Among dailies, evening newspa- 
|pers led in circulation with 38,- 
| 609,403 copies. Morning dailies 
| circulated an average of 25,447,880 
| copies. All-day newspapers circu- 
| lated 339,835 copies. 
| Of the 2,394 newspapers pub- 
lished in the two countries, ABC 
| reported, 1,491 were evening news- 
papers, 331 morning newspapers, 
564 Sunday newspapers, and eight 
were all-day newspapers. The total 
a year ago was 2,419. 

ABC morning dailies in the U.S. 
gained 2.68% in circulation during 
the period studied; ABC morning 
dailies in Canada gained 4.63%; 
U.S. evening newspapers showed a 
rise of 0.17%; their Canadian 
|;counterparts increased circulation 
3.07%. 


8 In the Sunday field, Canadian 
circulation gained 6.21%, while 
|U.S. Sunday circulation—due to 
| the consolidation—declined 0.67%. 
The 27.37% increase in U.S. all-day 
circulation largely reflects a com- 
bination of the Journal and Trib- 
une, Sioux City, Ia., into a single 
all-day newspaper, ABC said. 

U.S. dailies numbered 1,726, of 
which 1,168 were ABC members. 
The number of U.S. Sunday news- 
papers was 559, of which 460 be- 
longed to ABC. 

In Canada, ABC noted 104 dailies 
and five Sunday newspapers, all 
ABC members. + 


Gray & Rogers Names Two; 
Adds Huntingdon Industries 

Gray & Rogers, Philadelphia, has 
named Arthur A. Bailey, formerly 
with Arndt, Preston, Chapin, Lamb 
& Keen, and Joseph E. Sands ITI, 
formerly vp of Merchandising In- 
stitute, Haverford, Pa., to its con- 
tact department. 

Gray & Rogers has been named 
to handle advertising for Hunting- 
don Industries, Bethayres, Pa. 


Page Advertising Opened 

Page Advertising has _ been 
formed by Richard C. Page with 
offices at 925 E. Maple Rd., Birm- 
ingham, Mich. Mr. Page has held 
account executive posts at Mac- 
Manus, John & Adams, J. Walter 
Thompson Co. and Campbell- 
Ewald Co. 


Harvey Heads PRSA Bay Unit 

Paul Harvey, manager of public 
relations of Shell Oil Co. at San 
Francisco, has been elected presi- 
dent of the Bay Area chapter of the 
Public Relations Society of Amer- 
ica, which now has 100 members 
in Northern California. 


LBA Elects Berman VP 

Mira Berman, public relations 
director of Lavenson Bureau of 
Advertising, Philadelphia, has been 
elected a vp. 
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lL SAzArUraNG 


The Plaza Hotel’s new campaign has 
created excitement—so much so that 
food sales are up 27% and beverage sales 
up 46% over last year. The New Yorker 


is the only consumer magazine NEW YORKER happy to send you a booklet. 


NO. 25 WEST 43n0 STREET. NEW YORK 36.N.¥ 


carrying the full-page advertisements, 
like the one below. For more details on 
how this New Yorker campaign sparks 


“ 
business, please write us and we will be 


She's playing at The Plaza...while Rome burns. 


The Italians are smoldering and who can blame them? 
We've stolen their best-loved singer. Katyna Ranieri is 
her name, and she sings all the sweet and sultry songs that 
are the rage right now in Rome. The Persian Room is the 


<2 


@ 


place. Performances at 9:00 and 12:15. Engagement, May 
17 to June 17. Dancing to Ted Straeter, his songs, piano 
and orchestra, and Mark Monte’s Continentals. For reser- 
vations call PLaza 9-3000. The Persian Room at The Plaza. 


HOTEL CORPORATION OF AMERICA 


ADVERTISING AGENCY FOR THE PLAZA. DOYLE DANE BERNBACH INC 
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BETTER FARMING METHODS 


Established Magazine for Agricultural Change—founded 1928 
@ Serves the Farm Market's Adoption Leaders 


Established Readership . . . Starch Proved 
Qualified Circulation of 50,000 .. . BPA Audited 
(25,000 high-income farmers plus 25,000 professional ag leaders) 


@ Expanding Jan. 1, 1962 to 75,000 circulation 
50,000 high-income, influential farmers plus 25,000 ag leaders 


@ One of the 8 Tested Watt Publications 


Watt Publishing Co. Mount Morris, Ill. 


NEW YORK CULLMAN, ALABAMA 


REDLANDS, CALIFORNIA 


BETTER FARMING METHODS By} 


Reilly, Brown Adds One 

Reilly, Brown & Tapley, Boston, 
has been named to handle adver- 
| tising for Emerson & Cuming, Can- | 
| ton, Mass., manufacturer of dielec- 
‘tric materials for the electronics 
|industry. Frank G. Sparks, for- | 
'merly with Herbert W. Frank 
Agency, Boston, has been named 
production and traffic manager of 
Reilly, Brown. 


| 
Two Join Tatham-Laird 

| Paul Ahmed, formerly an ana- 
‘lyst with Bell & Howell Co., has 
|joined Tatham-Laird, Chicago, as 
| market research analyst. James 
'C. Warner, formerly with Kenyon 
|& Eckhardt, Chicago, has joined 
| the agency as a media manager. 


| 
| Batchellor Rejoins Hutchins 
William G. Batchellor, formerly 
with Arndt, Preston, Chapin, Lamb 
& Keen, Philadelphia, has re- 
joined Hutchins Advertising Co., 
Rochester, N. Y., as a senior copy- 
writer. 


INSIDE SOLID CINCINNATI: 


CANNED VEGETABLES 
’ 


{vat} | 


e\ ae 


ne 
—- 


“oy Viera 


"So you were listening when Harold said we Cincinnati Enquirer families 


have $600 a year more to spend than the average Cincinnati family.” 


seeeeeeeeeeeeesess SOLID CINCINNATI READS THE CINCINNATI ENQUIRER 


Daily Enquirer families make more, need more, spend more. You're in 
solid with them when you advertise in their newspaper . 
Daily Enquirer. For more facts on the market-that-matters in Cincinnati, 
write the Cincinnati Enquirer for the latest Top Ten Brands survey. 


. . the Cincinnati 


“ - Represented by Moloney, Regan & Schmitt, Inc. 


Advertising Age, July 10, 1961 


Phi 


THE ‘EYES’ HAVE IT—When Al Paul 
Lefton Co., agency for Continental 
Distilling Co., sent this proof of a 
new campaign for Philadelphia 
White Label brand whisky to John 
J. Schwed, Continental ad manag- 
er, he sent his approval by draw- 
ing in eyes and teeth with “OK, 
JJS.” The campaign will run in 
newspapers in New York and 
northern New Jersey. Outdoor and 
subway cards also will be used. 


Sales of Durables 
Grow More Slowly, 
New Study Shows 


ANN ARBOR, July 5—The invest- 
ment of consumers in durable 
goods has increased only 1% an- 
nually over the past five years, as 
compared with annual increases of 
8% for the same goods during the 
period of 1946 through 1955. 

These findings and others are 
contained in an analysis, ‘“Con- 
sumer Durables: Stocks & Expend- 
itures,” which has just been pub- 
lished by the Foundation for 
Research in Human Behavior, an 
independent organization head- 
quartered on the University of 
Michigan campus here. 

If consumers step up the invest- 
ment rate in durable goods 2% 
to 3% in future years, the automo- 
bile industry and other durable 
goods producers would face a 
glowing future, the report said. 


s The spending for durable goods 
slumped during the past five years 
because of a sharp decline in new 
household formation from an aver- 
age of 1,500,000 between 1947 and 
1950 to 770,000 in 1960, and a mod- 
est but accelerating increase in the 
average age of durable goods kept 
by American families, according to 
the study. + 


DDB Names MacKay in L.A.; 
Three in New York 

Don MacKay has been named 
administrative manager of the Los 
Angeles office of Doyle Dane Bern- 
bach Inc. He formerly was man- 
ager of administration of Fuller 
& Smith & Ross, Los Angeles. DDB 
has appointed John Keevey, for- 
merly, a vp and account executive 
with Erwin Wasey, Ruthrauff & 
Ryan, and Hugh McCloy, previous- 
ly an account executive with Bat- 
ten, Barton, Durstine & Osborn, 
account executives in New York. 
Ruben Kieidman, formerly with 
Young & Rubicam, has been named 
a project director in New York. 
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Bill Johnson is a Texas-born 
designer and illustrator who 
now works and teaches 

in San Francisco. 


: ae LD 
(| | ones 
is deeply rooted in American life. Ss, Y / < 
From childhood, books, magazines and Ny were 
newspapers fix and shape our broad and basic picture of what America is : 


and means. We may turn to other media for diversion, but it is a national habit 
We have a professional as well as a personal respect for print 
because, for more than a quarter-century, we have watched 
what printed advertising can do from the technical vantage 
point of a national photoengraver. During this time many 
successful print advertising campaigns have passed through 
our shop. We have worked closely with art directors, artists 
and photographers, who, sharing our respect for print, have 
joined with us to develop and publish this series of advertise- 
ments as a tribute to America's national magazines and 
newspapers. 


to base important decisions on what we see and read in print. This is why 

the most successful advertisers give first consideration to print media... 
national magazines, roto magazines circulated through newspapers, and local 
newspapers... as the foundational structure for advertising and marketing. 


It is respect for print... for what America’s advertisers say in print... that 


has built the buying habits and brand preferences of the American people. 


COLLINS, MILLER & HUTCHINGS, INC. 


America’s finest photoengraving plant for letterpress and gravure e 333 West Lake Street, Chicago apa 
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There’s a new generation of watchers, too. 


Post-war families . . . younger, larger families . . . bigger 
spenders . . . with an obvious TV preference for ABC 
programs. 

You don’t have to slide slide rules or compute com- 
puters to find out who are the biggest spenders in 
America. 

If you’re the head of the household, if you’re under 
40, if there are five or more in the house, you’re the 
biggest spender in America. You have to be. Maybe 
not on Minks-and-Mercedes . . . but in the Super- 
Market. 

How does ABC-TV rate with such families? First. 


Currently, ABC has 23.1% (per average minute) of 
the homes where the head is under 40. Net Y has 
19.8%. Net Z, 17.5%.* 

Currently, ABC has 26.2% (per average minute) of 
the homes with 5 or more in the family. Net Y has 
21.0%. Net Z, 18.2%.* 

It would be strange were it otherwise . . . consider- 
ing ABC’s leadership in programming for the new 
generation of watchers. Over the entire spectrum of 


ABC Television 


communications—entertainment, sports, comedy, 
news, public interest—no network communicates as 
freshly, as dramatically, as vigorously as ABC-TV. 

..» The Real McCoys . . . The Untouchables . . . The 
Flintstones . .. ABC’s Wide World of Sports . . . ABC 
TV News Final . . . The Churchill Series . . . these are 
pointedly superior cases in point. 

Another thing about those big spenders. You not 
only reach more of them on ABC. You reach them 
more economically.t 

Makes ABC your best buy in network television. 
Right? Right. 


*Source: Nielsen TV Index Average Audience Ratings, Jan.-April 1961. Mon.-Sat. 7:30-11 P.M. Sun. 6:30-11 P.M. TNT! Cost Reports, Jan.-April 1961, estimated time and published talent cost. 
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ANA Endorses AIA Form 

The Assn. of National Advertis- 
ers board has endorsed the media 
data form sponsored by the Assn. 
of Industrial Advertisers. The 
form is now used by more than 300 
publications. Others recommend- 
ing the form are the American 
Assn. of Advertising Agencies, As- 
sociated Business Publications and 
National Business Publications. 


WDATF Stations Name McLean 

John T. McLean, formerly man- 
ager of promotion and research of 
WDATF, Kansas City, Mo., has been 
named director of sales develop- 
ment of WDAF and WDAF-TV. 
W. Judson Woods, director of pro- 
motion and research of WDAF-TV, 
has been given the additional pro- 
|/motion and research duties of the 
| radio station. 


WHOLESALE 


MARKET 


As Reported by Ith Fed. Res. Dist. 


NG ATOTAL VOLUME OF SALES 
TOTALING $309,772,000 IN AGREAT....... 


LUBBOCK 
AVALANCHE 


JOURNAL | 


Lubbock, Texas 


Sponsor Control 
of TV Is Waning, 
Paar Contends 


New York, July 6—Speaking 
from his own experience, natural- 
ly, Jack Paar is disputing the con- 
tention that sponsors hold a heavy 
hand over tv shows and perform- 
ers. 

Mr. Paar’s views on this con- 
troversy, which flared again dur- 
ing the Federal Communications 
Commission’s hearings here, are 
on record in his best-selling book} 
“I Kid You Not,” now available in 
a paperback giant Cardinal edition. 

The NBC performer approached 
the subject of sponsor influence by 
|}way of a rebuttal to critic John 
| Crosby’s remarks about “people 
\like Garroway and Paar,” who 


For advertising and marketing men 
concerned with antitrust and trade 


regulation developments— 


BNA announces its new 


Antitrust and Trade 
Regulation Report 


featuring 


e WEEKLY NEWS COVERAGE of vital Federal and State 
developments in the antitrust and trade regulation field. Includes 
reports of decisions, regulations, legislation, investigations, public 
and private litigation, new marketing arrangements and mergers, 
and other significant actions in this field. 


e COMPREHENSIVE ANALYSES of these developments as 
they affect the business community. Includes plans and programs 
to comply with or combat the particular development. 


e FULL TEXTS of selected court and agency decisions and 
opinions. Also texts of selected complaints, consent decrees and 


stipulations, enacted or proposed legislation, and important 
official pronouncements. 


BNA’s Antitrust and Trade Regulation Report brings you the 
latest news and analyses, as well as material for reference, to make 
your work easier and more effective. Fully indexed. Like other well- 
accepted BNA information services, the Report is guided by an 
advisory board of leading practitioners and consultants. It is published 
by an organization with long experience in this field. 


You will find the Antitrust and Trade Regulation Report the best 
available source for all the information you need to keep up-to-date 
with this dynamic field. 


Write or phone today for details of special introductory offer. 


The BUREAU OF NATIONAL AFFAIRS, Inc. 


Department 675 


BNA 


1231 24th Street, N.W. e Washington 7, D. C. 
Telephone FEderal 3-6800 


wouldn’t miss freedom because 
they never had any. 

Wrote Mr. Paar: “I have never 
felt any great awe for the manu- 
facturers of denture fasteners or 
Jockey shorts. I’ve never been un- 
der the control of any advertiser | 
or network, and, in fact, have been | 
so free as to be positively aban- | 
doned. My present show is not only | 
not controlled; it’s not even pre- 
pared. I await the day when John 
Crosby or any other ncwspaper 
columnist pokes public fun at his 
bosses as I have at William Paley 
of CBS or Robert Sarnoff of NBC. 
I won’t hold my breath until some 
columnist chides the advertising in | 
his own newspapers, the way 1| 
have scoffed at commercials on 
my own show. 
s “I have no special brief for 
sponsors. They are in business to 
sell their wares, and some of them 
have not been above fudging a bit | 
on their claims, throwing their) 
weight around, or devising com-| 
mercials capable of driving view- | 
ers to the brink of madness. | 

“However, their control over | 
program content, or over individu- 
al performers, is not very preva- | 
lent and is steadily diminishing. | 
I’ve worked for a long line of} 
sponsors, beginning with the leg-| 
endary George Washington Hill, 
|who was reported to chuck ash} 
| trays and other ammunition at his | 
|minions, and none of them exer- | 
cised any control over me other | 
| than how I did their commercials, | 
| and they didn’t always do that. I| 
know this is true of many other | 
| performers, including Dave Garro-| 
way... 

“On my present show, which I) 
|believe has more sponsors than} 
any other network program in 
| television, I have never met most 
of the sponsors—let alone been 
|subject to any control by them. 
Our sponsors pay $9,000 a minute 
to put their commercials on the 
show. They have nothing what- 
;ever to say about the program it- 
|self and none has even so much as 
| offered a suggestion. Also, they 
|often take our advice on the han- 
| dling of a commercial, rather than 


| the other way around...” 


s Mr. Paar said sponsor control of 
| programming was widespread in 
|the old days of network radio, 
|when most big shows were pro- 
duced by advertising agencies, but 
he noted that filmed television 
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The butter on this 
half dozen ears 

of fresh corn 

cost only 34° more 
than a cheap spread 
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BUTTER AND CORN—American Dairy 
Assn. will promote the use of “real 
butter” rather than “a _ cheap 
spread” on fresh corn in this 800- 
line b&w ad scheduled for 105 
newspapers during July and Au- 
gust. Campbell-Mithun, Chicago, is 
the agency. 
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changed all that. 

“With the growth of television, 
the infinitely greater cost and dif- 
ficulty of producing shows, and the 
increase in the number of filmed 
over live programs, largely shunted 
advertising agencies out of the 
role of producers,” Mr. Paar con- 
tinued. 

“The majority of nighttime pro- 
grams now are filmed shows pro- 
duced by independent producers 
or talent agencies. What the spon- 
sor of these shows buys is a half- 
hour film into which he inserts his 
filmed commercials. He has” little 
or nothing to say about the enter- 
tainment content of the film. 

“After all, how can a manufac- 
turer of toothpaste or cigarets con- 
trol people like Matt Dillon or 
Peter Gunn?” Mr. Paar asked. + 


POPAI Elects Stumpf 

Howard Stumpf, manager of the 
display for the Hinde & Dauch 
division of the West Virginia Pulp 
& Paper Co., has been elected gen- 
eral chairman of the fifteenth an- 
nual symposium and exhibit of the 
Point-of-Purchase Advertising In- 
stitute, New York. 


Alden Advertising Moves 


Alden Advertising has moved to 
49 W. 45th St., New York. 


Why not have ACB check your 


TI 


DEALER 
ADVERTISING 


SUPPORT? 


Newspaper Tearsheets 


ACB will furnish ‘‘Tear- 
sheets’’ of all Dealer Ads 
that mention your product 
as they appear in daily and 
Sunday newspapers—or if 
you prefer, we can furnish a 
detailed typewritten report 
of this activity. 


Simply tell us the ads you 
want to see — your own dealer 
ads or your competitors. It 
doesn’t make any difference 
to us. When such ads appear 
we'll spot them—and place 
the tearsheets (or reports) on 
your desk. 


We read every daily newspaper advertisement 


a. ADVERTISING CHECKING BUREAU, inc. 


NEW YORK, 353 Park Avenue South - CHICAGO, 18 South Michigan Avenue 


MEMPHIS, Tenn. - COLUMBUS, Ohio +» SAN FRANCISCO, 51 First Street 


Send today for descriptive material and free catalog. 
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“My job demands what 
Ad Age provides” 


says R. E. KRINGS 
Advertising Manager 
Anheuser-Busch, Inc. 


“With most of my week and most of my thoughts 
taken up with just my own company’s advertising, 
I depend on Ad Age to bring me news about the 
week and the thoughts of other people in the adver- 
tising business. I need those ‘other thoughts’ very 
much—and Ad Age certainly supplies them. In short, 
my job demands what Ad Age provides.” 


- « ‘HY 
a 


Udweise! 
*;> 


| Aavertising Age | : = 


Mr. Krings began his career in advertising in the 
advertising department of Anheuser-Busch, Inc., 
ne twenty-seven years ago. Later, and after a tour of duty in the sales 
: department, he was appointed sales promotion manager, then assist- 
ant advertising manager. In 1950, he was advanced to the post of 
§ advertising manager. 


Away from his duties for the nation’s largest brewer, Ray Krings is 
active in various educational circles. Currently, he is a member of the 
President’s Council of his alma mater, St. Louis University, and also 
serves on the Board of Advisors of Webster College. 


200 EAST ILLINOIS STREET + CHICAGO 1, ILLINOIS 
| 630 THIRD AVENUt + NEW YORK !/, NEW YORK 
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KGO-TV Issues New Rate Card! with the rate structures based on 
KGO-TV, San Francisco, has is-| the supply and demand of spot an- 
sued a new simplified rate card | nouncement and program time 


DUHAMEL STATIONS 


a 


HE LAND OF ¥ 
GROWING . 


NFINITE VARIETY 
in the 
North Central Region 


BOaeecey 
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RAPID City ¢ COMPARISON 
£ cal South Dakota Yeon i 
§ ra, 7” 
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Serettie’ 4 4 cr 


periods. All rates are printed on 
one side only and there are no dis- 
count or special rate quotations to 
confuse computations. Other fea- 
/tures are: All time periods are for 
| seven days and all time periods are 
contiguous; all time periods clearly 
define exact break time; and all 
time classifications are clearly list- 
ed at the top of the rate quotations. 


Adams Joins ‘Metal Market’ 
Daniel D. Adams, formerly sales 
manager of Printing Impressions, 
Philadelphia, has been appointed 
district manager in the Chicago of- 
fice of American Metal Market. He 
will cover Illinois, Indiana, Kansas, 
Michigan, Missouri and Wisconsin. 


Gumbinner Appoints Two 


Lawrence C. Gumbinner Adver- 
tising Agency, New York, has 
named Vincent Di Giacomo, for- 
merly an art director of Ogilvy, 
Benson & Mather, an art director 
and Louis West Jr., previously 
with Ted Bates & Co., a time buyer. 


e 


as $5 per week — yet it’s 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


1___State 


THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 


200 E. Illinois St 4041 Marlton Avenue 
Chicago, Illinois Los Angeles 8. Calif 


Cc lip ond mail 
this form to 


You get 


KING-SIZE 
= ACTION 


L froma 
low-cost 
classified ad 
in Ad Age 


The secret, of course, is that your ad can cost as little 


read by over 177,000 top 


marketing men. If they like what you offer — you'll 
get a fist-full of replies. Risk a few bucks with the 


coupon below and see for yourself. 


Commander Turns 


(Continued from Page 3) 
facture copy angle. The company 
| said it “never figured that he 
would project a lasting image, he 
was not in for the long pull.” 
| Commander first came on the 
‘cigaret scene when the Philip 
{Morris name brand was at a low 
|point of 10 billion in unit sales. 
| From total sales of 36.5 billion 
|units in 1952, volume had dropped 
}to that 10 billion level last year. 
|Matching the sales loss, the ad 
investment fell to a paltry (by 
cigaret standards) $1,600,000 in 
measured media, compared with 


ithe $9,000,000 budgeted for the 
‘brand back in 1952. 

a In the time the Commander 
theme has been in use, sales vol- 
ume has been substantial enough 
|to put the cigaret in the “good 
under-one-billion-units class.” 
Adding Commander volume _ to 
that of Philip Morris regular, the 
total is said to be approximately 
/11.5 billion units, roughly Philip 
| Morris’ 1959 figure. 

The Philip Morris brand began 
|a long slide “when the filters got 
after us,” according to Blake Hen- 
|ry, brand manager. The company 
| then began assessing methods for 
|}holding the decline, while at the 
|same time attempting to capitalize 
jon the trend to longer cigarets. 
The brand was already on the 
|market in two sizes, regular and 
j\long (80mm). Management decided 
{to revamp the longs, rather than 
|toss a wholly new brand into the 
market. 


The company used its newly ac-| 


|quired Mark VIII cigaret machine 
|for the revamping. This machine, 
according to Mr. Henry, “can put 
fine tobacco in a cigaret better 
than ever before,” while Joseph 
F. Cullman III, PM president, 
called it “the first major advance 
in cigaret making technique in 
many years.” 


|® The Mark VIII was by no means 
a company exclusive. P. Lorillard 
|Co. has the same equipment, and 
|a company official says, ““We prob- 
lably had the stuff long before 
| Philip Morris.” 

| At any rate, top brass at Philip 
| Morris decided to make the most 
lof the machine. One suggestion 
they abandoned at an early stage 
was to try marketing the old Philip 
Morris brands as “now being made 
with the Mark VIII machine.” In- 
stead, they decided to put their 
money on a Mark VIII-produced 
cigaret and market it “under the 
guise of being new and improved.” 

The result: The company length- 
ened the 80mm longs into kings 
85mm and gave them a new name 
and a new package. 

As soon as the Commander 
package was picked, Philip Morris 
regulars, too, were packed into the 
same design to maintain brand 
uniformity. 


s Commander tobacco represents 
no departure from the Philip Mor- 
|ris formula. “It’s the same blend,” 
| said Mr. Henry. “The only differ- 
lence is that we drastically im- 
| proved an existing product. This 
we spelled out in our advertising 
—it tastes better and burns better; 
| it’s better packed, with no soft or 
| hard spots.” 

| The Commander name was 
|chosen, continued Mr. Henry, be- 
|cause of its “feeling and connota- 
tion,” and because it “might be- 
come a generic name for the king 
size with us.” 

The company did not test-mar- 
ket Commander. It got into na- 
tional distribution without the 
usual routine of tests, research 
and consumer preference studies. 
“It was not an entirely new ciga- 
ret,” Mr. Henry said. “Introducing 
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Philip Morris Sales 


Curve Up After Decade-Long Slide 


Commander was not like coming 
on to the market with a cigaret 
| like Henry’s. . .” 

|m Commander took off a little 
| self-consciously. The “Command- 
jer” himself turned out to be a 
playful, little man in an under-size 
jtugboat, beeping across the tv 
/screen and generally having a gay 
‘time with his whistle. 

He even got the wind knocked 
out of his sails once. The place: 
Grand Central Station. The tug- 
boat was a feature of a display 
put up there for the company by 
MacArthur-Vitale Displays, New 
York. Regularly, day and night, 
the animated “Commander” blew 
a piercing beep-beep, which mysti- 
fied commuters. Opinions varied 
about its origin. Some said it 
sounded like a sick quail, others 
that it was a sputnik gone hay- 
wire. After a couple of months, 
Philip Morris tried toning down 
the beep; then, finally, abandoned 
it. 

The beep was restored, however, 
when the display, removed and 
refurbished, went up in North- 
western Station, Chicago, in June. 


es With the introduction over, 
Commander took on a maturer 
|}look in advertising that broke at 
the first of the year. Tv commer- 
|cials abandoned the little man and 
took to featuring some _ robust 
manly and virile characteristics 
of life on the ocean wave. There 
will be more along this line in up- 
coming commercials. 

And commercials continue to 
claim Commander has “the clean- 
est tobacco ever rolled in a ciga- 
ret.” 

As the Commander image 
shapes up more clearly, aided by 
the Leo Burnett Co., the profile of 
the Commander smoker also is 
being delineated more precisely. 
Though it’s “too early to be dog- 
matic,” the company said, brand 
loyalty is primarily male and big 
city. The Commander fan is 18 to 
24 years old, earns $7,000 a year 
jor less, and lives in a metropolitan 
area of over 500,000 people. 

However, “I think we aim for a 
higher age than that,” Mr. Henry 
said. He said he attributes Com- 
mander’s “steady, consistent 
climb” to two factors: 

e The advertising is getting to the 
consumer. 

e The product lives up to the ad- 
vertising. + 


‘TV Guide’ Splits Two 
Editions; Names Cassard 

Two regional editions of TV 
Guide in the Northwest will be 
split in July and August. Effective 
with the July 15 issue, the Oregon 
edition will be split into Portland 
and Oregon state editions, head- 
quartered in Portland. With the 
Aug. 12 issue, the western Wash- 
ington edition will be separated in- 
to Seattle-Tacoma and Puget 
Sound editions, located in Seattle. 
The splits will increase to 62 the 
number of regional editions of TV 
Guide. 

TV Guide also has named Edwin 
Cassard, formerly south central re- 
gional promotion manager in Kan- 
sas City, manager of its Utah-Idaho 
edition in Salt Lake City, succeed- 
ing Melvin Ashton, who has re- 
signed. 


Vyverberg Promoted 

John F. Vyverberg has been 
named marketing manager of in- 
dustrial sales for the industrial and 
commercial construction materials 
division of Owens-Corning Fiber- 
glas Corp., New York. He was 
formerly a manager in the com- 
pany’s Pacific Coast division. 
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because 
iam1 1S 

different from 
os Angeles... ~ 


VEST eaiege eA ire eee 


and because people are different in different markets... Storer programming is different! We put together a flexible format 
to fit the needs of the community . . . making it local in every respect. That’s why Storer Stations are liked, watched and 
listened to—why they rate high in the 9 key markets where they are located*. Local programming—quality-controlled— 
assures you the best is being presented. You know you’ve made the right buy when you buy a Storer Station. Storer 
representatives have up-to-the-minute availabilities at their fingertips. Jmportant Stations in Important Markets. 


*WGBS rates number 1 in Miami. KGBS blankets Southern California with 50,000 watts. 


LOS ANGELES § PHILADELPHIA § CLEVELAND WHEELING TOLEDO DETROIT 
KGBS WIBG wjw WWVA WSPD WJBK STORER 
MIAMI MILWAUKEE CLEVELAND ATLANTA TOLEDO DETROIT BROADCASTING COMPANY 
WGBS WITI-TV WJW-TV WAGA-TV WSPD-TV WJBK-TV 
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Shannon Joins Kelly-Smith 


Co., newspaper representative. 


Patrick Shannon, recently Pa- 


cific region pr manager of Air Barber to Keystone Camera 
France and formerly in the nation-| 
al ad department of the Los Beacon Plastics Corp., has joined 
Angeles Times, has joined the Los Keystone Camera Co., Boston, as 


Harry 


Barber, 


Angeles sales staff of Kelly-Smith sales promotion manager. 


formerly with 


= 


St. Regis Plans 
Drive for Nifty 


= 


'- «EUGENE 


The Eugene Register-Guard will deliver your 
sales message to 81% of the Households in 


the Eugene standard metropolitan area. 


J full color facilities ... and reasonably priced 


Represented nationally by 
Sawyer @ Ferguson @ Walker 


School Supplies 


Kimberly-Clark, Scott 
_ Also Seen Moving into 
_ $270,000,000 Market 


New York, July 5—St. Regis 
Paper Co., which cracked the 
school supplies market last year 
with its first consumer product, 
plans to follow up this fall with a 
| $750,000 advertising campaign. 

The month-long drive will have 
a 50% bigger budget than last 
/year’s $500,000 opener. It will 
boost “the most exciting new 
products and merchandising spe- 


ply industry.” 


last year’s big hit, the Space Saver 
notebook binder. The binder was 
introduced in 1960 as a vehicle for 
St. Regis’ end product—paper. It 
is made by Nifty Mfg. Co., Bir- 
mingham, a St. Regis division. 


® Meanwhile, it was reported that 
Kimberly-Clark Corp. has been 
testing some unspecified products 
in the school supply line; 


plant facilities for school supplies; 
and that Western Tablet & Sta- 
|tionery Corp., onetime leader in 
the business, is approaching na- 
tional distribution. 


s Geoffrey C. Bennett, St. Regis 
product manager, said the school 
supplies market is bigger than 
either facial tissues (currently a 
$170,000,000 business) or toilet 
tissues. With 1961-’62 school en- 
rolment likely to be well above 


5s CORRECTION 


please! 


Perhaps our friends at “Redbook” in their recent 
advertisement may have unintentionally omitted the 
statistics on PARENTS’ MAGAZINE 


These are the figures that were published THESE ARE FACTS 
in a recent Redbook advertisement THAT WERE OMITTED 
redneck Houeaatying  Moman’s Amerie | PARENTS’ MAGAZINE 
% Women-Readers | 47 30,1 33.4% | 33.3%| 31.8% 65.3% 
annndion Age~ | 33.9 | 40.0 | 38.6 | 40.0 30.7 
Under 5 {per 100 hovseheia) | 46 | 38 | 41 | 39 110 


Source: Starch Consumer Mogazine Report 


This Seal 
UPS Sales! 


Parents 


MAGAZINE 
& BETTER HOMEMAKING 


1,850,000 CIRCULATION AMONG FAMILIES WITH CHILDREN 


PARENTS’ MAGAZINE continues to 
be the advertising medium most 
effectively reaching the 
families-with-children market! 


cials ever seen in the school sup- | 


The main emphasis will be on 


that | 
Scott Paper has been lining up | 


last year’s estimated 48,750,000 | 
children, sales of school supplies | 
also were expected to top the 
$270,000,000 volume of last year. | 
The company estimated each stu- | 
dent spent about $5.57 on school | 
supplies last year. 

“We're the only ones in national 
distribution with a full line of | 
products,” Mr. Bennett said. “But | 
the way things are shaping up in | 
this once wide-open field, by next 
year we expect Kimberly-Clark 
and Scott will be our biggest com- 
petition—instead of competitors 
who've existed for the past 200 
years.” 
| In addition to the Space Saver 
| binder, St. Regis now has two and 
|three-hole side-punched magnetic 
binders with built-in pencil boxes. | 
\It also will sell a line of vinyl-| 
{covered two and three-hole ring | 
binders. The top magnetic binder 
sells for $1.29, the side magnetic 
| binder for $1.49, and the side ring 
binder for $1.29. 
} | 
® St. Regis’ line of Nifty products | 
will get “the full Procter & Gam- 
ble treatment,” Mr. Bennett said. | 
Mr. Bennett, who moved to the | 
job from Dancer-Fitzgerald-Sam- 
ple, where he handled the intro- 
duction of séveral P&G brands, 
added: ‘“‘We are handling this like 
another Mr. Clean.” Nifty will use 
saturation tv spots to “carry the 
advertising to the kids,” in much 
the same way P&G carries its own 
| ad messages across. 
| The tv campaign shapes up as a 
|crash drive over a four-week pe- 
riod covering the back-to-school 
|rush in September. “Either the 
— work or they don’t work,” 
|said Mr. Bennett. “We have no 
| way of testing them. This is all 
| we’ve got. If the message fails to 
get across, there’s no time to pre- 
pare a print campaign.” 
| The schedule will be roughly 
| the same as last year’s. About 200 
| stations, covering 137 to 145 top 
|markets, had been lined up, and 
|the prime time coverage was 
| geared to reach 95% of all homes 
with tv sets. “Our schedule is in- 
tended to reach an average audi- 
ence of actual prospects—children 
from 6 to 17—larger than the top 
ten network shows combined.” 


® The company decided to stake 
the campaign on a short tv drive 
because of the success of the ini- 
tial campaign. “Our studies of 
brand awareness last year indi- 
cated we achieved terrific cover- 
age,” Mr. Bennett said. A sam- 
‘pling of 910 students showed that 
in the age group 6 to 18, a 45% 
unaided awareness was registered. 
“You don’t find this in the tooth- 
paste or detergent field,” he said. 
“No other medium could have | 
given us this.” 

Mr. Bennett added that sales of 
Nifty products represent “a su-| 
preme example of how advertising | 
can add value to a product.” He | 
said competitors had offered twice | 
as much note paper for the same) 
price to counter Nifty’s inroads. 
“You’d think students would buy 
the most for the cheapest. But no, | 
they wanted the product they’d 
seen advertised. By advertising, | 
we assured a proper profit mar- 
gin for the retailer, who had to 
stock up on the item.” | 


s The net result, he added, was 
that St. Regis considered it “a lot 
cheaper to put money into tv or) 
promotion than to cut prices.” 

Meanwhile, heavy promotion 
has been going on at the trade 
level, and ads have already ap- 
peared in several business publi- 
cations. The print campaign in- 
cludes Chain Store Age, Drug 
Topics, Progressive Grocer, Super- 
market News, Variety Store Mer- 
chandiser, School Supplies Mer- 
chandising, Grade Teacher, The 
Instructor and Catholic School 
Journal. 

Cunningham & Walsh 
agency. + 


is the 


These are the 
McGraw-Hill 
publications read by 
your best customers 
and prospects: 


AEROSPACE 
Aviation Week and Space 
Technology 


ARCHITECTURE. 
Western Architect & 
Engineer 
APPLIANCE-RADIO-TV 
Electrical Merchandising 
Week 


ATOMIC ENERGY 
Nucleonics 


BUSINESS MANAGEMENT 
Business Week 


COAL MINING 
Coal Age 


CHEMICAL PROCESS INDUSTRIES 
Chemical Engineering 
Chemical Week 


CONSTRUCTION 
Construction Methods & 
Equipment ‘ ti 
Engineering News-Record bik | 
DISTRIBUTION-INDUSTRIAL 
Industrial Distribution 


ELECTRICAL CONSTRUCTION AND 
MAINTENANCE 


Electrical Construction & 
Maintenance 


ELECTRICAL GOODS 
Electrical Wholesaling 


ELECTRICAL UTILITIES 
Electrical World 
Power 
Electrical West 


ELECTRONICS 
Electronics 


INSTRUMENTATION AND CONTROL 
Control Engineering 


MANUFACTURING PLANT OPERATION 
Factory 


METAL & NONMETALLIC MINING 
Engineering and Mining Journal 
E&MJ Metal & Mineral Markets 


METALWORKING 
American Machinist/Metalworking 
Manufacturing 


OFFICE TRAINING 
Today's Secretary 
Business Education World 


PETROLEUM 
National Petroleum News 


POWER 
Power 
Electrical World 
Electrical West 


PRODUCT DESIGN 
Product Engineering 


PURCHASING-INDUSTRIAL AND BUSINESS 
Purchasing Week 


TEXTILES 
Textile World 


TRUCK AND BUS FLEETS 
Fleet Owner 


OVERSEAS PUBLICATIONS 
International Management 
(Latin America and European 
Editions) 

The American Automobile 
El Automovil Americano 
Ingenieria Internacional 
Industria 
Ingenieria Internacional 
Construccion 
Metalworking Production 
(London) 
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A P/W Indicator Analysis 


The spurt in awards, building 


and almost 5% above depressed 
early 1961 levels. 


they materialize—could hay 


portant repé reussions 19 
differeg , 


ere 


Durcd-oaing gph 
Construction Contract Awards Rising Steadily 


New York—Business analysts slated to fare best in the coming 
are keeping 4 careful eye On the| months. 


ccording to F. W. Dodge 


5% so far this year) soon will be} meta 
translated into a solid increase in| ning 
construction activity. over the first part of 1961. 
Even demand from the de- 
_ experts say, could mean a Ise to| pressed housing area seems to be 
about $57-billion in second half| perking UP- Over-all awards for 
61 construction (on a season- the first three months of 1961 ac- 
ally adjusted annual rate). That’s tually were fractionally above 
3% above last year’s average year-ago levs 


1 consumers) have been run- 


What’s more, these gains— TM 


% Increase over yeor 08° 


CONSTRUC 


This is already being reflected 
in actual construction outlays. 
Thus the Commerce Dept. reports bas 
that new residential construction 
jast month was U 15% from 
March levels—far greater than 
usual seasonal improvement. 
Easing mortgage rates may 
give an added fillip to the residen- 
tial market. Home loan rates are 


awards for heavy engi- 
projects (the biggest 


per annum—down about 1% % 4 
from the rates revailing last year e 
at (hie GL i 


way 


Thi 
is means better business in many 


ma 
i eee . construction outlays make u 
% of gross national product : 


McGRAW-HILL PU 


ISHING CO 
MPANY 
, INC., 380 WEST 42nd STREET, NEW YO 
fi RE 86,N. ¥ 
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Major Advertising Account Changes, First Half 1961 


68 
US. 

ACCOUNT To FROM BILLINGS (EST.) 
Bernhard Altmann Corp. ............0++ Gilbert Advertising ............... i $ 150,000 
American Agricultural Chem- 

ical Co. (turf & garden con- 

sumer products accounts) .......... Marsteller, Rickard, Gebhardt 

| GaSe eee nae Be Oe OO AR. etetcmnn 500,000 
American Airlines .................00000+ STN secneccenstincess ee ee ee nee! 6,000,000 
(effective Aug. 16) 
American Can Co. 

eee GOR) .......22-2.00.22.0000 G. M. Basford Co. «2... Compton Advertising .............. 250,000 
American Dairy Assn. (fluid 

milk, ice cream, cottage 

cheese & fluid cream items)......Compton Advertising ..............-. Ce ae ee 2,000,000 

(effective Sept. 1) 
American Export Lines Cunningham & Walsh .............. Doyle Dane Bernbach .............. 600-800,000 
American Hondo Motor Co. ........ Gumpertz, Bentley & Dolan .....——_—— 150,000 
American Machine & Foundry 

Co. (International group, 

tobacco division) ........................ 0 EE Knox, Kornfeld & Smith ........ 450,000 
American Petrofina Co. of Texas ..Weiner & Gossage ..............0 Taylor-Norsworthy  ..........c0000+ 
Anaconda Co. (Anaconda Amer- 

Came Breins Cee) ois. nnsnescccnccccecsers Wilson, Haight & Welch .......... BE Niktsivinsismseutiarncinnienccaigeveniave 600,000 

(corporate account) ... GE © Ain cetihccentinenncsenensnesannnsecess Albert Frank-Guenther Law .... 200,000 
BI GI GS mncicecscccccecscncosss Smith/Greenland ...................... Ketchum, Macleod & Grove .... 50,000 
PR NIE Scie encacncsessncenesines Kesdiner Ag@Mty ...0<.......scccccseess ME ikitiesecia lsiputtenanndineidaseaseeelis 1,000,000 


(effective July 15) 
Armstrong Cork Co. (building 


products division) ...................... GOIN Sisrsbaedcenndaniensschoreistoninneneei 
Atlas Powder Co. (chemicals 

SUNN ohisslieilatdanndicsteiidintiontihies PRE HO MEMNIION » sccncnenieesseniivnniind 
Babcock & Wilcox Co. ...........0-+ Marsteller, Rickard, Gebhardt 

RED Sidicnteiuasiamninceiinnne 
Boker Brand Foods ....................... Burton G. Feldman 
Me III Ge cisrccisccccsciensesscnes Fletcher Richards, Calkins 

BE FI sintciccvssatoncnresoncesineti Hockaday Associates ................ 150,000 
SIL NINE NDS seccexercsnssinmsstonnns Lennen & Newell ... Grey Advertising Agency ..... —1,000,000 
Hazel Bishop Inc. ...... ....North Advertising ..............0 Raymond Spector Co. ............ 2,000,000 
IE MIN destsnanssesviscncetsnvdennaanel Alnman-Breller  «......:....,000000<00000 N. W. Ayer & Son .........00 —750,000 
Blue Cross of So. Cal. ..........ccccc0 J. Walter Thompson ................ Honig-Cooper & Harrington .. 
H. A. Bohm & Co. ....... ... Klau-Van Pietersom-Dunlap ...... IIIT» Scrcitnsnedttevsaneiien 250,000 
Sh er: SS ee Cole Fischer Rogow ................ + 1,000,000 
Bonanza Air Lines ..............-...000+ Hal Stebbins Inc. ...............00+ Gaynor & Ducas ..........:c000 
Borden Co. (Wyler & Co.) .......... Campbell-Ewald  ..................000. a een 

(effective Sept. 1) 
ONS SEL Re ae Ss a Gumpertz, Bentley & Dolan ....Anderson-McConnell Advertising 
PS crciciwremicenniiiionen 100,000 

Bristol-Myers Co. (Bristol 

Laboratories) ..........c.ccceccesceseeses Sudler & Hennessey ................ Sprou! & Associates ................ 800,000 
Brunswick Corp. (MacGregor 

sport products division) ............ Roche, Rickerd & Cleary ........ Hugo Wagenseil & Associates, 

Graceman Advertising and Mac- 
Donald-Cook Co. ............++- 500,000 
Bulova Watch Co. (watch ac- 

ED  ixcssccinaitbdincvniccapuiciahmenedctennten SPEED. sisiuistesnseichossmeititinnisnidosenneh McCann-Erickson — ............-000000+ 4,000,000 
California Egg Promotion Board ..Walker Saussy Advertising ...... No previous agency ................ 75,000 
California Pacific Utilities Co. ...... EE idincensesatiniemnapcesiandinccnneatcine D’Evelyn-Guggenheinn ............... " 
| __ EOE Sudler & Hennessey ................ J. M. Mathes Ine. ......... 250,000 
Capitol Records (Angel records) .... Donahue & Coe Grant Advertising ............0+ 100,000 
Carey Salt Co. (table salt & ) 

BNR TRITIED nccnensccccrecenssonccences $ 150,000 

(agricultural salt) 

Carling Brewing Co. 

EID. nisindssipsoscnccscensinet’ Edward H. Weiss & Co. ........ ..Benton & Bowles ...............0000. 500,000 
Carroliton Mfg. Co. .......cccccccceceees Waldie & Briggs ............0 Grant, Schwenck & Baker.... 150-200,000 
Mary Carter Paint Co. .................. ge a ne lino & Associates ................ 2,000,000 
J. |. Case Co. (industrial and 

utility divisions) .................-- Geyer, Morey, Madden & 

ED wssspeintintintneddriteiiittaniess Andrews Agency «0.0.0.0... + 1,000,000 
Chock Full O’ Nuts Corp. ............ Peerless Advertising (house 

GQONCY)  -.....eeeereeeeeceerereeeeeeeees Grey Advertising Agency ........ + 1,500,000 
Coca Cola Bottling Co. of 

EE MII cccivaccescsscesccccneceoeccve McCann-Erickson oo...c.ccccccccceeees Murphy Associates 0.0... 1,000,000 
Colgate-Palmolive Co. (Ajax 

cleanser) ............... cseseseeneescesecese® Norman, Craig & Kummel ...... McCann-Erickson .......ccccececeeess 2,900,000 
Congoleum-Nairn (Floor and 

woll coverings) ...............cc DUE . snsecivianeiandiaiiaihaanidiaiinnicbiees Keyes, Madden & Jones ........ 1,500,000 
NIIIED SAINI ccecasconconcstssevscsovoesd Hoffmon, York, Paulson 

© DOHC -...cncseonsnesncorsoreneees I shatinsacensastonnsintmiiencisneisionis 150,000 
BNE DOI, cenestnitensscennsmnsecncensccesvercese | ie Pee Se eee BBDO and Daniel & Charles 1,500,000 
Crane Co. (industrial products 

III" asshiscctbacennaniimenliiltnesntcnecend Lampert Agency 2.00.00... D’Arcy Advertising Co. ............ 500,000 
Crescent Mfg. Co. (Crescent 

spice, extract, nut, ice cream 

topping & Mapleine syrup 

flavoring ) « ---Baker & Stimpson Advertising ..Pacific National Advertising .. 100,000 
Crown Zellerbach Corp. (con- 

sumer products division)............ D  senscesctctnaniitseiecemee RI, akepincechecladiceadeieneacsassnaiio + 1,000,000 

(effective Jan. 1, 1962) 
Dade County Board of Com- 
missioners (Miami-Metro tour- 
ist ad budget) ........-.---.--e A hr Agey Advertising .........ccccc00 200-250,000 
(effective in October) 
De Soto Chemical Coatings 
(wallpaper)  ..........-sercesssescesees Buchen Advertising .............0. Irving J. Rosenbloom & i 
ID « wesichensictiscemsntinntinees + 250,000 
PIE) 202. eeeereeccceneecevsesesncrecer ones Buchen Advertising ................. Burton Browne Advertising pan 
Dulany Frozen Foods ........20+:0<++:1¢-—— ee sessesensessnesestenenencneesees Arndt, Preston, Chapin, Lamb 
Se  seeinecartetnasntevenitnguinenen 
Du Pont (home furnishings 

division of textile fibers dept.) .N. W. Ayer & Som .0.0.0000.000..... eee 
Ecco-Fonic (portable echo 

EE Kennedy, Walker 8 Com 2.0.0... ececccccccersceeeesceeeeees 100,000 

Ekco Products Co. (housewares 
I Fis asst cheiinannbonns SAIS scat aclideceneesdunbsiiniinn IY, dill sania eiabihcenep vaetetuiihasssialte 350,000 


ACCOUNT TO FROM BILLINGS (EST.) 
Eldon Industries K&E - MII ask.cccicinAntssinictpibiatsnipatindont 1,000,000 
Elgin National Watch Co............. McCann-Marschalk Co. .......... oo a ae 1-1,500,000 
en EET Peitscher, Janda & Associates ..Waldie & Briggs ...............::+ 100,000 
Emerson Radio & Phonograph 

MINIET, usidiansreusctacivapabianatadetacinesiots Robert Whitehill Inc. .............. Friend-Reiss Advertising ........ 500,000 
Exquisite Form Industries (Mag- 

ic Lady and Silfskin divisions)....Papert, Koenig, Lois .............. Regal Advertising Associates .. 1,000,000 
Farm House Frozen Foods ............ PNRM scaisscsnveninaimennentaehin’ Smith/Greenland Co. ............ 150,000 
Farmers & Mechanics Savings 

Bank of Minneapolis ................ Knox Reeves Advertising ........ BBDO ... 

NN MR cats assivacecicccccsceceases Woods-Doneg Grant Advertising 
First Western Bank & Trust Co. ....Guild, Bascom & Bonfigli ........ Grant Advertising 
Pe IN silvcieseiecincstthcnssceecics Mm oeesccccesscseetscessncsscccees Cohen & Alshire 
Food Machinery & Chemical 

Corp. (Bolens division) ............ Ms ciivseras cincecetenecistsicetisve POR GE Ganuictiondiisnan 
Freeman Shoe Co. ...........:ccccce0000 J. Walter Thompson .............4 Howard Monk & Associates .. 
General Aniline & Film Corp. 

(Ansco and Ozalid divisions) .... LEN ..............ccccccceeeceeeeesseeeeseeees Reach, McClinton & Co. ........ 1,500,000 
OPE GUIDING | acc nneccccessccescesscesset Compton Advertising .............. Hixson & Jorg 250,000 
General Electric (clock and 

Be INE scsttennexcccthcasevecines Pe WR, epee B BOW; cassiccctscsaes WEE Rescencsicamasaianerpenaivens —1,000,000 

(automatic blanket and fan 

ID Monesictucastckcencinkaiscesivse NE GRE saitistaincciseitinninemnin MEE :steatvesabscasidiacicamnhecenaannetion 
General Mills (Betty Crocker, 

Wheat Hearts, Protein Plus 

and Hot Toasted bran—West- 

ern advertising) 2.0.2.0... NN Cass. caldhnclmiianiiieease ees TIE ccscisscevccesssncansatieeaiie 
General Motors Overseas Op- 

DIOTIID: scscciscnsavnrneiivvisnseseesonscasces Campbell-Ewald Co. «00.2.0... Gilet Gtle & Ge cccciticisns 250,000 
General Time (Westclox division) ..Hicks & Greist ccccccccccccsosceosceeee TD ckciidsdéntcanepstaasdacsiaacsuaicateuse 3,000,000 
Gisholt Machine Co. .......0ccccceeee Ralph Timmons Advertising 

TID wiectcas cress ccoentaiaticnenst ae 
I IN acciicsstinesicesconsigsesk N. W. Ayer & Son 600,000 
Graybar Electric Co. ...... — naan. 200,000 
RT MN III. sccctnssditcdceneiciavavsctetl BEE Gi GIONS cccscnceicecccsveccces 250,000 
Haloid Xerox (office copier 

ES eee ee Doyle Dane Bernbach ............ Hutchins Advertising Co. ........ 800,000 

(office copier account)* * ... ...Papert, Koenig, Lois Inc. ........ Doyle Dane Bernbach ............ 800,000 
Hamilton-Electrona oo........ccccccceees Sudler & Hennessey .............00 Wilson, Haight & Welch ........ — 
Hamilton Watch Co. (three di- 

ID a ncsttstrchtasoneetentiacicconaiied VanSent, Dugdale & Co. ........ Beaumont, Heller & Sperling .. ————— 
RI III encsccisscinccseessaacsasonens RRS EL eee James R. Flanagan Inc. ........ + 1,000,000 

(effective Jan. 1) 
Hans Holterbosch (Lowenbrav) ...... NE IIL -sicscnistuctioiencrencsisas PI sits sens csineasecentesarsacierennne — 300,000 
Hawaiian Airlines ............ccccee Len Carey Advertising .... RD By GRID: eccaicwicesnetepneseicsces 250,000 
POET PUNE: TOIL. cecsicassciecccscesceccceses IIT: xackacrmpseamdeincinneners Wally, PERI ccccccsveciseressevercsocese 150-200,000 
Heritage Furniture .............ccccccc0e Sudler & Hennessey ................ Ellington & Co. ......cscsserrseceres 
Hilton Hotel Corp. (Waldorf- Kastor, Hilton, Chesley, 

IEEE eciectscoscntadseshiniseenssneaooiie Clifford & Atherton Needh & Grohmann ........ — 
Holland House Sales Co. ............ McCann-Marschalk oo... EwRR 
Houbigant Sales Corp. (Houbi- 

gant fragrances and Jacquet 

ID | eitcitesecdecscnmcttteasaosacins III: TOU. ccavsarctcdieinevbianiaies Arndt, Preston, Chapin, Lamb & 

RII © cnvicicnctohinectatsuiavenestsuatess 232,000 

Hunt Foods & Industries ................ | Re ee eee eee er Fitzgerald Advertising Agency 7,000,000 
(effective Jan. 1) 

International Franchise Assn. ........ sl No previous agency ...........06 100,000 

International General Elec- 

EERE a eee etc eee ee ee Grant Advertising «0... 350-500,000 
International Silver ............cccceee i SRA eee WER scarcnrwicoccsssevsnsesaresesiovecowssiess 1,000,000 

(effective Jan. 1) 
International Telephone & 

po ee Needham, Louis & Brorby ...... Doyle Dane Bernbach ............ 300,000 
1-XL Furniture Co. ...... ves Aves, Shaw & Ring oo. Rand-Ries Advertising sla 100,000 
Jacobsen Mfg. Co. ............. .« George H. Hartman Co. .......... Aves, Shaw & Ring .........:0c08 300,000 
Kikkoman International ..... ao EERE ave eerene D’Evelyn-Guggenheim  .............. 

Kitty Kot II sabcnibcichemiebieniisincssions Cady-Oliver eile ae all TELE 200,000 
MIE THIEL . eu csinticocnistelacinlcensemnipuietee Clinton E. Frank Inc. .....cc...... Roche, Rickerd & Cleary ...... 500-600,000 
Laddie Boy Dog Food (and 

I eenneansitititanecsicsminie Richard K. Manoff ......ccccccccccsess Babcock, Romer, Carberry & 

TTR ecierecissenssinnretonss - 250,000 
Leeds & Northrup ..........ccccccceeceeeee 0 NFO Re Oe Harris D. McKinney 125-150,000 

Lehn & Fink Products Corp. 

(Stri-Dex, Noreen, Hinds Hon- 

ey & Almond Cream & Ly- 

RI SaiceeidaDiate ak i ca aitnad ed eres GB Gis. iccecedsticcnscsenin + 1,000,000 
Lever Bros. (Air-Wick) Foote, Cone & Belding ............ 

(Dinner-Redy) ............... Kenyon & Eckhardt .........0000 


(All line of products) 


SR GE hcrttiscccctnctsnsvntivasnecd 
(Handy Andy, Spry) ... 
(Praise toilet soap) 
Libby, McNeill & Libby (frozen 
PONE. vcassstsepsccnamicecsepeondaneonens 
Liebmann Breweries (Rheingold 
beer) (New Englond portion) 


--» Campbell, Emery, Haughey 


RN ca trsicliasiphaiacioniitinen’ Foote, Cone & Belding ............ 500,000 
Liggett & Myers (Chesterfield, 
Duke & Oasis cigaret ac- 
Re ar ee ee SE ts wibideaeasiddaihinioadtdlaadascs McCann-Erickson ............00000000 10,000,000 
Longines-Wittnaver Watch Co. ....Kenilworth Advertising & 
Broadcasting Productions .... Victor A. Bennett Co. ............ 1,000,000 
Lovable Brassiere Co. oo... Frank Gary Thomas Agency ....Grant Advertising .........000. 1,000,000 
Mallinckrodt Chemical Works 
(industrial chemicals division) ....Buchen Advertising  ................ H. George Bloch Inc. ........... 
Marhoefer Packing Co. ................ R. J. Poorman & Associates ....Ruben Advertising Agency .... 100,000 
Marlin Firearms Co. ........cccccccccceees Has GB GOs. secccvccisveccesszecesescess Geyer, Morey, Madden & Bal- 
ee eee 250,000 
Martinson’s Coffee Inc. ................ Grey Advertising Agency ...... Al Paul Lefton Co. .................. + 500,000 
gk an James Lovick & Co. oo... Spitzer, Mills & Bates ............ 200,000 
Mercury Record Corp. (popular) Herbert Baker Advertising ...... John W. Shaw Advertising .... 300,000 
ER SER et mene Herbert Baker Advertising ...... Irving Serwer Advertising ...... . 


(Continued on Page 70) 
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Washington looks different at night. The Avenue of The Presidents—hardly recognizable under 
its mantle of darkness. The Federal Triangle—an almost ghostly contrast to its daytime bustle as the 
pivot point of Washington’s 238,000 federal government employees. 


Comes nightfall and Washington reveals itself as an upper income city, a white collar city, an 


evening newspaper city. Your prime Washington market becomes most receptive to your advertising 
message—at home—at ease—in the evening. This is why advertisers who know the Washington 
scene prefer the evening selling strength of 


THE WASHINGTON STAR 
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Advertising Age, July 10, 1961 


Major Advertising Account Changes, First Half 1961 


ACCOUNT TO 


Minneapolis-Honeywell Regu- 
lator Co. (Micro-Switch di- 
vision, apparatus control and 
semi-conductor divisions and 
research center programs) ........ BBDO 


FROM 


i 


( cial, residential and 
home products divisions and 


BILLINGS (EST.) ACCOUNT 


California 


Seabrook Farms (food account) ....Al Paul Lefton Co. 

Sealy Mattress Co. of Northern 

seidhicaiiehclenivoneneds Garfield, Hoffman & Conner ..Alvin Wilder Co. .....c.cccccccee00e 

Sears, Roebuck & Co. (national 
advertising account) 

Smith-Corona Marchant iia 

Space Technology Laboratories .... 


TO 


Smith/Greenland 


FROM BILLINGS (EST.) 


Fuller & Smith & Ross . 


500,000 


«Gaynor & Ducas oe + 300,000 
corporate advertising) ............---: CM Speidel Corp. McCann-Marschalk — .......cccc Norman, Craig & 

Mabil Gil Ce. .....c..ccececccccscccccceroeee Ted Bates & Co. ............. I tt te 1,500-2,000,000 

Montgomery Ward & Co. *** ...... RR een re ren ere IE WE ON cacti ceascanns SN Gs PRG GIB: Sisicccasisicceccans Gourfain-Loeff Inc... 120,000 

Norman M. Morris Corp. (Omega Sault Cay. ...0. Donahue & Coe ............ccccccceeee Honig-Cooper & Harrington .. + 1,000,000 
IID ciicsnrsincccbersaniinivnnnned A. E. Staley Mfg. Co. (Bu-Tay 

Philip Morris Inc. (Alpine cig- II Sinica dacscadecdatkciewinsnkescseed SS WIA, sctuits, Hecdasaledinanbiideaas Honig-Cooper & Harrington .. 400-500,000 
IIIT: cacescensecobasnbernkvienianiten Standard Oil Co. (N.J.) 

(Benson & Hedges) (portion of institutional) .......... RED: “Sacacacsancdthaaniatencendtniasonncaiel Ogilvy, Benson & Mather ...... + 1,000,000 
Murray Corp. of America (Easy Standard Screw Co. (Fasteners 

laundry division) ..............-.+-+ a eR a ET Earle Ludgin & Co... 200,000 & plumbing faucet products) ....Buchen Advertising ...............: Roche, Rickerd & Cleary ........ 125,000 
C. H. Musselman Co. .........::00 Gray & Rogers ..........cccscee oe Arndt, Preston, Chapin, Lamb & Stauffer Laboratories ................... MacManus, John & Adams ....N. W. Ayer & Son «0.0.0... + 165,000 

DIN: sisindzscteaicmsicbitanatrenmanchons 500,000 Storer Broadcasting Co. 
Nolley’s .......-s.ssceccesseneeeeeenensnnnennenses Compton Advertising ...........-+ Pacific National Advertising (corporate account) ............0 McCann-Marschalk ..........c:cc000 Peter Finney Advertising Co. .. 
TIED: cactacutevenentintainervete 1,000,000 Vic Tanny Enterprises (all ad- 

(XLNT Spanish Foods Co.) .......- Compton Advertising .............: *. Atherton Mogge Privett ........ 250,000 vertising except western di- 

National Car Rental System .......-JWT Co. .occccccccccssceessessesseeseenees Gardner Advertising ................ 600,000 UIE ccsinsitciennjapncrnnnsnassmceisiescasiivin Kastor, Hilton, Chesley, Clif- ; 

National Dairy Products (Kraft ford & Atherton .........00000.... Stahl & Lewis Advertising .... 2,000,000 
Foods) (Industrial products ac- WOOORIINE GI. ccsccessacescoseccesnsseesenes REE ES eine ae McCann-Erickson  .........0:0ecee0ee- 500,000 
GEOG) cavseiccesesenesecansscecesesesvecszecse Clinton E. Frank Ine. ............-. eho gS oe ae 500-1,000,000 Thompson-Ramo-Wooldridge Inc. 

effective with 1962 campaigns) (bulk of account) ooo... Fuller & Smith & Ross ............ 12 different agencies ............ 1,000,000 

National Gypsum Co. ....--.-.00 F&S&R Tidy House Products Co. ..........00.... McCann-Marschalk  ............000.5. Guild, Bascom & Bonfigli ...... 1,500,000 

New England Confectionery Co. .... Trans-Canada Air Lines (domestic 

EI WIRE. ccssecieciccccnceccccsseenesenss N.W. Ayer & Son ...........0:.06 Fletcher Richards, Calkins & RII ikciadicccichandetiowetsassnsiinnnccitancc II cscs Cockfield, Brown & Co. ........ 1,000,000 

MONRO nnccccecrscsnsscncssssveresesees 500,000 Trans-Texas Airways .... ‘a ..Rogers & Smith 400,000 

New York Herald Tribune ............ Papert, Koenig, Lois ................ Donahue & Coe ..........cececceeee 600,000 Tuckersharpe Pen Co. ..............0... Donahue & Coe .........cccccccceeeeeee ac cccccccscccccenecceneccccees a 

North Carolina (tourist & in- Unexcelled Chemical Corp. 
dustrial advertising) ..........-...-+- Bennett-Advertising BGRe GB QUID aecvccsceesvecccssesenes 375,000 OEE MID Aireentaeusasaceneeniavcion Norman, Craig & Kummel ...... Warwick & Legler... _ 

North Star Oil Ltd. ....... .- Ogilvy, Benson & Mather McConnell, Eastman & Co. ...... 200,000 i FI RII vaccinia sicserteicstionreisd Warwick & Legler... W. B. Doner & Co. ........ ce 3,500,000 

Oliver Corp. .........cccccececeeseesccenseess F&S&R ..... Buchen Advertising  .............+ 1,000,000 U.S. Tobacco Co. (Copenhagen } 

Otarian Listener Corp. (hearing snuff, Old Briar & Dills Best 
GA SECOUAE) ...00200000000000000cececeeseees Roberts & Reimers ................0. Mc-Cann-Marschalk smoking tobaccos, Encore cig- 

Otarion Listener Corp. .......---.----+ EWRR .......000000000 «Roberts & Reimers ... II Sachse adcirscoatunateaintabicstitianmaaes Doherty, Clifford, Steers & 

Parker Pen Co. (Parker pens) ......Leo Burnett Co. .....-...essesssnes Tatham-Laird  ...........0+0 IID sinsccsecsscicisehsnismnesial C. J. La Roche & Co. on... | 1,200,000 
(Eversharp pencil division) ........ Reh IEEE GOy, ccccccscccrsseveinseesed Compton Advertising (King Sano and Sano cig- : y 

arets, Model tobacco, premium 

Pep Boys ......--.c-sccecsseercenernerensnenees Gumpertz, Bentley & Dolan ....Milton Weinberg Advertising tobaccos—Lion Head, White 

Pepsi-Cola General Bottlers Cloud & Antique Mixture 
OF Chicago ...........ecceeceesecerereees BIO onccerscereiscsnsecccesessvovssecccoeses George H. Hartman Co. .......... I SEE berkuntensedpessnetonesaresstnrenencdl IND BGO occ scccccscsscsesercsed C. J. La Roche & Co. ............ 

Peugeot BIRR. cccccccnccrscceccccccsessccensessees Papert, Koenig, BED cccccccccccseved IEEE -ncth.sniuniiniaeniateeeeenninaiiaiiinee Vendo Co. \ .... Cunningham & Walsh ... ....Potts-Woodbury 

Wm. E. Phillips Co. ..........-.000+ Edwin C. Dunas Co. .........-000 McNeill, McCleery & Cochran 230,000 Volvo Imports Inc. .......... Sind & Sullivan ............. Chirurg & Cairns ies 

Pittsburgh Brewing Co. (Iron Wagner Baking Corp. ................. Smith/Greenland Co. .............. Chaves W. Tage Ges. cccccsscass 150-300,000 
City beer account) Ketchum, Macleod & Grove ....Smith, Taylor & Jenkins ........ 500,000 Washingt Noti 1 Insur- 

Pittsburgh Plate Glass ...........--.- MIWT CO. oneesececeeresesesessncntenenenens SNE sds titsissaclhattinnniaiataceessets 2,500,000 WE INS snteshrasettosersidssinceabaceseasd Ri PO BOWE AB. cs ssciccccsessesed No previous agency «0.0.0.0... 200,000 

(effective Oct. 1) Weatherhead Co. (Industrial ) 
Planters Nut & Chocolate Co... JWT Co. ..cceccscsessesnenesnsnnsnseneess Don Kemper Co. .........c000 700,-1,000,000 INDY. Siissiesebicskencehantassniivisadimnsiod Carr Liggett Advertising .......... Stoetzel & Associates ......... $+ + 500,000 
(effective Aug. 31) (aviation, LP gas products) ...... Carr Liggett Advertising .......... CMO BG. sevisceriersescsecs 

Procter & Gamble (Jif peanut Webcor Inc. (Dormeyer account) ..North Advertising .................... John W. Shaw Advertising .... 300,000 
SPO) .......-eeceeeeeeeeeenennnnennnnnenenes Gardner Advertising Co. ........ Leo Burnett Co. .......ccccccesseeeees Westinghouse Broadcasting Co. ....Grey Advertising ...............00000+ Ketchum, Macleod & Grove .. 

Puck—The Comic Weekly sneeneseeeeees Peat B MAGEE ..ccsceccccccccscccocsscseeees Manchester & Kreer .............. 200,000 Westinghouse Electric Corp. 

Reader's Digest Assn. (RCA (air conditioning products) ...... McCann-Erickson ...........60c00000 Fuller & Smith & Ross ............ 500,000 
Victor record clubs) ..............--++ Maxwell Sackheim-Franklin WEE GNIS Sibithssicnsccditadiasdcscennimetusic Al Paul Lefton Co. oo... Keyes, Madden & Jones ........ 1,000,000 
(RCA Victor Society of Great 
Music and RCA Metropolitan I i caaciectessiicshdicnsioeninoee a a es 2,000,000 - 

Opera Record Club) ............- - Maxwell Sackheim-Franklin Canadian 

Oreck ager eer “oneal Schwab, Beatty & Porter wires 220,000 Cities Service Oil Co. .......cccccceceeees a Bs WR CS Scented 200,000 

Renuzit Home Products ..............-- Philip Klein Advertising ........ Arndt, Preston, Chapin, Lamb & Ford Motor Co. of Canada (Brit- 

; ; IR ap ceeiictbicipiesiibinindinetinaiabilel th cave, Pesdeen & Ferd Teen 
RE BDI. « ccccnssseresiccercvenicncwsnionsessees Fletcher Richards, Calkins & tors and equipment, parts & 
DIA . cavciccnnnsupitinnctntnabeuinuones (IIIT in ccthisccidbessibiaiscgusniamlecnauniin 150,000 accessories, “all-product”’ or 

Revere Camera Co. (Revere & institutional advertising) ............ Vickers & Benson .00000000000.00..... 900,000 
Wellonesk cameras & Gooderham & Worts .........cc0000 Ronalds-Reynolds & Co. ........... 200,000 
SQUIPMENE) 0.22... ceeceeeeeeereeeeeneens TOR, cnccccecsscrccccccscccseccesescnsenscoee Jones, Frankel Co. and Keyes, (effective Aug. 31) 

‘ Madden & Jones ............... + 500,000 Lever Bros. Ltd. (Success line) ...... Cockfield, Brown & Co. .......... Torobin Advertising & Payeur 

Richerdeon-Merroll ae _ a, Ee 500,000 
tranol nasal medication & 7 Eo a RE James Lovick & Co. 0.0.00... Spitzer, Mills & Bates 200,000 
Sines aueal spray) Sullivan, Stouffer, Colwell Mead Johnson of Canade ............ Ee ae ee McKim Advertising ........... 

, 6 Gates... cece pe are Mother Porker’s Tea & Coffee ...... Tandy-Richards Advertising ....Crombie Advertising 150,000 

(Clearasil shampoo) sensenreneerasenetod Morse International . sisi Ruther fen Co. Washer pone | 

(Cleeresil ointment) sam erieed International a : WR BD Stickers Leo Burnett Co. of Canada ....Walsh Advertising .................. $ 250,000 
pao ty 2g ee lag ‘ingbie Rater Hane Acvartieng No previous agency ........... 200,000 (Eversharp pens and pencils) ....Leo Burnett Co. of Canada ...Ronalds-Reynolds & Co. ........ 
ionson Corp. (lig . 

QCCESSOFICS) 2.2... eeeeeeeesenenenseenenees Doyle Dane Bernbach .............. Norman, Craig & Kummel = 1,000,000 pare eel sage --her oma PID renaincsennssvecins Paul, Phelan & Perry .............. 100,000 
RUOK INC. ..........srcerrrrcrerccsersessoscesere Post & MOPr ........cceeecneeesenrereneee Firestone-Goodman Advertising Fe IE: Sildaschineonsisnlicimnancticien F. H. Hayhurst Co. oo... Foster Advertising .................... + 1,000,000 

Agency sosnnenceeeosnnnnenoeneeennt 450,000 Soleda-Shirriff-Horsey (Salada 

Sele MONOD -.---ncnnnnveneoneeeenrenscsereser Klapper Co. ....-.-eeeveceeeseseeeeeee Gotham-Viedimir .......0.c--o 250,000 I IED scssisetatinecemisaionccins Ronalds-Reynolds |. ..0.......00000... Leo Burnett Co. of Canada . 600,000 

Schealey Industries (long (Shirriff, Horsey, Junket, Made- 

FORD GOONER) ----neeoveoneenennonnnnnnnccece Mogul, Willioms & Saylor ........ Kleppner CO. «..-seescseeeeeseeeeeeen Rite and Watson’s brands) ...... Vickers & Benson ....0.000000.0.... .Leo Burnett Co. of Canada... 1,000,000 
Seteicle VG. -n-annnnveevrrnrnnnnnnnceerersssor Norman, Craig & Kummel ...... Benton & Bowles . Studebaker-Packard of Canada ....McConnell, Eastman & Co. ......Tandy-Richards Advertising 400,000 
Jos. Schlitz Brewing Co. .............. BID RE EDs. ceccesiszccccesseecs see BEE I» aatedibdatialainiaigtbiioiscaasiinis , 

Schulze & Burch Biscuit .............. -OEENEENIIO  srsscemsscoonsesaseonscnccsooces Compton Advertising 130,000 * General Electric announced last October that it would shift the account out of Ayer into Y&R, but in Jan- 

O. M. Scott & Sone Young & Rubicam Geer, DuBois & Co. ................ 1,000,000 var, said that the account would continue with Ayer. 

Ae a RR ge r-0- 150 tintin cate eae IE cacsevneeneeenecrrerveerennnnsrooens 1e0nee0 **Doyle Dane dropped the Haloid office copier account 24 hours after getting it, due to an “account con- 

Scott Peper Co. (Waldorf bath- flict’ which neither would name: (presumably Polaroid, a DDB client, which will enter the copier field). 
ean eee ren Oe Se , 

IID IN: sincsancrenpennies nilabaecaaia McCann-Marschalk Donahue & Coe ................ 750,000 ***Ward has not had an agency since 1957 when the company and Foote, Cone & Belding ended a 

Scudder Food Products ee EEE eran ee SS een ne ee ; 1,000,000 22-year relationship. 

(effective July 15) 


Wilson, Haight Adds Two 
Accounts; Appoints Two 
Wilson, Haight & Welch, Hart- 
ford, has been appointed to han- 
dle advertising for the new Asso- 
ciated Connecticut Health Insur- 
ance Companies. The group was 
formed to provide extended health 
insurance to state residents aged 


65 and over. Wilson, Haight also 
has been named to handle adver- 
tising for National Blank Book Co., 
Holyoke, Mass. Sutherland-Abbott 
formerly handled National Blank 
Book. 

Bernard Rafferty and Karl E. 
Irvin Jr.+have joined Wilson, 
Haight in account service posi- 


*Scott moved its account back to Geer, DuBois two weeks after naming Y&R. 


tions. Mr. Rafferty formerly was 
with the ad and sales promotion 
department of General Electric Co 
Mr. Irvin formerly was with J. 
Walter Thompson Co. 


IAA Issues Manual of Int’! 
Advertising Practices 
A manual of standard prac ices 


in the international advertising 
field has been issued by the Inter- 
national Advertising Assn., Hotel 
Roosevelt, New York, at $25 per 
copy. Called “International Adver- 
tising Standards & Fractices,” the 
116-page manua! is based largely 
on U. S. advertising procedures 
and is designed to promote stand- 


ardized professional practices in 
advertising throughout the world. 

The manual, which has been 
meny years in preparation, is di- 
vided into five sections: Basic pre- 
cepts, advertisers, agencies, media 
and market research. Included in 
the manual are a number of stand- 
ard contract forms. 
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E ISCALLED by many names: the boss, top management, 


head man, chief, president, vice president, treasurer, owner, 
| partner, chairman, his initials, or just plain Tom or Bill. Each 
| ad day he lives with problems and every day he’s on the lookout for 


solutions. A good executive is understanding, fair, a cajoler, coordinator, 


. arbitrator, listener, and decider. In addition he is efficient, 
1S hard-working, patient, impatient, aggressive, ambitious for himself 


and his firm. 

His constant companions are work, too little time, budgets, taxes, 
inventory, ideas, new products, production, employee relations, profit and 
loss charts, marketing, advertising, and company dollars. No one knows 


better than he the meaning of pressure. He is second-guessed, 


“ * loved, appreciated, tolerated, respected, blamed, praised, 
| kK ? understood, misunderstood, needling and needled, 
wink ; 4 Cc CU l \ Cc @ _ but never ignored. 
Pes ‘ The executive knows the loneliness of management. 
ie For there comes a time for decision. Despite all the counsel from 
associates above and below, it is he who says yes or no. He 
can’t afford to err in judgment, whether it be selection of 


personnel or the kinds of raw materials that go into the product. 
He is always responsible. 


The good executive is the voice for his company—both written 
and spoken. Thus, he is a reader, student, speaker, moderator, 
writer...as well as the subject of a speech or article. He 1s the product 
of business and means business. What he does can produce a ripple 


or tidal wave of activity. 


Although his collar is white and his shoes are polished, he 
knows the meaning of long hours and hard work. For this he has 
learned: To get a better job, keep doing a better job. That's how 
executives are made. 


With all the needs of an executive, it is not unusual to find 
most of them reading The Wall Street Journal. They rate 
The Journal “most useful” of all magazines and newspapers. 
The reason: Every business day, the news that 
changes business does change. 
And The Wall Street Journal is 
: - the only National Business Daily. 


© Dow Jones & Company, inc., 196! 
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Babineau Doane 


SUMMER SESSION—Among those attending the summer meeting of New ond group are Coley P. Doane of Julius Mathews, Boston; William 
England Newspaper Advertising Executives Assn. at Bretton Woods, Saurberg of Ward-Griffith, Chicago; Arnold Harklow of Ward- 


N. H., were Arthur F. Babineau of the Concord Monitor; Charles R. Griffith, Boston; Herbert W. Moloney of Moloney, Regan & 
Carroll Jr. of Stop & Shop, Boston; Virgil I. Conopask of the Bristol 


Carroll 


Conopask Brainerd Saurberg Harklow Moloney Carew 


Schmitt, New York; and Robert Carew of Story, Brooks & Fin- 


Press; and William C. Brainerd of the Nashua Telegraph. In the sec- 


ley, Boston. 


AWARD — Eugene 
C. Pulliam (right) 
publisher, Ari- 
zona Republic 
and Phoenix Ga- 
zette, received the 
James McGovern 
Memorial Award, 
honoring the na- 
tion’s publisher 
who has done the 
most to further 
the interests of 
classified adver- 
tising, from the 
Assn. of Newspa- 
per Classified 
Advertising Man- 
agers. The pres- 
entation was 
made by Mack T. 
Christian, Tampa 
Tribune, presi- 
dent of the group. 


Cole Milici Hull Walker 

FUTURE HOST—Harwood Hull, vp, Publicidad Badillo, San Juan, Puer- 
to Rico, is saluted as the host for the National Advertising Agency 
Network’s 1962 annual meeting next June 20-25. The group met in 
Colorado Springs this year. Members of the 34-agency network do- 
ing the saluting here are Arlyn E. Cole, president, Cole & Weber, 
Portland, Ore., and new NAAN president; Ray Milici, president, 
Milici Advertising Agency, Honolulu; and Frank deB. Walker, exec 
vp, Ronalds-Reynolds, Montreal. 


4 


TALENT HUNTERS—Quartet at Pet 
Milk Co.’s fourth annual national 
talent finals for country and west- 
ern music performers in Nashville 
were Sidney J. Wolf, president, 
Keystone Broadcasting System; 
Kenyon Runyon, account supervi- 
sor on Pet Milk at Gardner Adver- 
tising; Robert Cooper, general 
manager, WSM, Nashville radio 
station; and Robert Piggott, Pet 
Milk advertising manager. The 
competition is conducted on some 
200 Keystone radio stations. 


Wolf 


Both hold 12 cold cans of Rainier. Both will stay 
cold for hours. Which would you rather carry? 


‘Ta mw Rees (ad Ber Po 


cet ee ae tes 


COLD PACK—Sick’s Rainier Brewing 

Co., Seattle, is running this ad in 

Northwest dailies to tell the story 

of its new Cold Pack, which keeps 

Rainier beer “cold for hours” with- 

out ice. Doyle Dane Bernbach is 
the agency. 


COOL PACKAGE—Creve Coeur Wholesale Food Co., St. Louis, is pack- 

aging its Topsy’s frozen all-beef dog and cat food in new aluminum 

foil containers. The company introduced the product about a year 

ago in grocery outlets in St. Louis and in East St. Louis, IIL., and 

expects to broaden its market in the future. No advertising has been 
planned for the product as yet. 


Wonder 


Gee Burnham 
PANORAMA OF ADVERTISING—New members of the Women’s Advertising Club of Chicago 


portray adwomen of the “roaring twenties,” “sobering thirties,” “wartime forties,” 
“fabulous fifties” and “soaring sixties” in a “Panorama of Advertising,” presented at 
the club’s annual meeting honoring new members. Mary Wonder, American Photocopy 
ee: Equipment Co., shows how the Ford influenced advertising in the ’20s; Pat Gee, 
Clinton E. Frank Inc., as Little Orphan Annie, depicts the rise of radio as an ad 


Edwards 


Herron 


the show. 


Gahagan 


medium; Alice Burnham, Stromberg-Allen & Co., as an executive secretary, shows 
the rise of women in business during the war; Julia Herron, J. M. Callan Co., 
Suzanne Edwards, Aaron D. Cushman & Associates, enact the familiar tv commercial 
“Look Ma, No Cavities,” symbolic of the rise of tv; and the two robots foretell possible 
advertising of the future. Jayne Gahagan, Aaron Cushman, wrote and coordinated 


and 
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BREA 


MANAGERS: 


BREAK 


the space-buying 


ULES 


i 


INTO 


one of America’s 


hottest 


markets 
now! 


OW 


How good is business in lowa? This good: Per- 
sonal income first three months — up 7.4% com- 
pared to national drop of 0.1%. Department 
store sales first 4 months up 6% . . . new home 
construction first 3 months up 25% . . . cash 
farm receipts up 15% first three months. Every 
indicator points to lowa as one of the brightest 
spots in the nation’s economy! 


You may be dealing yourself out of this hot market by 
following an outmoded rule of space buying . . . that is, 
buying space only according to standard Metropolitan 
Area population ranking. This ranking, for instance, lists 
Des Moines (Polk County) way down the list in size of 
Metropolitan Area markets. 


But we aren't talking about Des Moines or a lifeless sta- 
tistic — because that statistic distorts the actual mar- 
keting facts. What we are talking about is the exciting 
concept of a horizontal, state-wide market instead of a 
vertical, metropolitan one. We are talking about IOWA 

. not ‘‘just another state,’’ but one of America’s most 
consistently active markets, unified by the state-wide 
coverage of one of America’s great newspapers, the Des 
Moines Register and Tribune! 


The key to it is ‘circulation coverage.’’ Truth is, with 
50% or better coverage in 76 lowa counties, Des Moines 
Sunday Register ranks No. 11 and Daily Des Moines 
Register and Tribune with same coverage in 34 lowa 
counties ranks No. 28 among Metropolitan Area markets. 


What kind of job do these papers do for you? National 
and regional chains report great successes with state- 


wide campaigns . . . Gambles, Kresge’s, Sears, Wards, 
Woolworth’s, others. Says Morey Sostrin, President, 
Younkers .. . “For many years, we have conceived of all 


lowa as our market. Fortified by the background of 
state-wide newspaper coverage by the Sunday Register, 
we established our first branch store in Ames, lowa, more 
than 20 years ago. Today, we have 15 units in lowa alone. 
While our principal unit and parent store is in Des Moines, 
it operates as headquarters for a state-wide business. 
We take full advantage of the Des Moines news- 
papers’ far-reaching selling influence throughout 
all lowa.”’ 


The customers are buying in lowa — 
now's the time to reach them. 
Now’s the time to break the 
‘‘space-buying rules’’ and 
stir up sales for you 
in record-breaking 
lowa with ‘‘The 
Hometown Paper 
for the Whole 
State of 


lowa..”’ 


DES MOINES 
REGISTER 


AND 


TRIBUNE 


| 350,000 Combined Daily — 500,000 Sunday 
% Gardner Cowles, President 


Represented Nationally by: Newspaper Marketing Associates — New York, Chicago, Philadelphia, Detroit, Los Angeles, San Francisco 
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COUNT DOWN ...cOuUnT 100 
COUNT ON ATTENTION! 


as the advertising /marketing world checks and rechecks the 
facts and figures in Advertising Age’s unique “Profiles of the 
100 Largest National Advertisers” issue on August 28. 


Call it poetic license. But we’re going to stick out our necks and say that the kind of 
excitement that count-down time produces for missile enthusiasts will be generated 
throughout the advertising/ marketing world when the count-down of the “100 Lead- 
ers” takes place on August 28. That’s the date Ad Age’s ‘Profiles of the 100 Largest 
National Advertisers” issue hits the desks of our more than 50,000 paid subscribers. 


And, what’s more, in Ad Age’s case, the initial excitement doesn’t peter out in a few 
minutes. The authoritative information on the operations and organizations of the 
country’s top national advertisers presented in Ad Age’s “100 Leaders” issue is not 


available in any other single source. It, therefore, gets analyzed and reviewed many 
times during the weeks and months that follow. 


Of course, we’re realistic enough not to claim that the white heat of enthusiasm 
that exists during the first reading of this unique editorial feature is sustained through 
the fifth, tenth or thirtieth checking. But, we fear no rebuttal in pointing out that 
this special issue of Ad Age gives its advertisers a king-size quota of exposure for a 


single insertion. 
So, you can count on it! Your sales message in Ad Age’s “100 Leaders” issue could 
be seen over and over again by the advertising/ marketing people who influence 


the purchase of markets, media and services. If you want sure-fire advertising action, 
please make your space reservation now. Closing date is August 16. 


“PROFILES OF THE 100 
LARGEST NATIONAL 
ADVERTISERS ISSUE 


Advertising Ag e 200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 


630 THIRD AVENUE - NEW YORK 17, NEW YORK 
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EDITORIAL CONTENTS FOR THE “’100 LEADERS” ISSUE 


@ Sales and earnings in 1960, compared with 1959, and an indication of the 
company’s sales and earnings trends in 1961. 


@ Total advertising expenditures for 1960 and 1959, as well as estimates 
for 1961. Expenditures will be shown for “measured media” such as 
newspapers, magazines, television, business publications, etc., as well as 
for so-called “collateral” and “unmeasured media.” 


@ A tabulation showing the advertising expenditures as a percentage of 
sales for each company among the 100 leaders. 


@ Advertising expenditures, broken down by media, for major divisions 
and subsidiaries of each company. 


@ A brief rundown on the marketing strategy and changes during the 
past year. 


Sales rank and share of the market of leading brands and product lines 
of each company. 


@ A complete listing of marketing, advertising and sales promotion 
personnel. 


@ The advertising agencies employed by the company, along with the 
products or brands served; plus the agency personnel responsible for 
each product line or brand. 


A tabulation, published in chart form, showing the 100 leading adver- 
tisers’ total expenditures in each medium and the relation of that total to 
the over-all expenditure in each medium. 


@ A chart showing percent of expenditures for measured media. 


@ An index to company “profiles,” for quick reference. 


a Shalte Urges == Conoco to Clint Frank 
BAB te Beck = ag Oil Accounts Slither 
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Lever Bros. Co. 


ae Lever Bros. Co., New York, the 


nation’s fifth largest advertiser, in-| ™ 


creased its advertising expendi- 


~ % > 7 ey 
ee bse nth 


Newspapers ................ * : 
jagasines scececeecsceccesooes 


PUBLICATION DATE: AUGUST 28, 1961 
CLOSING DATE: AUGUST 16, 1961 


waa tures 3.4% in 1959 to score a sales 2 
‘ gain of 7%. SOE RRMIO nn nnnernen ge: 
ig : Earnings showed a substantial! oi.) unmeasured 42,821,000 ¥ 5. 
“ my rise of 50% but the company is still} Total Expenditure 91,000,000 ‘@ 
s 3 not happy with this picture. It has i 
: 7 set as one of its basic goals a 5% MARKETING PERSONNEL : 
‘ [94 return on sales and last year’s net ag ——. exec vp = 
a urding, exec vp 
. ze of $15,200,000 represented only a@| pig Gaceen.. > Be 
oe — 63.7% return on volume. Addis, g on cs. 
% ~~ 
is Wesson Oil & | ADVERTISING EXPENDITURES* 
SP ” | 1959 1958 “e 
Snowdrift Co. | Newspapers $ 163,924 $2,807,230 
; Magasines 2,181,519 1,665,531 
we Wesson Oil & Snowdrift Co., Business Publications 104,100 117,000 
New Orleans, the nation’s 96th| SP. 7¥ = a 
3 largest national advertiser in 1959,| sub-Total 5,744,943 5,481,346 
,.. invested about $6,200,000 in ad-| Total Unmeasured — 455,057 568,654 fe 
S- vertising in 1959. Total Expenditure 6,200,000 6,000,000 
a : In 1960, merger was the big news | "Reported by Wesson ; 
§ for Wesson. Stockholders of Wes- —_* E> 
* son and of Hunt Foods & Indus- i pong — Rage A rg on we 
? : . as ose repo y s usua te 
ay ties inc. approved @ merger of |sources, except that Wesson’s fig- Ei * 


the two companies last June 30 
4 bp is now known as the Wes- 


pbell 
Soup Co. 


Campbell Soup Co., Camden, 
N. J., the nation’s 32nd largest ad- 
vertiser, boosted its total advertis- 
ing expenditures about 14% to 
$25,000,000 in 1959, AA estimated. 
In 1960 expenditures are running 
ahead of '59. 

The company reports that its 
total marketing expenses, includ- 
ing salaries, benefits and taxes, 
were $40,836,182, or 8.2% of sales 


American 


Telephone & 
Telegraph Co. 


American Telephone & Telegraph 
Co., New York, the 26th largest 
national advertiser, invested $27,- 
500,000 in advertising in 1959, up 
15% from 1958. 

4 AT&T, far and away the largest 
é corporate entity in the world, has 
20 subsidiaries and affiliates, which 


al 


Revlon Inc. 

Revlon Inc., New York, the 39th 
largest national advertiser, report- 
ed an advertising expenditure of 
$22,000,000 in 1959, up 16% from 
1958. 

Once again the bulk of Revion’s 
advertising went into television. 

The company continued its en- 
viable sales record in 1959, as 
sales gained 13% over 1958, and 
net earnings amounted to 9% of 
sales. Net sales for 1959 hit a rec- 
ord $124,939,712, as profits rose 


combined, virtually dominate the | 


jure for spot tv 
per ’ 


was $3,296,0c 
883,400 


10, 


ADVERTISING EXPENDITURES ; 
1958 1958 «ae 
Newspapers .............8 4,006,207 § 4,588,350. Bi 
Magazines ..... oe 7,155,760 6,180,115 + 
| Form Publications 154,749 163,342 Fe 
Spot Radice 1,400,000 Moe FF 
|Network Television 4,766,675 4,233,743 ¢ 
| Spot Television 492,000 © 272, 4 
| Outdoor 158 066 93,644 ‘ 
Total Measured 19,033,517 16,371,719 si 
Total Unmeasured 5,966,483 5,628,281 Ny 
Estimated Total = 4 
Expenditure 25,000,000 22,000,000 Bay 
i j 
| MARKETING PERSONNEL hare 
| John A. McGlinn Jr., marketing vp ‘i 
James P. Shenfield, director, product mar- ‘ 
keting 
J. F. Merriman, manager, marketing re- ey 
a bik mm 
x ex Te st 4 
ADVERTISING EXPENDITURES 4 
958 1958 ” 
Newspapers ....... ... 5,987,885 § 4,880,608 
Magasines 8,819,431 1544.06 © 
Farm Publications 504,997 48K 798 
Business Publications 550,000 471,000 
| Network Television 1,406,190 1,190,176 
Spot Television 5,636,980 4,710,800 
Outdoor 607,019 633,303 ‘ 
Total Measured 22,912,502 19,919,231 § 
Total Unmessured 4,587,498 4,080,769 
Estimated Bota! 
Expenditare ...... 27,500,0v® 24,000,000 
iF 
AMERICAN TELEPHONE F 
& TELEGRAPH CO. i 
New York : 


ADVERTISING EXPENDITURES* 
1958 1958 


Newspapers i 1,074,000 § 1,070,000 FT 
Magazines . 2,706,765 1,801,681 
Spot Radic 156,008 


Network Television 4,216,014 
Spot Television 3,284,050 
Outdoor 53,199 36,5008 


Total Measured .. 11,335,918 10,815,068 Fs 

Total Unmeasured 9,838,000 8,184,982 

Estimated Total a 
Expenditere 21,173,918 19,000,000 


'*Measered figures obtained from AA's 
usual sources, various statistical bureaus ‘ 
and associations. 


ADVERTISING EXPENDITURES** 
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Spirit Blends End 


| heading for the 2,000,000-case lev- 
| el. 


|@ Magazine advertising for 


Trend to Straights, 
’ straights fell 9.9% from $3,801,347 
‘Handbook Reports br $3,424,231. Newspaper adver- 


New York, July 5—Distilled|tising also fell, but only slightly, 
spirits sales in 1960 registered a/| fram $8,098,677 to $8,073,170. 
4.1% gain over 1959 volume, to-| Bottled-in-bond volume declined 
taling 234,700,000 wine gallons or | sharply. Following the 8.5% de- 
89,900,000 cases. However, bottling cline in 1959, they fell again, by 
did not compare favorably with 5.5%. The 1960 volume was 3,- 
the previous year, and the big 812,780 cases, as against 1959’s 
gains were made by non-whisky | 4,034,908 cases. At the same time, 
types and imported distilled spirits. magazine spending on bonds 

That was the picture presented dropped 68.4% from $1,313,886 to 
by Clark Gavin, editor, in his 1961 | $415,403. Likewise, newspaper ad- 
Liquor Handbook, published by | vertising fell from $1,708,271 to 
Gavin-Jobson. Pointing out that | $530,418. 
bonds continued to decline, and 
that blends and bourbons merely | stepping up combination adver- 
marked time, he said, “Something |tising for straights and bonds. 
of a problem is thus posed for|Magazine spending rose 13.6% 
American whiskies, the industry’s | from 1959’s $5,939,784 to $6,748,143. 
great mass-sales products, and the| The top brand spender was Na- 


1961 record will be closely|tional Distillers’ Old Grand-Dad, | 


watched.” | with $1,617,937. Old Crow headed 


Distillers offset this decline by | 


Little change was registered in| White Horse, spending $821,442. 
the U.S. gin market. Sales were|Newspaper budgets also were 
estimated at 8,007,888 cases, a 2.5% | hiked, from $3,285,007 to $3,509,- 


rise over the 7,815,201 cases in 
1959. However, “In 1960, for the 
first time, there was some tangi- 
| ble evidence that vodka gains were 
| being taken at least partially from 
| the gin category,” the annual said. 
Magazine advertising for gin 
|dropped 8% from 
$3,028,602. Newspaper investments, 
| however, rose to $3,183,974 from 
1959’s $2,643,795. Gordon’s gin was 
|top spender in both categories, 
| with $846,089 in magazines, and 
| $831,309 in newspapers. 
| Seotch whisky consumption to- 
| taled 7,912,287 cases, a rise of 8.5% 
over 1959. “While the rate of gain 
| was slightly below the 11.3% of 
_ 1959, there is no reason whatso- 
| ever to foresee the approach of a 
| ‘ceiling’ on Scotch sales,” the 
| Handbook said. 


|@ Magazine spending on scotch 


$3,292,896 to) 


In a rundown of product cate-|the list in newspapers with $1,-| jumped 17.6%, from $6,230,948 to! 


gories, the Handbook reported for | 308,464. 
the second year that the spirit | 


| $7,328,070, with the brand leader, 


777. Top spender there was Cutty 
Sark, with $672,809. 

Canadian whisky sales rose 
6.4%, with 1960 volume estimated 
at 4,864,748 cases. “Somewhat sur- 
prisingly,” magazine investment 
dropped 1% to a 1960 figure of 
$3,570,502. Canadian Club headed 
the list again, spending $1,874,671. 
There was also “a notable increase” 
in newspaper spending, the figure 
going from 1959’s $2,737,133 to 
$3,395,508. 

Most rapid climber once again 


was vodka, registering a 9% in-| 


crease last year. The 1959 volume 
was 6,256,676 cases, and the 1960 
figure, 6,818,891. This steady rise 
followed the 17.2% increase in 
1959. Both magazines and news- 
papers benefited, magazine ad- 
vertising rising 1.8% to $1,938,467, 
and newspapers going to $2,575,- 
847 from 1959’s $2,363,634. 
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headed the list with $1,350,891 in 
magazines and $1,185,273 in news- 
papers. 

"Way down the line, bottled cock- 
tails enjoyed their best sales year, 
with national sales rising 27.2% 
to 409,399 cases. Magazine spend- 
ing rose 21.6% from the 1959 fig- 
ure of $308,840 to $375,529, ac- 
cording to the Liquor Handbook. + 


F&S&R to Open Boston Office 

Fuller & Smith & Ross, which 
for 18 months has had a service of- 
fice in Boston, will open its eighth 
office at 607 Boylston St. Aug. 
1. Robert J. McMahon, vp and di- 
rector of marketing in Pittsburgh, 
will be vp and manager of the Bos- 
ton office. 


Adams Joins WBKB, Chicago 
Robert F. Adams, formerly as- 
sistant sales manager of WABC- 
TV, New York, ABC-TV’s flagship 
station, has been named to the 
newly created post of director of 


‘sales for WBKB, ABC-owned tv 
s Smirnoff, the perennial leader, | 


station in Chicago. 


blend decline was halted, and | 
sales showed a slight increase. The | 
1960 figure was 27,848,872 cases, | 
or 0.9% above 1959. The brand | 
leader was Seagram’s Seven) 
Crown, with an ad investment of | 
$2,087,957, followed by Calvert Re- | 
serve (the 1959 leader) with $1,-| 
403,487. Newspaper advertising for | 
blends dropped to $11,959,576 from 
1959’s $12,499,766. 
s For the first time in many years, 
straight whiskies (almost exclu- 
sively bourbons) failed to make a 
decisive gain. Total estimated sales 
were 22,660,512 cases, a 2.4% rise 
over the 22,129,055 cases in 1959. 
However, the whisky volume was 
“artificially” diminished by about 
1% through the large sale of half- 
pint “whisky cordials” in New | 
York. “In everything but name, 
these products are whiskies,” the 
Handbook said. | 
A feature of the year was the) 
blurring of the old line of distinc- | 
tion between straight and blend | 
houses. Hiram Walker, for in- 
stance, traditionally a blend house, | 
saw its Ten High straight whisky 
become the fastest-gaining whisky 
in the U.S. Among the straights, | 
however, National Distillers’ Old 
Crow, selling well over 2,000,000 
cases, was the out-and-out leader. | 
At the same time, Early Times, 
Ancient Age and Jim Beam were 


HE CAN 
HELP YOU 


Barney Kingston, Merchandising Direct 


Don’t be fooled by the “outlet map” on 
your wall! ee ane Ge 0 eS ee ee 
uct in stores—it’s quite to move it. 


; NOW! 
GREATEST IN THE NATION! 


listeners per quarter- 


other station of the 


and agency execu 
tives often amazed to learn how easy and 
inexpensive it is to move merchandise 
through modern direct selling—in ALL 
counties of the 50 states and in the 
inces of Canada 


Let us analyze your product or service 
without obligation on your _ if your 
product has potential in our field, we 
submit 35-year sales-tested plan for con- 
sideration; sample plan starts 50 new 
companies every month many of 
which now do from $250,000 to more than 
$12%% million annually 

Send factual data to our Merchandising 
\ . Dept. P-120, 
Salesman’s OPPORTUNITY Magazine, 850 
North Dearborn Street, Chicago 10, Ill. 


prov- 


TOP ACCEPTANCE! Check any market in the nation—even such giants as 


New York, Chicago and Los Angeles. You won’t find a station of the CBS Radio Network 
that matches the enormous WCCO Radio audience—60,000 in-home families per quarter-hour. 
What’s more, this is a far bigger audience than that of all other Minneapolis-St. Paul stations 
combined (59.2% share of audience)! It’s yours to sell at the Twin Cities’ lowest cost-per- 
thousand—less than one-third the average of all other stations. Great record . . . great buy... 
with great acceptance! 


Source: Nielsen Station Index/6:00 AM-Midnight, 7-day week. Latest reports available as of July 1, 1961. 
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Zale Jewelry Chain Spends $400,000 for 


‘Friendly’ Direct Mail, 


Datias, July 5—‘“Direct mail 
has to do a very successful job of 
selling, and it does it for us.” 

That’s a statement by Jim Wil- 
son, vp and advertising director of 
Zale Jewelry Co., whose 210 retail 
stores in 33 states across the na- 
tion reportedly make it the largest 
jewelry retailer in the world. 

In his talk on direct mail as a 
sales tool before the Dallas Ad- 
vertising League, Mr. Wilson said 
that the Dallas-based company in 
1949 had 26 stores. He credited 
direct mail for a large share of 
Zale’s success. 

Last year Zale spent about $2,- 
500,000 on advertising. Of this sum, 
$1,800,000 was spent in newspa- 
pers, and $400,000, or 16%, for 
direct mail. Usually 20% to 22% 
is budgeted for direct mail. 


= Most of the pieces represent an 


outlay of $40 per 1,000, including | 


Finds It Pays 


$25 postage cost, Mr. Wilson said. 
The most expensive pieces cost be- 
tween $80 and $90 per 1,000.-Com- 
pared with a cost of $2.50 to $4.50 
per 1,000 for b&w newspaper ad- 
vertising in a 200,000 market, or 
$4.75 to $5.25 per 1,000 in maga- 
zines with 7,000,000 circulation, 
direct mail, despite its higher cost 
per 1,000, does a profitable selling 
job, Mr. Wilson said. 


s He said that Zale uses it for 
four reasons: 

1. It lets Zale be selective and 
reach specific customers in speci- 
fic areas. 

2. Selling can be lasting in a 
direct mail piece. The average 
mailer has a life span of about 
three weeks. 

3. Direct mail can sell with 
warmth, friendliness and person- 
ality. 

4. Special sale inducements can 


be offered to special .people—in- 
active accounts, for example. 

Mr. Wilson said that present 
customers of the company are the 
best prospects. “On occasion we 
try to plow up new customers by 
mail, and have selected them by 
occupant, postal zones, economic 
groups and saturation. Best results 
have come from telephone direc- 
tory lists,” he said. 


= The copywriter plays a strong- 
er part in direct mail than in any 
other medium, he said. Direct mail 
is the copywriter’s dream but it is 
the production man’s headache, as 
special techniques are required, he 
added. Direct mail resembles the 
feature story approach in newspa- 
per writing. The opportunity to 
glamorize is there. Copy should be 
warm and friendly and point up 
benefits. Above all, it should make 
|the customer feel important, Mr. 
Wilson said. 


who drop in, call for the store man- 
/ager and thank him for sending 


them the mailing, or apologize be- 
cause they can’t buy the merchan- 
dise advertised at that time, or 
complain because they didn’t re- 
ceive the mailing. 

Mr. Wilson recommended the 
use of the word, “I,” only when it 
will contribute something construc- 
tive, as in, “Come in, and I will 
personally show you this item.” 

Zale uses a lot of envelope en- 
closures—three or four, at least— 
in every mailing. Item promotions 
usually take the form of an 11x17” 
mailer, whose first page is a 
letter explaining the offer, center 
spread is occupied by the mer- 
chandise item, and back page is 
devoted to an unrelated item. This 
last he termed a “postage payer.” 


s Zale sold diamond rings, and 
plenty of them, he said, by mail 
by including a card with ring sizes 
cut out so the customer could put 


| her finger in it and order by mail. 
| He said that Zale has customers | 


“Back up your presentations 
with sales clinchers,” Mr. Wilson 
urged. An assurance of a guaran- 


RADIO 


Minneapolis » St. Paul 


eeomumed »y CBSRADIO 
tn Bae) 


Northwest's Only 50,000-Watt 1-A Clear Channel Station 


BLACK FOU—B. F. Gladding & Co., 
South Otselic, N.Y., fishing line 
and tackle manufacturer, will in- 
troduce its Jet Chef black-one-side 
cooking foil in this display box this 
summer. It is Gladding’s first cook- 
ing product. Geyer, Morey, Madden 
& Ballard is the agency. 


tee must have real meaning in it. 
You can only kid yourself, not the 
public, in today’s economy, he told 
his audience. 

The work of the Zale direct 
mail program is divided between 
Zale’s advertising staff and Sam 
Bloom Advertising Agency, Dallas, 
which handles the Zale account. 
Zale’s advertising and pr division is 
composed of a staff of five, Mr. 
Wilson said. + 


Markoa Opens Offices; 
Names Phillips President 


Markoa Corp., a new national 
marketing-management company, 
has opened offices at 36 S. Wabash 
Ave., Chicago. Van L. Phillips, 
former president of Phillips Mar- 
ketways, now a division of Mar- 
koa, has been named president, 
and Val J. Williams, private con- 
sultant and former vp, marketing, 


| Spector Freight System, has been 


named exec vp and general man- 
ager. Markoa, which is in the proc- 
ess of acquiring prominent 
independent sales-marketing con- 
sulting service companies in key 
market areas, has branch offices 
at 331 Madison Ave., New York, 
and at 400 Montgomery St., San 
Francisco. 


Gabrielsen Joins Cattle Club 
Helmik Gabrielsen has resigned 


as advertising manager of Fore- 
|most Dairies, San Francisco, to be- 
|come promotion director of the 
| California Guernsey Cattle Club, 
Sacramento. No successor has been 
|named at Foremost. 


Here’s the Medium 
That Gets Results 


| 
| 


In the rich three-county mar- 
ket of Southern New Jersey, 
it’s the PRESS with a phenom- 
enal increase in circulation 
that more than matches the 
rapidly expanding population 
growth of the area. 


Atlantic City Press 


Southern New Jersey’ 
“Good Morning” Newspaper 
ROLLAND L. ADAMS, President 


SCOLARO, MEEKER & SCOTT, Inc. 
National Representatives 
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Walker Opens Own Shop 


Ellis Walker, former director of 


Tap this source 
of big business. 
Advertise every 
month. 

SEPTEMBER ISSUE CLOSES JULY 20 
Orders and sample copy requests to 
ANGELA M. CRAWLEY & STAFF 
National Advertising Representative 
28 E. Jackson Bivd. Chicago 4 
Telephone HArrison 7-7176 


NATIONAL CATHOLIC FAMILY MAGAZINE 


video and audio product news for | joined Thomas C. Wilson Adver- 
Ampex Corp., has opened his own | tising Agency, Reno, as public re- 
publicity and product information | lations director and account ex- 
service, Ellis Walker Productive | ecutive. 
Communication, with offices at 61 
Renato Court, Redwood City, Cal. ‘Reporter’ Boosts Rates, Base 
The Reporter will raise its circu- | 
Taft Buys Bowling Alley lation guarantee from 150,000 to | 
Taft Broadcasting Co., Cincin- | 170,000, effective with its Jan. 4, 
nati, has diversified its business | 1962, issue. One-time page rates 
activities by buying Brentwood | will go from $1,150 to $1,375 for 
Bowl, a 32-lane bowling empori- | b&w, and from $1,725 to $2,075 for 
um located in a Cincinnati suburb. | four-color. 
The purchase price was more) 


than $1,000,000. | Otte Bruno Joins Glaser 
Otto G. Bruno, formerly art di- | 
Armbruster Joins Wilson rector of the Courier-Times, Lev- 


. ese Stern Dumont Keller Wallace Bernardini 
Robert Armbruster, formerly on ittown, Pa., has joined Bernard 


the public relations staff of West- Glaser Associates, Bristol, Pa., as NEW OFFICERS—Jack Wallace, Sunset Magazine, has been elected 
ern Electric Co., New York, has art and production director. president of the Northern California chapter of Alpha Delta Sigma, 
—. for 1961-’62. Bern Bernardini, 


“Classified 
Advertising: | 


_ INDEX OF 
- READER 


When hardwaremen advertise to hardwaremen... oy emer fae me 


IT’S HARDWARE AGE 3% 10 1! ee 


|formerly with Grey Advertising, 
was elected vp; Hans Stern, 


These 9 Features of Guild, Bascom & Bonfigli, treas- 


pit 1118S : urer; and Jerry Keller, Botsford, 
hardware OS 


= HARDWARE AGE’S Constantine & Gardner, secretary. 


Bill Dumont, formerly with Full- 
MA P er & Smith & Ross, is the out- 
going president. 


Marketing Assistance Program 


¥ Plan to, 
pr Aas, Che. 


iP 


f0N 
ew ASTED 


re a sie sce help increase sales TV Sponsors Not to 
: ical es : ~ i: ’ NATIONAL SURVEY. A scientific Blame for Program 


sampling of 40,000 hardware stores. 
Covers 224 hardware products in 


nine categories. Shows total retail Decline: Pat Weav er 


and average sales volume. Percent New York, July 5—It’s the net- 


“—o7 eo of stores carrying each product. : 

<r ee ee aoe Stusnber of brende carted 6nd whale works, not advertisers, who are 
ok. Ste . é purchased. responsible for the decline in tv 
ae ore programming, according to Syl- 
Z : CHILTON RESEARCH . | vester L. (Pat) Weaver Jr., chair- 
RETRO. MICMIG AS ten 1s : SERVICES. The Chilton Company man of the board of McCann- 

et Sor ever ot research department is available — Erickson (International). 
Soe Pe Le ss ia for @ reasonable fee—on an inde@® = Reminiscing about the time from 
Brena Doe a sina euw aes Ant. Chestnst 4 seth St. pendent, fully confidential basis to 1949 to 1956 when he was the pres- 


manufacturers, agencies and others : % 
aie ucting market and product | ident of NBC-TV, Mr. Weaver told 


; the FCC committee conducting 

‘ | hearings on network programming 

GEMERAL COUNSELING FROM | in the U. S. district court here last 

a HARDWARE AGE STAFF. The j$€+(« week that he and other network 

& STOR ae, ss , ; marketing experience and knowledge | executives, “who knew show busi- 


all 
Ae : 5 ee of the Hardware Age organization is 
eg - Pies, Kean at your service. Advice on such key 
on to / s problems as cataloging, pricing, dis- 
counts and distribution. 


|ness, who knew advertising and 
| who knew communications, were 
|} able to solve the problems of get- 
| ting more and more revenue to put 
|on better and better shows for larg- 
er and larger audiences. 


| 
be “The change in television,” he 


Sa a ay 


VERIFIED LIST. The most com- 
plete list of hardware whelesalers | 
in the industry. includes names, 
addresses, territory covered, lines 


handied and buyers for 531 general said, “has come about because in 


| the interaction of the elements in 
| the business, there is not enough 
| fighting for better things with in- 
telligence based on experience and 
knowledge. 

“Advertisers have never been 
more than a slight influence on 
programming since television re- 


SS eA Ron's 


— 
CENSUS OF RETAIL 


* 


all 40,000 known hardware retailers | 
broken down into volume groups by | 


ISN’T THIS TRUE? You want to invest as appeared in both other magazines __ states. Census maintained a 7” | ally got under way. The belief that 
your hardware market advertising money combined. Be seed Se ae ™ \the advertiser is the ‘heavy’ in 
so it carries your sales and product story Compared with the No. 2 magazine, * ee . “ed | what we see on the screen is 
to the audience that can and will do the Hardware Age also leads in total circula- «RESEARCH AND PROMOTION 4 — said. aded that d 
best job for you. tion... carries 54% more total advertis- _ - MAILING SERVICES. Keyedtothe x. weaver & at no ad- 

The way to do that is to concentrate in ing — 212% more when only exclusive fe be Age — of pe yetron : § ee tern goer 
the trade’s leading publication: Hardware advertising is considered. It is the choice complete, uptodate lists in the | of friends.” He said agencies must 
Age. Because Hardware Age is a many- of 48% more advertisers — 169% more business. © | spend their clients’ money on buys 
times leader. exclusive advertisers. |) | that make the most sense among 

Let’s consider one often-overlooked Its Census of Hardware Dealers per- cee eae e — pari. 5 | those available to them. “But,” he 
category: the Classified advertisements. : F . . numsen. : » | said, “they cannot buy time and 
These id for by hard th mits concentration of circulation among een ee SS See, ie program the networks, so their re- 
selves ‘Certainly, o teste attic aaa = ajor and Progressive Intermediate — > gh gem: pened ‘ae sponsibility is smaller than it might 
zine they read most And they spend lers. It reaches nearly every whole- brand names. be. The talent agents and program 
their advertising dollars in the magazine saler and provides intensive coverage of companies do what the buyer 
where they expect the most action the 61.7% of store units that account for MERCHANDISING SERVICES wants, and the buyer is the net- 

an” y Pe.” E o7 s it is th l Promotions by Hardware Age adver- work.” 

So it is significant to note that out of 89.7 7 of retail sales. And it is the only tisers can be supported with such 
the 1,282 classified advertisements ap- national hardware publication for which leome as teer sheet folders, post = Mr. Weaver predicted, however, 
pearing in the three national hardware every reader voluntarily pays for his sub- cards, bookmarks and easels. | | that television will improve be- 
magazines during 1960, 77.3% appeared _ scription. Shouldn't you be profiting from cause of the “public outcry in the 


in Hardware Age — 3% times as many advertising in Hardware Age? Gis media buyer: readership studios, 


MEDIA HELP. Helpful material for last few years, because of the in- 
creasing knowledge and bitterness 


page sales analyses and a Planning of many artists who have not been 


Guide giving valuable information on 


2 : 5 given a place to work in television, 
Your advertising will meet ee renee: _ | because of the interest of the FCC 


More 


| and Chairman Minow’s declaration 


| that the public that owns the air 
HARDWARE AGE |can be considered in the future as 

/an interested party.” # 

Louisville Adclub Rejoins AFA; 


A Chilton ® Publication Three Advertisers Join 
The Advertising Club of Louis- 
@ Member NB P| ville Inc. has voted to reaffiliate 
with the Advertising Federation 
Chestnut and 56th Street of America. Advertisers who have 
Philadelphia 39, Pa. recently joined the AFA are Phil- 
co International Corp., Remington 


Rand Systems and Lennox Indus- 
tries. 


Eager Readers in 
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Advertisement 


Advertisement 


Inquiries: a boon ora burden? 


Some companies say: “The value of our inquiries is dubious.” But in one market 
(the market for home-building products, furnishings and services), more and more leading firms are using an exciting 


The Prime Function 
of Inquiries 
Is Often Neglected 


Offers of “further information” are a 
routine part of most advertisers’ efforts. 
But more and more, they’re used for test- 
ing ads and media . . . less and less for 
locating qualified prospects. Why? Aren’t 
people who show interest in a product 
still worth cultivating? Isn’t detailed lit- 
erature — in their hands at the right time 
— still the most effective sales tool short 
of face-to-face selling? 

Few people will disagree. 


High Costs and Low 
Quality Are Blamed 


But, many ad and sales managers com- 
plain that the usual low level of inquiry 
quality does not justify the cost. The costs 
are easy to measure. The quality is almost 
impossible to measure. But when sales- 
men neglect inquiry leads, or treat them 
as a nuisance, or complain about wasting 
time on unlikely prospects, there’s obvi- 
ously a quality problem. 

What’s more, the problem often persists 
in spite of shrewd media and list selection 
...in spite of more selective appeals. The 
real problem, it seems clear, is that a large 
part of the effort to get inquiries is wasted 
on people who aren’t raally in the market 
at the moment. 


Inquiry Value Depends on 
Reaching the Right People 
at the Right Time 


The problem is especially severe for 
companies who sell to the custom-built 
home market, where an individual pros- 
pect is to be found only once or twice in 
his lifetime. How can you know who’s in 
the market at a given moment? How can 
you reach such people at the lowest pos- 
sible cost? 

More and more companies have found 
the answer in the GUIDE TO HOME- 
PLANNING LITERATURE, distributed 
by F. W. Dodge Corporation. 

Dodge recognized that conventional 
media and conventional mailings offer 
limited selectivity, questionable timing 
and little quality control over inquiries. 
Ideally, prospects ought to be identified 
on an individual basis, rather than an 
audience basis. Each prospect should be 
reached during his own active planning- 
buying period. If this could be done effi- 
ciently, individual offers, properly timed, 
could do more good than mass advertis- 
ing, at a fraction of the cost. 


Could such people be identified in large 
numbers, and at low cost? 

Dodge had the answer to this question, 
right in its own organization. 


How Qualified Prospects 
Can Be Pinpointed 


Dodge is the nation’s leading source of 
construction news. It maintains an army 
of trained reporters—over 1000 of them— 
to uncover timely, accurate data on new 
building activity. With this intelligence 
network to start with, Dodge devised a 
system to help companies pinpoint their 
ripest prospects in the $2-billion custom- 
home market. 

These prospects are especially impor- 
tant because they build and buy to suit 
themselves. They specify what they want. 

They spend an average of 35% more 
than people who buy from merchant 
builders. They set trends. 


The Guide To Home- 
Planning Literature 


Here’s how the system works: 
1) Commitment. Mr. X takes positive 
steps toward building his home — a home 
that’s going to require materials, equip- 
ment, furnishings, insurance, etc. He buys 
property ... retains an architect ... gets 
a building permit . .. or commits himself 
in any of several other ways. 
2) Identification. A Dodge Reporter — 
making regular calls on architects, con- 
tractors, building officials, etc. — learns 
of Mr. X’s activity. 
3) Screening. The Reporter verifies the 
information on Mr. X, and others like 
him, and sends their names back to Dodge 
headquarters every day. 
4) The Dodge Guide To Home-Planning 
Literature is mailed to each of these 
qualified names. This is a brochure which 
describes and offers the literature of com- 
panies that sell to this lucrative market. 
5) Expressed interest. Prospects read the 
Guide ... then request literature on the 
particular products or services they're 
interested in for their new homes. They 
are now Positive Prospects. 
6) Delivery. Dodge receives these requests 
daily, immediately sends each participat- 
ing firm just those requests for its litera- 
ture, on convenient gummed labels. 
7) Contact. The participating firm uses 
these labels to send its literature to its 
respondents, with information on where 
to buy. Thus, the company’s most effec- 
tive promotional tool gets directly into 
the hands of its best current prospects. 
And their names get into the company’s 
“action” file. 

Hundreds of custom home-planners 


new technique that insures the quality of the inquiries they receive. 


enter the market daily. This unique plan 
can put an offer of your sales literature 
in the hands of each such prospect as he’s 
identified by Dodge ... at the moment of 
peak interest... at the very time he’s most 
likely to be influenced in your favor...for 
about the cost of a postage stamp apiece. 


A History of 


Impressive Results 


The “Guide Plan” was first tested in 
1958. Every one of the dozens of com- 
panies which took part received literature 
requests at a rate exceeding 2000 per 
year, many at a rate of 10,000 to 20,000 
per year or more. 

With results like these — all from 
Positive Prospects — Dodge put the Plan 
into full operation. Its early promise 
proved to be justified. The table below 
shows the number of -inquiries at annual 
rates currently being received by some 
participating firms: 


FIRTH CARPET COMPANY 15,200 
THE FORMICA CORPORATION 12,600 
THE FLINTKOTE COMPANY 6,700 
UNITED STATES PLYWOOD 10,000 
AMERICAN OLEAN TILE COMPANY 12,500 


These figures are the pay-off. Especially 
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F. W. Dodge Corporation 
Dept. ADA 71, 119 W. 40th St., New York 18,N. Y. 
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when you remember that each represents 
a steady, day-by-day influx of the high- 
est-grade inquiries at low cost. The many 
firms which have made a point of follow- 
ing up and checking out these leads testify 
to their quality. They handle these in- 
quiries, not as a necessary nuisance, but 
as a continuing stream of opportunities 
for profit. 

And the list of participating firms con- 
tinues to grow. Below are the names of 
some of the companies that have recently 
joined the Plan: 

FRIGIDAIRE—Division of General Motors Corporation 
GENERAL ELECTRIC COMPANY 

KITCHENAID DISHWASHER — Hobart 

THE MOSAIC TILE COMPANY 

ROBBINS FLOOR PRODUCTS, INC. 

ALBERT VAN LUIT & COMPANY 

WESTINGHOUSE ELECTRIC CORPORATION 

Of course, the companies using the 
“Guide” don’t expect it to replace their 
promotion in conventional media. But be- 
cause of its rifle-shot accuracy, it deserves 
top priority in budgeting for sales pro- 
motion. Doesn’t make much of a dent in 
budgets, either. 

If you’d like more information, write 
to: Guide to Home-Planning Literature, 
F. W. Dodge Corporation, Dept. ADA71, 
119 West 40th Street, New York 18, N. Y. 

Standard agency commissions apply. 


GUIDE TO 
HOME-PLANNING 
LITERATURE 
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Top Food Advertisers Boosted TV Ad 


Outlays Substantially in ‘60: TvB 


New York, July 5—Television, 
already the dominant medium for 
national and regional food com- 
panies, picked up even more adver- 
tising support from this category 
in the first quarter of 1961, ac- 
cording to the Television Bureau of 
Advertising. 

The top 20 food and grocery ad- 
vertisers all put a major portion 
of their measured media budgets 
into tv during 1960 (see table). 
These companies increased their 
over-all ad expenditures by 3.4% 
last year, but their tv spending 
went up 5.7%, and their gross tv. 
time outlay jumped nearly 10%, 
during the first quarter of this 
year (see table this page). 

Network and spot time billings 
for the classification went from 
77,000,000 for the first three 
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months of 1960 to $81,000,000 for 
the corresponding period this year. 
TvB estimated that talent costs 
would bring this classification to 
the $1,000,000-a-day level. 


@ The food and grocery classifi- 
cation, by the bureau’s definition, 
takes in food products and grocery 
store billings. It excludes many 
products sold in grocery stores, 
such as beer, soft drinks, pet foods, 
tobacco, soaps, cleansers, waxes, 
etc. 

The bureau noted that 1960 was 
a good year for the biggest spend- 
ing food companies, with the top 
20 enjoying an average profit in- 
crease of 8% over the returns for 
1959. 

Heaviest budgeted items in this 
category were (1) coffee, tea and 
food drinks, (2) cereals, and (3) 
baked goods. + 


Samsonite, Fashion Designers 
Join in 11-Page ‘Bazaar’ Ad 
Three fashion designers and a 
luggage manufacturer will co- 
sponsor a 1l-page ad in the Sep- 
tember Harper’s Bazaar. Called 
“Fashion in Motion,” the ad pro- 
motes Samsonite luggage, manu- 
factured by Shwayder Bros., and 
fashions by Helga, Lilli Ann and 
Zelinka Matlick. Theme of the 
pages is that America’s lady is on 
the go, and her travel case is as 
important an accessory as her 
=r 

More than 50 stores will tie in 
with the promotion via fashion 
shows and store window displays 
featuring the luggage with the 
fashions. Grey Advertising Agen- 
cy, Samsonite’s agency, is han- 
dling. 


NBC Sells Durante, Baseball 

U.S. Brewers Foundation, New 
York (J. Walter Thompson Co.), 
will sponsor an hour color special, 
“The Jimmy Durante Show,” on 
NBC-TV, Aug. 9 at 10 p.m. (EDT), 
celebrating the comedian’s 50th 
year in show business. NBC’s tele- 
casting of major league baseball’s 
two all-star games, July 11 and 31, 
will be co-sponsored by Gillette 
Safety Razor Co. (Maxon), 
Chrysler Corp. (Leo Burnett Co.). 
General Mills (Knox Reeves Ad- 
vertising) will back a 15-minute 
program, narrated by NBC sports- 
caster Lindsey Nelson, preceding 
each game. 


Advertising Age, July 10, 1961 


Leading Food Company Advertisers 


Total Measured Advertising* 


1960 1959 1960 
eae $ 65,084,760 $ 60,358,624 $ 37,164,388 
7 ae 29,958,422 30,229,439 17,221,517 
ME MIN ooicsscenscensctcneictases 22,738,452 22,015,870 9,742,461 
PIII Sek sacclsihdn ks edpactbbebcasaseasece 20,855,832 21,766,988 15,695,586 
5. Campbell Soup 20,527,544 17,633,517 6,568,140 
6. Standard Brands ...............0..00 18,264,839 16,704,212 10,364,220 
7. National Biscuit . 16,202,617 14,485,927 11,669,252 
8. Corn Products 15,516,583 15,058,780 7,079,906 
9. Quaker Oats 13,974,656 12,874,600 5,384,844 
10. Hunt Foods & Industries .......... 13,206,077 8,088,243 6,530,630 
Be NI celta a dicctecusisaniessnencies 12,845,744 15,753,965 8,774,420 
Mae I Gy Be ins ccscceceencssccasins - 11,482,057 10,704,716 4,948,360 
a I st tcccitauntiohtceocesatunsn 11,100,697 8,955,385 3,295,210 
14. Continental Baking .................... 10,463,158 14,842,138 6,473,117 
VS. Relate Purine ............cccccccccccs.s., 9,390,519 8,917,806 6,742,580 
ey MINNIE iasiccisincininscussisicicaceresnaecie 8,852,562 8,773,096 5,065,407 
17. H. J. Heinz 7,370,130 7,251,019 3,009,011 
Ee a nen 7,363,500 11,102,475 1,417,300 
19. Beech-Nut Life Savers 7,000,588 7,264,227 6,039,477 
20. California Packing ....... 6,239,428 4,745,378 1,088,209 
Pe eres, eae $328,438,165 $317,526,405 $174,274,035 


Television Billings** 


Per Cent Television 


1959 1960 1959 
$ 35,489,721 57.1% 58.8% 
16,156,947 57.5 53.4 
7,922,187 42.8 36.0 
13,442,861 75.3 61.8 
5,258,735 32.0 29.8 
10,389,550 56.7 62.2 
9,730,022 72.0 67.2 
8,747,887 45.6 58.1 
4,669,746 38.5 36.3 
2,936,200 49.5 36.3 
6,934,594 68.3 44.0 
5,890,528 43.1 55.0 
3,128,964 29.7 34.9 
11,582,615 61.9 78.0 
6,222,860 71.8 69.8 
3,225,438 57.2 36.8 
2,875,530 40.8 39.7 
4,450,906 19.2 40.1 
5,476,210 86.3 75.4 

321,500 17.4 6.8 


$164,853,101 


Newspapers, general ond farm magazines, business publications, outdoor and television expenditures compiled by Advertising Age 
**Source: TvB figures from Leading National Advertisers, Broadcast Advertisers Reports, and N. C. Rorabaugh Co 


Top 20 Food Advertisers in Network and Spot TV 
for First Quarter 1961 and 1960 


Source: Television Bureau of Advertising 


- 


< 


First Quarter 


1 


Gross Time Expenditures 


First Quarter 


961 1960 


First Quarter First Quarter 


1961 1960 
1. General Foods .................... $ 9,685,931 $10,140,658 12. Armour & Co. coc $ 1,537,970 $ 1,395,390 
2. General Mills ..............0000... 6,063,044 4,253,913 Se Sener 736,530 1,191,850 
3. National Dairy .................... 2,544,353 2,465,278 14. Continental Baking ............ 2,465,965 2,310,165 
II. Alaiieteesses cintaceeivnesaines 3,813,948 4,464,856 15. Ralston-Purina 2,056,450 1,716,340 
5. Campbell Soup 2,420,630 1,627,895 16. Carnation ............. 1,529,558 1,208,616 
6. Standard Brands .... 2,217,930 3,763,338 17. H. J. Heinz 898,737 744,790 
7. National Biscuit 3,192,295 eee 168,170 322,760 
nae 2,913,103 1,565,255 19. Beech-Nut Life Savers ........ 2,062,880 1,494,340 
i, FE HII arcacicsiscccccscssccsts 2,156,013 1,778,498 20. California Packing .............. 66,250 270,570 
10. Hunt Foods & Industries .... 1,894,790 1,837,770 WUE -elbttibckitbatbpcetbcdarivhanssaiecsens $51,416,526 $46,916,216 
NONE IIIT Mcivciihicibesitcnalpeasiontinnsove 2,991,979 1,567,608 Par Cent CHORGO ....cccccccscssese +9.6% 
Western Buys Nemethy-Davis Food, Grocery Makers Boost E. G. HINES 
Western Publishing Co., Racine, Magazine Expenditures SEATTLE, July 5—E. G. (Jerry) 
Wis., has purchased Nemethy- | Food and grocery manufacturers Hines, 42, vp of Bozell & Jacobs, 
Davis Co., Detroit. The company 


will continue to operate under the 
Nemethy-Davis name as a wholly- 
owned subsidiary of Western. No 
changes in management or person- 
nel are anticipated and the com- 
pany will continue to concentrate 
on sales promotion and merchan- 
dising activities. Western has con- 


|solidated its New York offices in 
ithe new Western Publishing Bldg. 
and | 


at 850 Third Ave. 


Morrison-Waldron Adds One 

A. B. Murray Co., Elizabeth, 
N. J., has named Morrison-Wald- 
ron Associates, Plainfield, N. J., to 
handle its advertising. 


WAVE-TYV viewers use 
28.8% more GAS and OIL 


—because they drive 28.8% more miles, 
in 28.8% more cars, trucks and tractors! 


That’s because WAVE-TV has 28.8% more 
viewers, from sign-on to sign-off, in any 
average week. Source: 


CHANNEL 3 ® MAXIMUM POWER 


THE KATZ AGENCY, National Representatives 


N.S.L., Dec., 1960. 


LOUISVILLE 


increased their advertising expend- 
itures in magazines last year by 
9.9%, while slicing newspaper and 
television budgets. Nevertheless, 
spot television remained the largest 
food and grocery ad medium. 
Measured expenditures totaled 
$229,610,000, a 4% drop from 1959. 
The magazine expenditure was 


$126,381,000. Biggest percentage 
drop, 15.3%, was in newspaper 
supplements, where expenditures 


of $33,869,000 were recorded. 
Newspaper expenditures de- 
clined 4.3% to $150,699,000 and 
network television expenditures 
dropped 3.1% to $199,142,000. 
These figures are from the annual 
brand-by-brand analysis compiled 
by Food Field Reporter from meas- 
ured media statistical sources. 


Public Relations Int'l Opens 

Public Relations International, 
with offices at 57 E. Division St., 
Chicago, will be officially launched 
at the International Trade Fair in 
McCormick Place, Chicago, July 
25-Aug. 10. The new public rela- 
tions company has taken space in 
the trade development section-USA 
pavilion at the fair to present its 
services. James J. McGuinn, who 
has been doing special assignments 
in public relations for the past 
five years, is president of the new 
organization and Dorothy Mc- 
Guinn is vp. Mrs. McGuinn, who 
has been associated with public 
relations for the American Furni- 
ture Mart since 1956, was in charge 
of trade publicity for the Chicago 
International Trade Fairs in 1959 
and 1960. 


ABP Endorses Mail Service Plan 

The Board of Associated Busi- 
ness Publications has endorsed the 
“nationwide improved mail serv- 
ice program” proposed by the U. S. 
Post Office Department. It has 
asked ABP publishing houses to 
adopt the non-priority mailing pro- 
cedure proposed. 


Seattle, was killed June 27 in the 
crash of a private plane off the 
Washington coast near La Push. 
The craft crashed into a power 
cable serving a foghorn and fell 
into the Pacific Ocean. 

Mr. Hines, originally from Kan- 
sas City, had been in advertising 
in Seattle since the end of World 
War II. He joined Bozell & Jacobs 
in 1954 as an account executive 
and became vp in 1958. From 1949 
through 1954 he had been a part- 
ner of H. J. McGrath & Associates. 
Prior to that he had been an ac- 
count executive and pr director of 
KOL, Seattle radio station. Mr. 
Hines entered the advertising field 
in 1936, when he joined the old 
Ferry-Hanly Co., Kansas City. 


LOUIS H. ROSE 


CHICAGO, July 5—Louis H. Rose, 
80, retired circulation director of 
the Chicago Tribune, died June 28 
in his sleep in Passavant Memorial 
Hospital. He entered the hospital 
several weeks ago. 

Mr. Rose started his career 
in the circulation field as a news- 
boy at the age of nine. Even when 
he became the Tribune’s circula- 
tion director in 1924, and substi- 
tuted motor vehicles for the old 
horse-drawn newspaper delivery 
trucks, he continued to regard him- 
self primarily as a newsboy. He 
retired in 1953. Among his sur- 
vivors is a son, Stanley, an as- 
sistant circulation director of the 
Tribune. 


ANTHONY M. QUINN 


BURBANK, CAL., July 5—Anthony 
M. Quinn, 62, secretary-treasurer 
of KHJ and KHJ-TV, Los Angeles 
radio and tv stations, and KFRC, 
San Francisco radio station, died 
June 25 at St. Joseph’s Hospital 
here after a brief illness. 

Mr. Quinn, a broadcast execu- 
tive since 1923, was at one time 
chief auditor of the old Don Lee 
Broadcasting System 
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St. Louis . . . Gateway to the West, nucleus of 
commerce for the Mississippi Valley. City of shoes 
and steel, of food products and chemicals, of air- 
craft and hardware. St. Louis is building toward a 
better future through diversified industry. Lead- 
ing the burgeoning growth? Business Week sub- 
scribers who create, expand, encourage St. Louis’ 
multifarious, independent economy. 


bm 


A lithographed reproduction of this woodcut by St. Louis’ Werner Drewes, ws e wewsrt(—S$ 
size 15” x 22”, is lable when requested on your business letterhead. 


St. Louis flourishes because companies start here, 
move here and stay! Look at their names: Mon- 
santo Chemical (273 Business Week subscribers), 
McDonnell Aircraft (70), International Shoe 
Company (56), Union Electric (44). These are 
just a few of the giants of industry that keep = when you want 
St. Louis on firm ground. to Influence 


And Business Week contributes to the vigor and  ™#nagement men 
energy of this “‘city of opportunity”’ every week. 
For Business Week supplies management with 
the vital facts and figures that help form impor- 
tant decisions. Its business news is significant, 
accurate, impartial, swift. 


You advertise 
in Business Week. 


Your advertising in Business Week is news here, 
too. It’s seen, read, acted on by the men who 
make St. Louis a city of vision—a city of decision 
— a city of independence. 


A McGraw-Hill Magazine 
330 West 42nd Street 
New York 36, N.Y. 
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New products that permit use of | New solution to construction 
new construction techniques 22 ov existing ma. 
tenals and equipment 3s 


New product lines — thew advantages and disadvantages «47 
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Building Supply News 
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Stores that MOVE hardware sec page 9 ie. 4 ml llata 
10 Ways to upgrade a sale see page 118 f 


Buyers’ Directory 


* Ask for your copy of 
“A Chance to Grow.” 
It may benefit your own business. 
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Even if next year’s sales plan is still in the infant stage, 
Redbook has a success formula for you. Sell Young Adults 
—the people responsible for Redbook’s lusty circulation 
growth. 

What’s in it for you? The most. Whatever you’re selling, 
young and growing families buy more of it. More cars and 
clothes. More food and furniture. More household equip- 
ment and health aids. More of everything. 

The place to reach those vital Young Adult families is in 
Redbook. Redbook reaches a greater concentration of the 
18-34 age group than any other magazine of equal or greater 
circulation. Here’s part of the story: 


successful 


reach the 
Young Adult 
Market! 


REDBOOK 


Exciting Sammer Fictsoe A complete novel. 5 stories 
(GUAT YOU GUST REOW ABOUT FRGIT® FOODS As UNCENSORED REPORT 
Sturiey MacLawe Hollywood s most unusual mother 
(Ow AeO 8 URRON WD MAMA SOREL. TRA ABOUT RE AND WOMEN 
Are working wives helping or hurting their families” 


business formula: 


% WOMEN READERS, AGE 18-34 NO. OF CHILDREN UNDER 5 (per 100 hsids.) 
American Good Woman's American Good Woman's 

Redbook Home Housekeeping Day Redbook Home Housekeeping Day 

47.3% 31.8% 33.4% 33.3% 46 39 38 41 

% MARRIED WITHIN LAST FIVE YEARS GAINS IN CIRC. BASE (5 YRS.) 

American Good — Woman's American Good Woman's 

Redbook Home Housekeeping Day Redbook Home Housekeeping Day 
17.7% 8.6% 11.9% 11.3% +56.8% +200% + 42.4% + 48.1% 


acts: 38 1961 STARCH CoM ® 


Redbook’s formula nourishes both growth and selectivity. 
Do advertisers recognize the fact? They do. Redbook’s dis- 
play advertising linage bounces higher every year. It’s al- 
ready up 11.7% in the first six months. 

Try the Redbook formula in your selling program — as 69 
new advertisers have so far in ’61. 


Redbook, the Magazine for Young Adults 


Circulation base—3,450,000 


Another exciting publication of the McCall Corporation, 
230 Park Ave., New York 17, N. Y.—and Chicago, 
Los Angeles, San Francisco, Boston. 
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Advertising Age 


Feature Section 


Bedell Shudders at Shutter Ad 
Gas Station Needs to Refuel—Weiss 
Peugeot Rivals VW—Creative Man 


Tyler Picks Ten Standouts 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Tired Blood, Saddlesoap and Cliches Os 


Creative Man's Victims Strike Back! Copywriters 
Rally in Defense of Ads That Got Panned 


Copywriters got a chance to talk back to AA’‘s 
Creative Man in a recent exhibit in the copy depart- 
ment of Batten, Barton, Durstine & Osborn, New York. 
The idea was Copywriter Dave Baker's, who decided 
a country-wide rebuttal—a kind of copywriters’ ca- 
tharsis—would be a good way to decorate the depart- 
ment's bulletin board. He wrote to 22 copywriters 
whose ads had been through the Creative Man's typewriter, inviting them to strike back. 
Herewith are 11 answers he received, along with the CM critiques that provoked them. Mr. 


Baker's ads have never graced the CM's Corner, he points out, so the project was not one 
of personal vengeance. 


l. The Ad... V 


Pe ee we eee 


2. The Critique... V 


3. The Reply V 


’ 


= Rambler Rumble 


We enjoy and respect such expository copy as ap- 
pears in this particular Rambler ad. It is highly factual 
and tells you in detail of the many advantages to be 
found in Rambler—rust-proofing over most of the 
body, 100% single unit construction, 15-inch tires that 
wear longer than 13-inch “foreign size” tires, half 
again more luggage space, and so on. 

Rambler needs such selling, we believe, because it 
does not have behind it the magic—and we use the 
word for its basic meaning—of the General Motors or 
Ford or Chrysler image. Over the years, one has heard 
so much about the benefits of mass production that he 
- finds it difficult to believe that a small, independent 

Runs Dee motor car manufacturer could posssibly pack as much 
ity p. value into his car as one of the Big Three. 
——- ennai Rename mena | We wish the layout had about it a little more feeling 
ae Sie SS | — of quality than it has. The buckeye appearance, we're 
= afraid, emphasizes the very thing Rambler should be 
eager to de-emphasize: It looks like a small company 
shouting to make itself heard. 

Rambler (we really mean Romney) showed such 
foresight in pioneering the so-called compact car, we 
believe it deserves not to be swallowed up. Considering 
the head start it’s had, its production facilities must 
equal or exceed those behind Corvair, Falcon and Val- 
iant. We loathe ads that show The Factory, but maybe 
this is what Rambler needs most at the moment. 

We've driven the Rambler. We like it. As we prob- 
ably have conveyed, we're all for it. = 
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This advertisement ran more than one year ago. 
Even today we are very proud of the results it obtained. 
We make a very thorough penetration study of all our 
advertisements. The ad broke the bank on every cate- 
gory tested. 

74% of the issue readers contacted remembered see- 
ing this advertisement and 65.5% could play back one 
or more copy points. We also asked these respondents a 
question about buying consideration. 64.9% of the read- 
ers of this ad said they would “seriously consider” or 
“might consider” buying Rambler. 

The esteemed Ad Age critic was very laudatory in his 
remarks about the copy in this advertisement. His only 
criticism was—“We wish the layout had about it a lit- 
tle more feeling of quality than it has. The buckeye 
appearance, we’re afraid, emphasizes the very thing 
Rambler should be eager to de-emphasize: It looks like 
a small company shouting to make itself heard.” 

Let me rebut this statement very emphatically. We 
feel the main illustration was a very dramatic news 
photo showing the well-known news commentator, 
Frank Blair, riding the roof of a Rambler as it goes 
through the Deep-Dip rust-proofing bath. Here is a 
quick, dramatic method of telling the Rambler quality 
story that will be remembered. Moreover, the copy 
message is presented in a straightforward news-type 
manner that received exceptional readership and re- 
memobrance ratings. 

What's more, that “small company shouting to make 
itself heard” has very definitely been heard—as Ram- 
bler sales prove. What more can we ask? 

E. J. Corbett Jr., Vice-President & Creative Director 

Geyer, Morey, Madden & Ballard, New York 
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l. TheAd... V 


2. The Critique... V 


3. The Reply V 


Amazing new formula Munr 
LETS YOUR 
SKIN “BREATHE” 


It’s the only leading 
deodorant that stops odor 
without “stopping up” pores 


Tired Blood 


This ad for Mum is a prime example of the use in 
advertising of words long worn to a frazzle and no 
longer fresh or communicative or memorable. 

“Amazing new formula,” for example. Where have 
we heard that before—and how many times? Or “lead- 
ing medical authorities.” Or “works in a different way.” 

Care to savor a few more? “All other leading de- 
odorants.”’ Ever come across that one? How about this: 
“doesn’t let you down.” Or “more natural protection.” 
Or “works gently . much more effectively.” Or 
“safe for normal skin.” 

So tired, this language. So soporific in use. Is there 
no sharper way to talk about an improved product? 
The language seems to affect the thinking, too. We are 
never told who the leading medical authorities are— 
or why the new formula is so amazing. Nor are we in- 
formed how “all other leading deodorants interfere 
with the natural ‘breathing out’ process” nor if this 
is bad and, if so. what it might do to us and why we 
should avoid it. 

It is quite possible that, if the writer or writers 
sought to use fresher, apter words they might have 
been led to develop a much more informative and com- 
pelling story than they have. This is advertising at its 
advertisingest. + 


“Tired Blood,” says the Creative Man. “One of the 
most effective Mum ads we’ve ever run,” says the cli- 
ent, as sales swing up—and stay there. 

“Where have we heard ‘amazing new formula’ be- 
fore?” asks the Creative Man. Probably in a long list of 
mail order ads, where it continues to increase results. 

Which “leading medical authorities?” The Creative 
Man may expect us to name names—but we think the 
average woman couldn’t care less. 

How do “all other leading deodorants interfere with 
the natural ‘breathing out’ process?” We said by stop- 
ping up the pores. Why don’t we say this is bad? Ask 
a few women whether they think this is good or bad! 
They feel instinctively it’s bad. 

What else did the Creative Man uncover in the small 
print? “So safe for normal skin.” Non-fresh, perhaps— 
but terribly important to legal and medical! 

But why, in this welter of petty criticisms, ignore the 
main claim? Why take pokes at body-copy phrases, and 
ignore completely the main headline on which the ad 
largely stands or falls? 

Is there an ounce of tired blood in the promised ben- 
efit—LETS YOUR SKIN “BREATHE”? 

What do you think? 

Rita Nachem, Copy Supervisor 
Doherty, Clifford, Steers & Shenfield, New York 


WILD TURKEY 


STRAIGHT BOURBOS OR STR. 
+e) reee? 


The ‘Quality’ Cliche 


We recommend that the copy in this recent adver- 
tisement for Wild Turkey bourbon, be cast in bronze. 

Once cast in bronze, it should be transported about 
12 miles to seaward and then dropped. For in every 
sentence, every phrase, this is the epitome of the qual- 
ity cliché. 

Unfortunately, what we suggest would probably be 
a waste of good bronze. For sooner or later, an account 
would be in jeopardy and a desperate copywriter would 
rewrite this same deathless prose to save the account 
by salving the vanity of the client. Or the client him- 
self, in the middle of the night, in the solid conviction 
he knows more about his product than any Madison 
Ave. agency man, would see this same copy on his bed- 
room ceiling and dictate it to his secretary first thing 
in the morning—confident, as the sonorous lines fell 
from his lips, that his prose, like that of Elbert Hub- 
bard, would some day collect dust on a library shelf. = 


I feel that Advertising Age is doing a disservice to 
advertising by fouling their own nest with off-hand 
criticism. 

The Wild Turkey advertisement has been running 
for the past ten years without changing a word of the 
copy. If advertising effectiveness is measured by sales, 
both the client and the agency are delighted with this 
piece of copy. It has done a good job over the years. 

The prestige of Wild Turkey is unquestionabie. By 
and large, it has been the highest priced domestic whis- 
ky for the past decade, averaging about $8.75 a fifth. At 
least one boat has been named after it and several 
poems written about it. 

As a consumer, I know of no way of measuring the 
degree of quality of a whisky. I do know that price, 
packaging, and advertising do affect the consumer’s ap- 
preciation. 

Any attempt to defend the copy word by word re- 
minds me of the critic who reworded Lincoln’s Gettys- 
burg Address in “simpler” form. 

Charles Mosler 
Alfred Lilly Co., New York 


Saddle Soap, Please 


If you think flavor went out when filters came in— 


try @ Marlboro 


errr rrr 


We are curious why so much fuss has been raised 
about the mob of cowboys on tv and nobody, but no- 
body has questioned their intrusion into print adver- 
tising—as authorities on cigarets, bourbon and auto- 
mobiles. 

There are probably few callings in which the de- 
mands on the intellect are less than in cow-handling. 
In fact, the particular cowhands we have met have ex- 
cited our interest chiefly because of their resemblance, 
intellectually, to the animals they husband. Their chief 
difference has been in the obvious pleasure they derive 
from personal ornamentation. Few people we know will 
pay more for a silk shirt or custom-made boots. 

There is no doubt that they are an outstanding sym- 
bol of masculinity—at its worst and in its lowest form. 
Not only in the desire for personal ornamentation, 
preening, drinking and brawling, but in regarding fe- 
males largely in the herd. 

{f this particular cowhand were genuine, he would 
smell of horses, dung and sweaty saddle leather. He 
would be content to iive in such miserable surround- 
ings as would hardly qualify him as an authority on 
genuine enjoyment. And certainly his indiscriminate 
habits would disqualify him completely as a model of 
discrimination and good taste. 

We have no argument with the cowhand’s way of 
life. But we wonder how civilized advertising men can 
parade him before us as someone whose habits are 
worthy of copying. = 


I would like very much to be of some help to you in 
preparing your “rebuttal exhibit.” However— 

It seems to me that rebutting these great critics only 
perpetuates their slight excuse for existence. Of course, 
to be editorially interesting they have to be controver- 
sial. If they loved everything there would be even less 
reason to publish their thoughts. 

So, as a general practice, we build our ads, run them, 
judge how good they have been on the basis of what 
happens to our clients’ sales, and that’s it. 

Right at the moment, Marlboro sales are soaring. 
That’s the best rebuttal we have for this joker. 

I am completely in sympathy with your exhibit and 
hope that enough other people are hot enough under the 
collar to give you some good material. I just believe in 
saving my strength for the important battles. 

John E. Matthews, Vice-President & Manager, 
Copy Department, Leo Burnett Co., Chicago 
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What Goop HousEKEEPING'S 
50° newsstand price means to 


advertising 


professionals 


Advertising men who are responsible for judicious use of advertising funds have been 


quick to recognize the significance of Good Housekeeping’s announcement 
to raise its newsstand price to 50¢ in October. ‘These men, and many other dedicated 


advertising professionals, value the marketing advantages Good Housekeeping provides 


with the sharpest audience selectivity, lowest cost per thousand, more continuity 


and impact than any magazine in the woman’s service field. 


“...1, for one, welcome your announcement of the 50¢ 
cover price. Good Housekeeping has been a leader in 
editorial quality and should command a higher price 
on the part of the consumer. This must certainly be 
considered a move from strength on your part.” 


Richard S. Bean 
Vice President, Director of Media 
Warwick & Legler, Inc. 


“It is an unfortunate rarity these days where a pub 
lisher does not take the easy way out and pass increased 
costs on to the advertiser. You have my admiration and 
respect.” 


Howard W. Chalk 
Executive Vice President 
Altman-Stoller Advertising, Inc. 


“LT thought vou might be interested in my reaction to 
your recent announcement to raise the newsstand price 
of Good Housekeeping to 50¢. 

“First may I say that clients are certainly in favor of 
any move that tends to have the readers share some of 
today’s increased costs. 

“Secondly, I personally feel this is a very sound move 
which should certainly enhance the quality aspect of 
your audience.” 

Leslie D. Farnath 
Vice President in Charge of Media Department 
N. W. Ayer & Son Inc. 


“Had read about your increased price and feel that 
your action is a promising one for advertisers. The in- 
creased rate for magazine space is a frightening thing, 
particularly for small advertisers like ourselves. We 
view the continuing round of rate increases with dis- 
may and trust that your action here will extend to other 
segments of the publishing industry.” 


Robert D. Henklein 
National Sales Manage 
MclIlhenny Company, 
Manufacturers of “ Labasco” 


“T have read with great interest your advertisements in 
the press. Your magazine and its philosophy of doing 
business are indeed unique in your field and T admire 
your determination and enthusiasm in firmly stating 
the why’s and wherefore’s of your position.” 


Kennard G. Keen, Jr. 
President 
Arndt, Preston, Chapin, Lamb & Keen, Inc. 


“We and our clients have become increasingly con- 
cerned about rising costs and heavily promoted circula- 
tion advances. We are glad to see some indication of 
stability in advertising costs, and are particularly de- 
lighted that someone expects the consumer to pay a 
realistic cost for a fine product. Reaction from our 
clients has been quite vocal, and is entirely in your 
favor.” 

Thomas A. Wright, Jr. 

Vice President — Media 

Leo Burnett Company, Inc. 


“We wholeheartedly endorse the policy you have set for 
the publication which calls for a reasonable cover price 
in line with the value offered to readers, a sensible pat- 
tern of growth and development for circulation, and a 
careful regard for the suitability of Good Housekeeping 
as an advertising vehicle.” 


Herbert Zeltner 
Vice President and Media Director 
Lennen & Newell, Inc. 


(good Housekeeping 


Magazine and Institute /A Hearst Magazine 
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1. TheAd... W 2. The Critique... V 
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Writers Arise! 


You say to yourself, all too many times, “How can I arrive at an ad that 
will be unique? How can I give it a character that will be unlike the char- 
acter of any other ad in its particular field?” 

So you wind up with an ad like this one for Japan Air Lines. It is def- 
initely different from the advertising of any other air lines. But, when you 
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study it, when you read it and try, as sensitively as you can, to determine 
what it does to you, you find yourself left with the feeling that it is different, 
all right, but beyond that it is pretty neuter. The illustration tells you more 
about Japan than it does about Japan Air Lines and the copy tries very hard 
to tell you things that might more clearly have been conveyed with an illus- 
tration of the product, not the destination. 
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We wonder at what point the unconscious interiors of copywriters are go- 
ing to revolt against trying to do in words what has not been done in product 
substance. It may well be the point at which a decent respect for craftsman- 
ship suddenly outweighs the ego—that wants to shine and take a bow and be 
given credit for a job that means more to the client than the unknown and 
unnumbered readers who are left enormously unmoved by it. 

When that revolt takes place, advertising will explosively take off from 
its present dull level of mediocrity. = 
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l. The Ad... V 


2. The Critique... V 


Advertising Age, July 10, 1961 


3. The Reply V 


The criticism of this magazine ad for Japan Air Lines has a certain literal 
force. But I think our Creative Man has taken it all too literally. To start with, 
he acknowledges a certain right to be different. I’m not quite sure if he really 
believes this. There seem to be several unspoken qualifications hanging there. But 
let’s assume he does accord creative people the right to attempt to say things in 
a slightly different, perhaps more provocative, way. Then it would seem, he 
feels that the desire to be different has smothered whatever it is Japan Air 
Lines has to say or sell. “The illustration tells you more about Japan than it 
does Japan Air Lines”—‘the copy tries very hard to tell you things that might 
more clearly have been conveyed with an illustration of the product, not the 
destination.” 


The idea of this campaign was to promote some point of difference between 
JAL’s jets and everybody else’s. It was agreed this point of difference was the 
peculiarly Japanese interiors of the new planes. The great advantages of jet 
flight could not be ignored but to a large extent could be presumed understood 
by potential trans-Pacific travelers. The theme of the whole jet introductory cam- 
paign, “The calm beauty of Japan at almost the speed of sound” attempted to 
combine these two ideas in one phrase. Their incongruous juxtaposition in this 
one phrase has always seemed to me to be quite felicitous. However, that is not 
one of the points at issue. 


Having decided this is what you want to convey, how do you set about doing 
so? We could, as is suggested, have taken pictures of people inside the plane, 
doing those not very unusual things people are depicted as doing inside planes. 
We could then have pointed out that there did happen to be around these happy 
people some odd fabrics and things that had a Japanese inspiration. This is the 
literal way of tackling the problem. 

The unliteral way, which seemed to be more exciting, was to deal in symbols 
rather than actuality, in the inspiration rather than the derivation. People and 
an airplane seat say airplane. The pine-boughs themselves rather than the pine- 
bough pattern on the fabrics seemed likely to create the more persuasive visual 
mood. And this all appeared to be a nice visual extension of the incongruity of 
the headline. When we produced the ads we found a way to give the illusion of 
speed to the illustration by “flaring” the edges of the print. So visually, at any 
rate, we felt we were amplifying the headline. 

Now the copy does talk about the inside of the planes. It tries to relate what 
you might see around you in calmly beautiful Japan, with what you will detect 
inside the new jets. I agree that if we had shown pictures of the interiors of the 
planes, we might not have had to be so explicit in the copy. But one can’t of 
course do everything all the time. If it seems good to have one big, exciting pic- 
ture, then you can’t have lots of little pictures crossing every visual “t” 


and 
dotting every forlorn “ 


i.” We elected to go one route—and stuck with it. But if 
some people missed what we were saying and did not understand this feeling of 
Japan to be what you’d sense around you when you're actually in the air, if 
these people just thought here’s a nice picture of Japan, I’d like to go there one 
day, even then the ad would not be a complete failure. Japan is still the prin- 
cipal destination of Japan Air Lines. And they probably ferry more people there 
by air than any other carrier. 

When I get to the latter part of the Creative Man’s criticism, I feel a little lost. 
I’m not sure I quite understand what he’s saying. The sentence beginning “We 
wonder...” seems to imply that writers should refuse to do in words what the 
manufacturer has neglected to do in his product. In other words, we mustn't 
make out things to be any better than they really are. I suppose this might be 
something for the individual conscience. But can’t we just present the good 
things in a pleasant way? I believe, in a way, in a collective industry conscience 
but I’m not sure that that would be best served by saying “These are pretty tatty 
old planes. Why don’t you go by ship?” 

Peter L. Day, Vice-President & Copy Director 
Botsford, Constantine & Gardner, San Francisco 
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Too Much, Too Soon? 


Look at all the things that will happen 
on a single evening at Lincoln Center! 


ono wmwrr rrr rrr rrrer 


We've been following the handsome and highly in- 
teresting series of ads for New York’s projected Lin- 
coln Center for the Performing Arts. The ads have 
been appearing in full-page size in the New York 
papers—at least we’ve noticed them in the Times. 

They occupy you with all the wonderful entertain- 
ment the new Lincoln Center will provide for you— 
opera, the symphony, ballet, a reportory theater, a 
chamber music and recital hall and a library-museum, 
in addition to advanced training in all the performing 
arts offered to all and sundry, regardless of race or 
religion. 

Ably presented and well illustrated, we’ve been 
drooling over the prospects of hieing ourselves to the 
big city to take in this remarkable new pleasure dome 
—decreed, as best we can determine (and certainly not 
from this ad) by the Brothers Rockefeller. We were 
brought up sharp, however, by the second line of the 
subhead, which tells us the Center “is scheduled to be 
completed by 1964.” 

We may not even be around then, and, if we are, we 
strongly doubt we’ll remember this series of ads, de- 
spite its fineness. Has a slight touch to it of the recent 
epidemic of Florida real estate ads which present coun- 
try club estates as gleaming realities when, as folks 
who have been to Florida tell us, the reality is that 
they are still largely just gleams in the promoter’s eye. 
Insofar as advance publicity is concerned, isn’t this just 
a little too much in advance? + 


eee eee 


The print advertisements for Lincoln Center were 
part of an advertising and publicity campaign known as 
the Lincoln Center Public Participation Program. 

An important purpose of the program was to help 
raise funds for building Lincoln Center by making the 
center better known to the people of New York. At the 
request of the fund-raisers, the first six ads contained 
no appeal for contributions. 

In July, 1959, before the program began, a Pulse sur- 
vey showed that only 25% of the adult population of 
Metropolitan New York had heard of Lincoln Center. 
One year later, at the conclusion of the program, anoth- 
er Pulse survey revealed that 67% of the adult popula- 
tion had heard of Lincoln Center. It is interesting to 
note that this is the same percentage as have heard of 
the pyramids. 

This particular advertisement happens to be the work 
of Ogilvy, Benson & Mather. Other advertisements in 
the series were largely the work of Young & Rubicam. 
Television and radio spots for Lincoln Center were 
produced by BBDO and Benton & Bowles. 

Joel Raphaelson 
Ogilvy, Benson & Mather, New York 
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HOUSTON POST PROFILE RESEARCH 


PRODUCT: Facial Cream TOTAL HOUSEHOLDS: 517,900 


USER HOUSEHOLDS: 70.3% (364,114) 


CHARACTERISTIC FACIAL CREAM DAILY NEWSPAPER COVERAGE 
INCOME USERS POST CHRONICLE | PRESS 
Less than $3000 45.4% 21% 23% 14% 
$3000—$4999 71.3 32 4 1¢ 
$5000—$6999 76.2 45 39 22 
$7000 or more 86.1 59 47 17 
AGE (Head of Household) 

Less than 35 73.2% 37% 36% 14% 
35 to 50 76.6 39 34 20 
50 or more 60.6 36 37 20 
FAMILY SIZE 
lor2 65.7% 3% 3% 17% 
3or 4 75.0 41 37 20 
5 or more 67.3 35 33 18 
OCCUPATION 
White Collar 81.5% 49% 42% 20% 
Blue Collar, Skilled 72.4 35 35 22 
Unskilled & Farm 61.2 28° 27 9 
Other 51.7 32 31 17 
Sources: Dan E. Clark & Associates Top Ten Brands, March-June, 1960 
Sales Management Survey of Buying Power, May 19, 1961 _| 


More than 70% of the 517,900 families who make up the Houston market buy 
facial cream . . . and to folks who sell beauty in the bottle (or jar), that rep- 
resents a fair flock of femmes. 

But numbers alone are only one facet of a marketing story. 


The real makeup of a market comes out when you !ook behind the numbers and 
find the distinguishing characteristics for a particular product and brand. And 
that’s where HOUSTON POST PROFILE RESEARCH enters the picture. 

HOUSTON POST PROFILE RESEARCH tells cosmetic houses that femmes who 
buy facial cream, for example, tend to have higher incomes, fall into middle and 


younger age groups, are members of medium size family groups and are sup- 
ported by a white collar husband. 


It also tells cosmetic advertisers that the same characteristics that apply to facial 
cream users apply to readers of THE HOUSTON POST. 


Whether you're selling facial cream or frankfurters, beer or biscuit mix, HOUSTON 
POST PROFILE RESEARCH can give your Houston marketing more direction. For 
information about a tailor-made profile of your product or brand, see your 
Houston Post man or our Moloney, Regan & Schmitt representative. 


THE HOUSTON POST 


TEXAS’ LARGEST NEWSPAPER, DAILY AND SUNDAY 
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l. The Ad... W 2. The Critique... V 


Advertising Age, July 10, 1961 


3. The Reply V 
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The Wrong Draw 


ieee eat) 


How many sections can you cut this circle into with four straight lines? 


The first quick answer is, of course, eight. Obvious—but not the whole answer! 

Actually you can make as many as 11 sections with just four straight lines. Looking 
beyond the obvious often pays dividends. At Ryerson we've made a science of this—and 
call it Metalogics. 

How does Metalogics work for you? It helps you value-analyze any kind of problem 
in the selection and application of steel, aluminum, plastics, and metal-fabricating 
machinery. It searches out money-saving and money-making ideas and shows you how 
to apply them. And then it follows through with day-in-day-out service that also goes 
“beyond the obvious” in caliber and scope and dependability. 

Ask your Ryerson representative to show how you can get the greatest possible value 
from this unique Ryerson service. He'll be glad to tell you—and you may be very glad 
you asked. (Incidentally, for answer to the sectioned circle see page 110). Joseph T. 
Ryerson & Son, Inc.—Service Center Plants Coast to Coast. 


This is a pretty tough ad to pass by. It reaches out and challenges you. It 
offers a problem—draw four straight lines through a circle and cut the latter 
into 11 sections—that you naturally get involved in. 

But then? 


Well, once you solve it you pass on. You may vaguely remember that the 
copy, following the presentation of the problem, said something about Met- 
alogics—for “‘value-analyzing” any problem in the selection and application of 
steel, aluminum, plastics and fabricating machinery. You may also remember 
that this is apparently available at a company identifying itself as “Ryerson.” 


Chances are, however, you won't. This is what is almost always wrong with 
off-subject devices for getting attention or drawing people into ads. They draw 
them in for the wrong reasons—not to learn more about what actually is being 
advertised, not because they are interested in solving a problem much more 
germane to their business, but a wholly unrelated one which now gets some- 
how interposed between them and the advertiser. 

Such ad as these shape up well. They look good. They even show up well in 
Starch checks. But do they do the job they’re intended to do as well as a direct 
approach? We doubt it. = 


The Wrong Law. 


“The Wrong Draw”—Under this headline the Creative Man’s Corner com- 
mented on a recent Ryerson advertisement. 


The critique first enumerates four rather good attributes of any ad—then ap- 
parently sets out to prove that these characteristics, while good, are misapplied. 

We don’t know under which law on advertising this critic made his evalua- 
tion—unless it is personal opinion. 


However, we do know the law under which the advertisement was conceived 
—the Law of Effective Advertising. This law binds you to the task of attracting 
—and impressing—as many readers as you possibly can for the dollars invested. 

Our research shows that the direct approach (as suggested in the critique) is 
one of the most effective approaches in technical publications. This same re- 
search indicates that the management audience of Business Week better respond 
to an indirect presentation of what may well be as much of a technical subject 
as that appearing in the technical press. Furthermore, these people—by the very 
nature of their function—are “problem solvers.” It is, therefore, a very logical 
assumption that the expression of your advertising message in these terms can 
be expected to answer this basic Law of Effective Advertising. 

The criticism also refers to the fact that, “they even show up well in Starch 
checks,” but suggesting that referral to such yardsticks would be out of order 
in a rebuttal. We can only quote them here and let you decide whether they 
shed any light on the effectiveness of this particular advertisement. 


In Business Week this advertisement received cost ratios of 204 on noted, 208 
on seen-associated, and 400 on read most. We would especially call your atten- 
tion to the rating of 208 for seen-associated where the criticism was leveled that, 
“you may also remember that this is apparently available at a company identi- 
fying itself as Ryerson.” This “apparent” recognition of the advertiser was ac- 
complished without a dominant logotype—the name only appearing as a signa- 
ture and woven into the body copy itself. 

That read most cost ratio is especially gratifying to those of us who slavishly 
follow the Law of Effective Advertising. We even permit ourselves a mild pal- 
pitation when we look at the cost ratio of the little answer-ad that appeared 
in the back of the book—1970. 

Criticism. Rebuttal. Which is the true evaluation of this advertisement? We 
haven’t had as much experience in the critic field as has the author of the Cre- 
ative Man’s Corner, so perhaps you could say the critic’s view should prevail. 
But we will resort to the luxury of the same summation as the critic... WE 
DOUBT IT! 

Jack B. Thomas, Vice-President 
Buchen Advertising, Chicago 


1. TheAd... V 


2. The Critique... V 


3. The Reply V 
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Why are people throwing away both headlamps 
when one still lights? 
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Here's Grist for the Mill 


If Vance Packard’s new book, “The Waste Makers,” 
goes to a second edition—and we are all too concerned 
that it will—this GE ad would make superb backing 
for his central thesis: That American manufacturers 
are interested primarily in creating the most wasteful 
possible use of the products they make. 

It is completely understandable that GE would urge 
us to scrap both our headlamps in order to enjoy the 
improved illumination provided by the new GE lamps. 
But—is this sufficient justification for urging us to dis- 
card a still usable lamp? A lamp, undoubtedly when 
introduced, proclaimed as being the most advanced? 

Couldn’t an argument have been presented that it 
would be to a driver’s benefit to have the same candle- 
power in both headlamps? Why must one throw away 
a still functioning piece of equipment? 

Even if Mr. Packard’s book had not appeared, we 
would have resented the suggestion that we squander. 
GE advertising, by and large, has tvidenced so high a 
degree of interest in the welfare of the consumer, we 
are honestly shocked at the implications of this mes- 
sage. = 


LLL LOL LL 


Whoever hides behind the anonymity of The CM has 
missed the point. I agree that it’s a crying shame, if not 
a sin, to throw away a valuable piece of mechanism 
that still functions. 

But when it comes to doing anything to put more 
safety, comfort and ease of driving in this same four- 
year-old car—particularly when it involves so cheap 
and disposable an item as a $2.49 all-glass headlamp— 
I’m sure even Mr. Vance Packard would give three 
cheers. 

Actually, they had to hold me down when I wrote the 
ad. I had personally thrown away not one but two 
headlamps that still lit and put on GE Suburbans. 

Now I can see past oncoming cars even if they don’t 
dim for me. And when there’s no car coming, my low- 
er beam is so good that I usually forget to flick on my 
bright light. 

“No,” the client told me. “Too unbelievable.” 

Carleton H. Davis, Creative Director 
Batten, Barton, Durstine & Osborn, Cleveland 
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PROFIT 
RESPONSIBILITY 


and 

your 
advertising 
agency 


The vested interest 
of an advertising agency 
is in the profits of its clients. 


Today those profits are being 
squeezed by costs. 


No advertising is as costly as 
advertising which doesn't work. 


No advertising is as profitable as 
that which is persuasive enough to 
move even a hesitant prospect. 


And the capacity of advertising 

to produce a profit depends-- 

not alone on the dollars invested-- 
but on the ability of the client to 
recognize and encourage the best 
work of the best agency he can find. 


YOUNG & RUBICAM 
advertising 


7 ET 6 o, na eee sR ar Se eee ae Pee Ath tee ibe a ee 
ei oe: oy De cada ats Pe atten x al ice, 7 ie gee 
: ae fe She ; Pi ae ak Reimer ert hau Le | rete ae ee ae = ea: 
S APNE PA A oor Ee eae, aM NS SN Leanna e 2 er a a aes! Che aire aie ts +s, Pe, nig ae ate eee 8 
are OV ees ss eet ETS NG Pras: | he Sans cS pen ae OE EOP Pa See inet rae De emt? eke a eee ae ce Re At i 
Ge ee hn. eens Ga Peer A ered ae oe eae bee eee Cees A oe te cone ae 2S tae! wale Sa gilt oe Bas ate be ae | DUAR ate a i OEM 
tb. sty Sa oh aoe Bear RN ot ae ia Re Sa Natta ee Se ak Oe NO ERR a oe pag Pale age pee SU oo at Se a pare a! esr pee roe St ie Ae ee Ree a ae ee 
[ote Eee ete yr ye a Se ee an ee RS epee Sn Ne Ot am a be OE ied, > ed tat aa. eR aes Go ee Po NR feu Sk a iia ee ee 
igh ir (i ane ae Ate Soci s ag alge AG Nia co ae a a, cae eee fet taes et Ee) nual ent Mca ee SG, ch ana. oie fet” te A ae ne ae ea ecm ey 7 a A SRR ay RH eae ahah 
ie ; k | , ; : : , ‘ : te 
| 
+ 
. nt 
; 
— 
aoa 4 
= 7 , 7 
ee ae ; | oe Se 
ae f od its. = 
£ iy eee 
= eS 
oe re ee 
Seer , a 
aad 1 os i ee 
ae Pam = ae 
pee RM ig 
Be ocss ain halen Gy: 
aS meer eae 
Bh a Noel nis 
F sith Paeecy ae o> " 
? « ie 
E. ‘=. 
¥g oes : Pi, 2%. Ses 
fe, an are ane a 
i a a . t 7 Sygate Sir 
é a , eee en 
—_—_-_ = ¥ we 
| ey eee 
; 
<n ae 
Sy } G2 aa 
a mec tas: 
a pee teat oe 
ie , See Bee oy 3 
roe [ory ee Prag 
fie eae 
a er ee mee 
ar ae ees 
hes VAgetee per 
sey ps eee 
Bm: owe te 
_ Meee EG 
j air 
: i asec re 
: | Ba 
; : Se eg map| 
‘ Se each a 
2 ee 
as oe 
: Si tae i “ 
tip tae 
; 4 is mers 
1 1. Si 
Pk et a ‘ 
ot PED a” 
raya aera? 
i oa. 
a Kor aA 
CSharp 
Te ec 
——— 7 — | Bort lee 
: ww F; oe 
: r} 
os 
LO ee 
; & % 
| 
5; feu 2geie © 
ieee 
eee.” 
PEI 2 a 
2 mgr chagie 
emer ae 
2 she a Al 
ot ee ie 
| eae es 
| armrest x 
be] ee 
| a = 
2 i 
f : / 
. vas cil 
ae Fi. 2s bis 
ek OM ‘ sf Sar ‘ Era “ 2 3 a3 ‘ : aa a es 
a ae * * e : one ” = paar coe a? + le ” od! ai il it de 3 baie tats S Tee ¥ Rarer 


1. The Ad... V 


2. The Critique... V 


Advertising Age, July 10, 1961 


3. The Reply... V 
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NEW FROM CHRYSLER conronsrion V9 | iant 


Valiant Is Not the Word 


WO Rich playboy: would cheerfully pay through the 


L@WER 


LIVING 


Valiant may have been the word for Carrie. It may be the word 
for the Chrysler compact. It is mot the word for this four-color 
Saturday Evening Post page. Brash, maybe. Cute, perhaps. Eager, 
possibly. But not valiant. 

Look at that heading, misplaced at the right of the copy, con- 
trary to centuries of established practice in the reading of Eng- 
lish. Granting that these are years for ignoring established prac- 
tices and launching out into the space of originality and freedom, 
what excuse is there for complicating readership in this fashion? 

Pennies in place of O’s! Certainly it is an attention device. If 
you are a disciple of cuteness, it is a cute attention device. It is al- 
so a deadly interrupter of thought. Spell it out. ““L-penny-W-E-R 
... ¥Y-penny-U-R ...C-penny-S-T ...penny-F.” We respectfully 
submit that “LOWER YOUR COST OF LIVING IT UP!” is a good 
heading, without using any cute device to grasp frantically for at- 
tention which would surely be forthcoming without the coins. 
With the coins, what does the heading say? “LOWER YOUR 
COST OF LIVING IT UP BY FOUR CENTS”? Can the lowered 
cost be represented by pennies? And why are the first four words 
solid black, while the other three are toned down? 

Having gone to the wrong-side heading, let’s go back to the 
wrong-side copy. “Rich playboys would cheerfully pay through 
the nose for Valiant. Just because it looks terrific.” 

In the first place, the statement is not believable. Rich playboys 
usually know automobiles. It’s one of the first requirements for 
being a rich playboy. In the second place, why mess around with 
syntax to make a sentence out of a phrase which should be set off 
by a comma? 

But for outright imposition on any reader who respects the 
English language, consider “Valiant keeps on saving you money 
like the U. S. Mint was going out of business.” People have grum- 
bled at Winston’s “like a cigaret should”—but this is a far worse 
thing than Winston has ever done. And how does a longshoreman 
drink juniper tea? What is juniper tea? 

Somebody must have loved the pennies, and the quasi-slang, 
and the transposed layout. But, as long as it is presumably ad- 
dressed to English-speaking people, couldn’t it have been written 
with a decent respect for their language? = 


The Creative Man allowed as how our “Lower 
your cost of living it up” ad for Valiant was 
brash, cute and eager. He was quite right. 

We did not write the copy as an exercise in 
pedantic stuffiness. We wrote it to be interest- 
ing and informative. We wrote it the way peo- 
ple talk. We wrote it without regard for syntax, 
being more concerned with whether the mes- 
sage came through. It did. 

The Creative Man wondered about juniper 
tea. It is an old-fashioned medicinal brew made 
with oil of juniper-and hot water. It makes you 
perspire. It does not taste good. A longshoreman 
would drink it slowly and reluctantly. That’s 
the way a Valiant consumes gasoline, slowly. 
And that’s the way we chose to say it. 

In singling out our use of pennies in the head- 
line, the Creative Man didn’t have the whole 
picture. Sure, they were substituted for O’s to 
get more attention. And what’s wrong with that? 
But this advertisement and its headline were 
just part of a major promotion in which pennies 
played a very big part. However, I suppose there 
are a few idiots who read the headline the way 
he did: “L-Penny-W-E-R” and so forth. And, I 
guess we lost them. 

As for the layout, we put the headline on the 
right of the copy block for a good reason. We 
felt like putting it there. Screening part of the 
headline was another whim of ours. We thought 
it looked better that way. 

We’re glad the Creative Man is an authority 
on rich playboys. We must not know much 
about them. We thought that a man with un- 
limited time and money would be more inter- 
ested in other things, like booze and women. 
But maybe we’re wrong. 

Apparently the Creative Man was alone in his 
stand against our advertisement. Quite a few 
letters in subsequent issues of Advertising Age 
defended us vigorously and branded him a 
blithering idiot. We’re inclined to agree. 

Art Henderson 
N. W. Ayer & Son, Detroit 
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In Quotes It's Okay 


WORTH MORE BECAUSE THEY WORK MORE! CHEVROLET STURDE-BILT TRUCKS 


Trade now during your local authorioed Checrodet dealer's Truck Value Roundup’ 


It is easy to be considered captious in 
advertising—largely, we imagine, be- 
cause the line has never clearly been 
drawn between freedom of expression 
and license. Moreover, we imagine also 
that advertisers themselves, and agency 
people, lean to the easy philosophy that 
a little gilding of the lily, so long as the 
gilt isn’t swabbed on a quarter inch 
thick, is wholly permissible. 

There is also, of course, the legal out. 
Get somebody else to say it, quote him 
and you're safe. Now a third party en- 
dorsement is by and large a good thing, 
because generally the third party is aloof 
from the venal responsibility of making 
the sale. But not always. 

The third party in this Chevrolet ad 
no doubt got a stipend for what he 
agreed to say about Chevy trucks. If he 
didn’t get actual cash, this was undoubt- 
edly because he got enough ego satisfac- 
tion not to ask for anything so soiled as 
money. Nevertheless, let us examine 
what he, in one way or another, has been 
induced to say and sign: “These trails 
would shake the cab off an ordinary 
truck ... but not our Chevy.” 

Defend this as straight conversation. 
The way an ordinary person might talk. 
Tell us it’s been put in But 
meanwhile disclose to us why it’s been 
used in the first place. Obviously to im- 
ply that Ford trucks or Dodge trucks 
would lose (or come close to losing) a 
cab under similar circumstances. Tell us 
what would happen if it were a direct 
quote of the manufacturer—and why he 
can’t be forgiven a little enthusiastic 


a 


overstatement? = 


Chevy trucks.” 
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The Creative Man. 
shoulder blades, gave it a twist by adding: “The endorser in this 
Chevrolet ad no doubt got a stipend for what he agreed to say about 


.. having planted the knife neatly between our 


Well, AA’s Creative Man was right. We paid the customary one 
dollar bill for a legal release. But if the ad was too good to be true 
—listen to the endorser’s verbatim comments: 

“This is the best truck we’ve ever owned, and we’ve tried them all. 
She’s a real horse, both in the woods and on the highway. Pulpwood 
trucks will catch more hell than any truck you've ever seen, but this 
Chevy is built to take it. The cab is tight and well built, the truck 
brakes just like an automobile and we are getting extra good tire 


“Chevies are a lot easier to keep the wheels in balance and align- 
ments and we’ve had no trouble with this in spite of the rough going. 
We hit stumps and potholes you'd think would tear a truck to pieces 
but it doesn’t hurt our Chevy. In fact, I’ve noticed that about 24 
the trucks in this area used for pulpwood hauling are Chevrolet. We 
get very good gas mileage—14-8/10 MPG on a rough trip, and this 
includes time in the woods loading with the engine running. 

“In the low country down here it gets real rough when it rains. 
Potholes become a problem and some of them wash out pretty deep. 
When we hit them with the Chevy the front suspension keeps the 
truck level...it doesn’t tip and tilt and throw the load to one side 
like the others. It rides real nice, too. I'd say that the stoutness of the 
cab, the engine’s lugging power, and the way the suspension handles 
the load are its most outstanding features. 

“As far as I’m concerned, it’s the only truck for this kind of work. 
No other truck I know of would take the beating our Chevies do and 
still perform day in, day out. I frankly don’t see how the truck holds 
together, but it does. Durability is important in this business. You can 
always replace an engine but when the cab, frame and sheet metal go, 
you have to buy a new truck. Chevies are built to hold together long- 


of 


That’s actually what was said. 


Kensinger Jones, Creative Director 
Campbell-Ewald Co., Detroit 
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THIS IS FRONT VIEW 
—REAR VIEW BELOW 


- Progressive Farmer subscribers plan to 
spend $52 MILLION for this farm home 


The Progressive Farmer subscriber-families 
in the 16 Southern states are in a building and 
buying mood. When this $45,000 home was 
featured in the February issue of the South’s 
leading magazine, 123 families ordered blue 
prints and specifications at $15 per set. This 
amounts to a total construction expenditure of 
$5,535,000. 

But this is only part of the story. Last year, 
The Progressive Farmer sold more than 1,000 
sets of blue prints at $15 each. And, since 1956, 
The Progressive Farmer has sold more than 
40,000 house plans books, containing illustra- 
tions of homes and floor plans. 

This big demand for plans for new farm 
homes has a double meaning. It shows the pros- 
perity of the Southern farm family and the 
pulling power of The Progressive Farmer. The 
South’s estimated farm income from all sources 
in 1960 was an all-time high of $134 BILLION. 
Between 1950 and 1959, the average size of the 


Southern farm increased from 148 acres to 217 
acres ... and the average value of land and 
buildings increased from $8,654 to $22,426. 
Farm families who are buying more land and 
constructing new homes and other farm build- 


ings are good customers for whatever you have 


to sell. Your direct route to sales in this market 
is your advertising in the magazine that tells 
these prosperous families how to farm and 
how to build—The Progressive Farmer, with 
1,411,000 subscribers (more than 5,785,000 
readers) in the 16 Southern states. 


The South Subscribes to The PROGRESSIVE FARMER 


Advertising Offices: 


BIRMINGHAM °* RALEIGH 


* MEMPHIS * DALLAS + NEW YORK > 


CHICAGO + LOS ANGELES * SAN FRANCISCO 
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Let's Be Realistic 


What a pity that dog food advertising is not written 


by dogs. We just can’t bring ourselves to believe that 
a dog would describe the flavor of the new Pard as 
“Lickin’-Good.” Do all dogs drop their g’s? 

Copywriters in general are expected to use the prod- 
uct they advertise and know the market to which they 
are writing. Don’t clients insist that copywriters on dog 
food accounts live a dog’s life for a couple of weeks? 
Occupy a dog house? Operate at the end of a leash? 

We should think that if a copywriter’s wife mixed 
him some dog food for breakfast every morning—and 
again for dinner at night—and made him lap it up out 
of a dish on the floor, without benefit of knife or fork, 
he might be able to describe its attributes in a fashion 
much more convincing and realistic than this. And we 
speak with all the authority of a real old dog. 

Wurf! Wurf! Nobody going to take us for a walk? We 


got a real yen for a fireplug. + 


one sentence. 


The illogic of the criticism of the Pard ad in The 
Creative Man’s Corner seems so obvious as to need only 


The ad was not written to appeal to dogs but to peo- 
ple. In spite of all the shaggy dog stories, this copy- 
writer has yet to meet a dog who could read or who 
goes to the store to buy his own food. 

No one but the Creative Man had any trouble “get- 
ting” the meaning. Everyone seemed to recognize that 
a dog’s lick is regarded as a sign of his affection and 
realized the ad was saying “Pard tastes so good your 
dog will love you when you feed it to him” in a quick, 
interesting way that evoked an emotional response. 

The ad was extensively researched, and has since 
proved itself in the field. 


Dancer-Fitzgerald-Sample, Chicago 


Frances Kennedy 


Tips for the Production Man... 


Playful Headlines, and Such 


By Kenneth B. Butler 


As graphic arts headlines get shorter 
they get bigger and certainly more play- 
ful. Perhaps you had noticed it. In two- 
color printing of headlines, for example, 
here are a few refreshing treatments 
recently clipped for my scrapbook: 

Outline type, each letter alternating 
black and color. Since characters are in 
different printing forms, letters can be 
slightly overlapped, providing a pleasing- 
ly “tight” and different touch. 

Open letters within headlines run in 
color .. . letters like the cap C, D, L, O, T, 
U for example .. . provide interesting 
interior areas for inclusion of brief copy 
run in black in semi-display sizes such as 
12 point or 14 point. Provide integration 
of sub-head copy with headline—hold 
the reader longer. Italics are especially 
pleasing used in this manner. 

Surprint of blurb or caption (in black) 
oyer complete headline which prints in a 
medium to light color of ink. 

Two-line headlines, first line in black 
and second line in color... “packing” the 
two lines together ignoring any descend- 
ers or ascenders, permitting such to over- 
print or underprint the adjacent line of 
type. 

Repetition of the short headline: once, 
twice, or even three times, alternating 
black with color. 


* * * 


An illustrated catalog that I have found 
handy in production work is “How to 
Pack It,” which is issued by Hinde & 
Dauch, Sandusky, O. The book contains 
32 pages principally devoted to illustra- 
tions of photos of the many, many sizes 
and kinds of corrugated box designs 
which are available as stock items. 

Offhand, one would not realize there 
were so many kinds of convenient ship- 
ping cartons. In the advertising office 
these are handy for trans-shipping of cuts 
and electros, shipping of envelope stuffers, 
imprinted dealer stationery, price lists, 
sales manuals, catalogs, point-of-sale dis- 
play material and posters, etc. 

Boxes of this nature not only offer 
protection to the material shipped, but 
they are great time savers, especially in 
an ad shop where manpower and space 
do not permit having a fully equipped 
shipping department. 
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EASIER WITH COLOR—When a second color is 

used, many low cost possibilities are 

opened up in headline treatment that are 

either impossible or quite expensive when 

black only is used. Headline treatments 

are becoming more animated, as this brief 
showing demonstrates. 


ial * * 


The National Paper Trade Assn. has 
sent me an interesting reprint from a 
recent issue of the Journal of Commercial 
Art, showing in chart form the relatively 
low cost of paper to the over-all job cost 
which prevails in most jobs of printing. 
A great deal depends on the quantity 
printed, of course, but the NPTA cited as 
“typical” a run of 10,000 of a 16-page 
brochure, two colors, 8%x11”, saddle- 
stitch, with average amount of type and 
engraving. 

Their comparison begins with such cost 
items as research and copy, going on to 
include art and preparation, printing and 
bindery, and mailing and postage. Their 
example ends with a cost of $5,600 using 
a cheap 702 stock. “If management knew,” 
the report goes on, “that it would cost 
only $80 extra to use the finest instead 
of the cheapest 70 offset stock, few 
would balk.” 

The folder suggests that downgrading 
of the weight of stock used might be 


preferable to the use of heavier stock in 
cheaper quality paper. It also draws a 
similar picture comparison of the relative- 
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ly mederate extra cost of colored paper. 
Address of National Paper Trade Assn. 
is 220 East 42nd St., New York 20. + 


The ‘Toss It into the Papers’ Ad 


By Clyde Bedell 


This ad is a small portion, lefthand up- 
per corner, of a large ad for a great store. 
If you’re interested, all you can find out 
is that you get custom-made shutters, 
movable, or fixed style, at 15% off reg- 
ular prices. 

These shutters, they say, “will fit beau- 
tifully into every decor whether Early 
American, Traditional, or Modern.” 

Like so many other retail ads, this is 
not an ad, but a bulletin. A real ad, as I 
frequently point out, is a selling “force,” 
hence must carry some effort to induce or 
persuade. 

Quoting a low price is a lazy man’s in- 
ducement. “I don’t know how to sell, so 
I cut prices.”’ Nothing against a reduced 
price, if the ad carries some effort at per- 
suasion! But to hang the entire offering 
on price reduction is to reduce advertis- 
ing to the language’s lower orders of 
function—that is, to make statements. 
Language’s highest function is to influ- 
ence action. 

This ad could be very substantially im- 
proved in its ability to get read and to 
sell by omitting the “lost” copy at the 
top. Readership studies prove conclusive- 
ly that to invert elements of an ad in this 
way (put them in wrong sequence), loses 
readership. That same space could have 
been devoted to great advantage to per- 
suasive copy below the headline and 
price. 

Then the ad might be expected to sell 
to prospects other than the easiest ones 
to sell, those ready to buy, who need 
only a 15% nudge. 

Shutters can be used in many origina 
ways. They can make old rooms new and 
new rooms smart. They can control light 
and provide privacy. They are versatile 
bringers of interest to windows. They look 
expensive, and while they are at reduced 
prices they are bargains, considering their 
contributions to better living. 

The unseasoned ad creator, regardless 
of age and experience, says: “Why go 
into all that? People who are prospects 


Exceptional Savings While You 
Give Every Room In Your Home 


| A Fresh Flavorful New Look 


| Custom-Made 
| SHUTTERS 


In Your Choice of Movable 


| or Fixed Cabinet Styling 


| 15% = 


Custom-made shutters that will fit beau- 
tifully into every decor whether Early 
American, Traditional or Modern 
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for shutters know all those things.” 

Wise salesmen, on paper or in person, 
never make the prospect think up the 
good things, the benefits, the “dreams” 
of possession. When an ad creator learns 
that every ad run for response should 
sell as much as it can as fully as it can, 
his employer begins to gain dividends 
from advertising that can be had no oth- 
er way. + 


7 oa Teese Ae Ra ie Oe en cel a ee oer 0 SD Spee 
ae a : Be > lege = pe eae eas 
i" ee aa eg ey tee RN Was: ORR Ss Be aeeg ee Lee ee See eae ea Se Ae oo ec , ese oe 
cere pita a dla, ae aie nat = ye Me sn a eas Mi Ese Re a ie Rea Se ties. ay PO "SNS, ES geen ater te terete YEE a ae 8 ah bt eh eee 
oe: . SRR fia verre a Winans  en yer eit ane 8 gj Clee elas pee am ET okt) : ering ste hg eT? ee Cac a ‘ Se ae eee ab aan ee oe ee ee i 
ee i oe a Ne Re Men mR eee a a eee a ed 
cE eset: ory 2 ee ce ae V2 LO sa eg NES Rani Lacy T es me Te Rate Eames Tan oe PN Cee eae ce rea Oey ee AT Roos Up te eS Ae OR NE oo yee rl tao rat ige Codey ee PRR slab de Mi = PAPAS a5 nS id) @beeee, 
ee ae me pe oad acme ae ae cs ge NS Dag Baars er Ec PR 0 2 ie i RRM Sate NO NG ea OO ag OE, aes 
4 ie a om es pie a : xy 4 em Saat ef. . . ° iy — 
Pe RE a ; : « , - Bh 
Fem dye - 
race a 
: i 
A 1 
os 94 Po ih 
i — 
a a a TP : 
_ ye ie oe " “a 
i. « f a 
g * : 
¥ ~ 
Be et : ; 
ICKIn- ) 
: . 4 ° : 
= a . > 
eo me ¢ Z 
ae “ia o 
il a oie + a 
5° Sag >. ot 
a < fo » : aK 
3 " : ~ * 2 
[hero ot My | s e ee 
yan Py . x \ ae 
Sis a ” i . ee 
gel by 
a eee > ae : ea 
ee — ae Se 
‘ . ae 
Somes et. “ q ; 
Pe = 
Pat all the beef es Ss 
, Pard in new : 
ea () es 
Now, es, 
food Your dug oil lve &. thrive on t—aew == j 
cohen’ gued Pard All the ment is beef im Pord. ow OD ee : 
‘ os ewe: i ry 
‘i ; : \ 
iy pes at a 
ice eee On eae Ree 
ak Aiea oe ahs pe 
a ite? 3 2h a 
ee, pon. 
Rete e Vv as eal 
Rh gn ae 
} ae t calf 
> 1g gabe ‘ >> ial) 
har % eee : « 2 1. 4 ——" ’ ck 
pe tee a r) | et ve 
a ts Lb | Ey ! | B 
Aine: ' \{"} i 5, 
gin a iS oa WS t} 43 , ; 
ce Nee 4) = . } ts 
“Sato al | 3 ; id | & a 
eae i=: 94-4 ie 
See: ) (TES Ee : ind 
E ; ; 7 ie] | | See See, =| j se 
ses s) =) ' =| es 
, —_ — h - >] . 7 
k _— a — ‘ * 
: ees (s J . 4 
; a 1 = a SF - ‘ 
_ _ = «“ c ‘ © | 
cig Lo mel = F 
Se ae ~ a . a : 
ea ee =o r a , F es 
} P e aes = « ‘ a ee a ae 
ite a we ' + a 
: ane 
; 3 eae 
so ay gi 
ore alsa ile ee aa 
a ee ae 2 
pia eae eee Chapa: 
ee, a 
3 Po pi 
: ie ae 
7 : ee 
meat 
I inves a ey 
a : } : < ey 4 i. z 
i ioe tgs iB . * ; Pas et eo 2 ie j v ‘ « . ae 5 te a i sy = = 


‘“‘How did he get to be 


a vice president?”’ 


“The same way all the others in the company 
did.” 


**“How’s that’?’’ 


“By keeping up to date on all vital issues in 
metalworking.’ 


*‘“How do you do that?” 


“By reading the IRON AGE.” 
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On the Merchandising Front... 


By E. B. Weiss 


For no less than six or eight years, I 
have been predicting that some 50,000 gas 
stations would eventually emerge as a new 
type of retail outlet-—merchandising a vast 
array of non-automotive merchandise 
classifications. And 
I have pointed out 
that, since 50,000 
drug stores consti- 
tute a potent distri- 
bution facility for 
innumerable manu- 
facturers, some 50,- 
000 gas stations sell- 
ing non-automotive 
merchandise could 
also become a pow- 
erful outlet for a 
host of manufactur- 
ers. 

However, of all the marketing predic- 
tions I have made, perhaps none has 
progressed so slowly as what I consider 
to be the inevitable march of the gas 
station toward non-automotive retailing. 
It was only some eight or nine years ago 
that I set forth, in these pages, in a 
series of four articles, one of my wildest 
predictions—the coming impact of auto- 
mation (the word, itself, had then just 
been coined) on the world of marketing. 
It was in 1954 that I wrote another series 
of articles in ADVERTISING AGE on the 
then newcomer—the discount house—and 
predicted an era of the low-margin re- 
tailer. I've advanced a score or more sim- 
ilar marketing predictions in these pages— 
and the fates have sometimes been kind. 

But the gas station has stubbornly re- 
fused to budge. It has continued to do a 
poor job with its few automotive lines. 
And it has resolutely turned the other 
way when non-automotive products have 
been suggested. 

I think one reason is that giant corpor- 
ations move slowly. And the gas outlet is 
obviously the reflected image of the giant 
oil refineries. 

I think a second reason is that the giant 
oil refineries have been thoroughly con- 
vinced that the sale of non-automotive 
products by the gas station would inter- 
fere with the sale of gas and oil. 

But during the past year or so, I think, 
I detect a change in attitude, a change of 
heart, among the great refineries. (I hope 
this isn’t merely wishful thinking!) For 
example, in a talk I delivered about a half 
year ago, before a special petroleum mar- 
keting seminar sponsored by New York 
University for petroleum marketing ex- 
ecutives, I advanced in detail my reason- 
ing with respect to the gas station as an 
outlet for non-automotive merchandise. 
This time, not only did several petroleum 
trade papers reprint my comments with- 
out damning them, but even hinted a 
hesitant approval. Moreover, several pe- 
troleum marketing executives have writ- 
ten me that the talk has been circulated 
through their organizations and is being 
discussed—so at least the topic is no 
longer “verboten.” 

I suspect that this change of attitude is 
being brought about by such circum- 
stances as the following: 
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1. We are clearly coming into an era 
in which the cost of gasoline (due in 
some measure to taxes) will compel us, 
as it has compelled Europeans, to turn to 
cars with lower gas consumption. This 
may mean a flattening out in the sales 
curve of gas. The sale of non-automotive 
lines could help counter this trend. 


2. We are clearly coming into an era 
in which gas and oil will be sold by out- 
lets other than the traditional gas sta- 
tions. Giant retailers today realize they 
are not offering full service to customers 
unless they service the customer’s car as 
Sears has been doing for so many years 
with such extraordinary success. The 
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newer types of discount chains are very 
active in gas-oil retailing. Even the vari- 
ety chains are selling oil. Discount chains, 
department stores, variety chains, food 
chains are all turning to auto parts and 
accessories; the department store is cur- 
rently showing a very strong interest in 
auto tires. This new competition will com- 
pel the gas stations to step up their 
decadent merchandising of these lines, 
and to add non-automotive lines in self- 
defense. 


3. The newer autos will require lubri- 
cation less and less. Lubrication every 
4,000 miles is now the vogue. Next will 
come one-shot lubrication. Moreover, the 
American auto owner is being weaned 
away from the discredited notion that oil 
should be changed every 1,000 miles. 
These twin developments will cut deeply 
into the more profitable phases of the 
gas station’s gas-oil operation. 

4. As land and buildings become 
higher in cost—especially the more de- 
sirable traffic locations—the gas station 
will find it increasingly difficult to cover 
its costs with its traditional lines and 
services. The competition for top traffic 
locations is fierce. 

5. There is growing recognition, final- 
ly, among the refineries that the auto has 
revolutionized all retailing—except the 
retailing of the gas station! Incredible— 
but true. It is even seeping into the 
awareness of this industry that car traffic 
is now shopping traffic—and that more 
cars, driven by women as well as men, 
stop at gas stations every day than drive 
up to any other outlet, including perhaps 
even the food outlet. No other retailer 
so completely wastes such a remarkable 
traffic count as does the gas station! 


6. The industry is also coming to under- 
stand that the shopper who may buy a 
food or drug item in a gas station, won't 
necessarily buy that much less gas and oil. 
It’s incredible—but many in the industry 
think this way. 


7. More and more women, in particular, 
want to have their cars serviced while 
they are shopping. The gas station, how- 
ever, says: “You can’t shop here—go else- 
where to do your shopping; we will only 
service yeur car.’ Other retailers are very 
grateful—and they are now showing their 
gratitude by telling more and more shop- 
pers: “You can shop in our store and have 
your car serviced while you shop.” 


8. Credit is now available in most mass 
retail outlets. Thus, cars cafi be serviced 
in these outlets on credit as well as at the 
gas station. 


9. Even the gas station’s techniques for 
serving gas are archaic—how often have 
you had to wait at a pump for ten min- 
utes and more while a car is being given 
not only gas and oil, but also having its 
windshield washed, air put into the tires, 
etc.? The new retail outlets will show the 
gas station how to modernize this function. 


10. An era of giant chains is coming for 
the gas station—the question is, will these 
huge chains be gas station chains selling 
non-auto products, or non-gas_ station 
chains selling gas, oil, auto parts and ac- 
cessories? The gas stations would do well 
to bear in mind that Sears has merchan- 
dised rings around them on tires, auto ac- 
cessories and parts and now on gas and 
oil. All other chains are aping Sears. 


11. The various chains are just begin- 
ning to develop so-called “service” de- 
partments. Gas and oil are logical service 
departments—so is the servicing of the 
car as a whole. 

12. Some day, a huge non-gas chain 
will turn to the mechanical servicing of 
cars. Anyone who has watched how taxi 
fleets are serviced in large cities has 
reason to know that car servicing in gas 
stations for less-than-major repairs tends 
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First you thought small. 


saying about it. 


competition. + 


Impact with a Compact 


Peugeot, recently, has blossomed forth with some highly imaginative, bold 
and persuasive advertising. Imaginative insofar as its striking design and 
challenging approach are concerned. (One ad compared its quality to that 
found in Rolls-Royce, the Mercedes-Benz and Cadillac.) Bold insofar as its 
reference to other makes is concerned—without the ridiculous subterfuge of 
alphabetical nomenclature, Car A, Car B, and so on—or Car R-R, Car M-B, 
and Car C. And persuasive insofar as its careful presentation of facts goes. 

With the advent of the domestic compacts, as well as the continuing excel- 
lence of the Volkswagen advertising, we had begun to feel that the knell for 
most European cars, particularly the small ones, had sounded. With the emer- 
gence of the dramatic and compelling advertising for Peugeot, however, we are 
not so sure that Detroit and Germany will have it all their own way. Peugeot, 
certainly, should feel a lift—if the car lives up to all the advertising has been 


We didn’t feel the Volkswagen advertising could be equalled. We feel, now, 
it has been, and are glad to see this. It vindicates our belief in the value of 


Novy think a little bigger. 


wtveeor son 


to be done with archaic inefficiency. 
Large retailers will eventually capitalize 
on this opportunity—and where cars are 
serviced, gas and oil and parts and ac- 
cessories will also be sold. 


s I presume I could go on—but I hope I 
have cited a sufficient number of straws 
in the wind to make it obvious that the 
gas station will run out of gas if it doesn’t 
come out of its years and years of retail 
hibernation. 

In this connection, I was almost flab- 
bergasted to learn that none other than 
Esso’s Humble subsidiary has been test- 
ing food vending machines in six gas 
stations in Charlotte, N.C. I assume this 
is just a tiny test—and that from this 
test to a big program may involve a mat- 
ter of years. But at least the giant Esso is 
willing to test vending machines for non- 
auto products—and that surely is news. 

As a matter of fact, it was the vending 
machine—in the form of the cigaret 
vendor and the Coca-Cola vendor—that 
really got the gas station to nibble at 
non-auto volume. Here and there, in 
various parts of the country, gas stations 
have been selling ice cubes, milk, and a 
few other lines via automatic vendors. 


Now that the automatic vendor is being 
freed of its coin-changing restrictions, 
and now that the automatic vendor will 
soon be free of climatic problems for 
perishables—now, in brief, that the age 
of automatic vending is indeed coming in 
fast, perhaps the gas station will be 
shoved off dead center by the electro- 
mechanical vendor. 

Of course, the gas station will have to 
be engineered and architecturally de- 
signed for non-auto merchandising—as 
welleas for gas, oil, parts and accessory 
merchandising. Within a decade, I think 
some 50,000 gas stations will look no 
more like the present-day gas station 
than the modern food super resembles the 
old-time corner grocery store. Also, if I 
didn’t want to avoid scaring the gas 
station, I might add that some day, just 
as we now ask where is the food in the 
food store and where are the drugs in the 
drug outlet, and where are the five-and- 
dime items in the five-and-dime—so 


some day maybe we'll be asking where is 
the gas in the gas station? 

But the gas station shouldn't really be 
seared by that—after all, the food outlet 
still moves food, and the drug outlet still 
dispenses prescriptions! + 
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STROJET 


‘ALL THEY EVER SAID IT WAS— AND MORE” 


This is the acclaim of experienced air travelers—who have 
flown in the world’s most advanced jetliner, the 707 Astrojet. 
They've told us the Astrojet provides the most comfortable, 
most dependable flights now available in daily transconti- 
nental service. And as rapidly as possible, American Airlines 
is extending this unique jet service throughout the nation. 
Powered by revolutionary new fan-jet engines, American 


Airlines’ 707 Astrojet outperforms all other airliners. Once 
aboard, you notice that the Astrojet takes off quickly and 
climbs swiftly—you cruise confidently, smoothly, quietly re- 
laxed. Here is extra jet power, assuring better on-time depend- 
ability, even finer service to our passengers. 

In Jet Age: Stage II, the Astrojet is just one more dramatic 
reason why American is first choice of experienced travelers. 


AMERICAN AIRLINES 


AMERICA'S LEADING AIRLINE 


*Service mark of American Airlines, Inc. 
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Tyler Picks Ten for June... 


Don't Create Openings for Critics; 


Instead, 


Convert with Honest, Tasteful Messages 


By William D. Tyler 

What’s behind the growing public re- 
sentment toward advertising? You hear 
various moral, spiritual, and economic 
reasons stated. I don’t believe any one of 
them is at the bottom of this movement. 
What I believe we 
are witnessing is an 
emotional revolt 
clothed in intellec- 
tual trappings. I be- 
lieve this because 
people have such 
difficulty in singling 
out any advertising 
they consider repre- 
hensible. 

The unadorned 
fact is that advertis- 
ing is just annoying 
the hell out of people today with its 
volume, its intensity, its repetition, and 
its ubiquitousness. There’s precious little 
we intend to do about those qualities, 
so we have to look elsewhere to brighten 
our image. And the place to look, of 
course, is to the message itself. When 
an advertisement is the least bit mis- 
leading, weasel-worded, or lacking in 


William D. Tyler 


trying to create the impression that the 
bread was baked in a monastery instead 
of Ward’s somewhat less than monastic 
bakeries. It wasn’t what was said, it was 
what was left unsaid. The advertiser now 
makes it explicit. Bill Abrams’ copy: “In 
a quiet green valley, at the Abbey of the 
Genessee, an unusual group of men. 
subsist largely upon the bread they bake. 
Now available to you, baked locally from 
the same nourishing recipe by Ward 
Baking Co.” Strong layout by Grey’s 
Howard Stabin. So sensitive are our de- 
tractors to anything that even remotely 
suggests deception that we in advertising 
are going to be called upon to police our 
own copy more and more rigidly. This 
may very well blunt the appeal of some 
campaigns, but if we can restore good- 
will and confidence for advertising gen- 
erally, all campaigns will benefit in sell- 
ing effectiveness. Enough moralizing. On 
to more engaging business. 


Tantastic 


Like this gatefold from Playboy. 
Through careful study of this fine publi- 
cation, I have noticed that by what must 


Only the sun tans for real...and TANFASTIC speeds up the sunt 
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Tonfastic 


taste today, it gives our enemies the open- 
ing they are so eagerly looking for. 


Monks’ Bread 

Here is a case in point. This is a good 
ad, in my opinion, worthy of inclusion 
in the month’s “ten best.” Yet in its orig- 
inal version, it left the implication with 
certain people that the advertiser was 
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Ronson 


be pure coincidence, each issue contains 
a gatefold which, when extended, dis- 
closes a young lady wreathed in little 
more than a becoming smile. Others, too, 
seem to have noticed this idiosyncrasy of 
the publisher’s, including the makers of 
Tanfastic. The result is this absorbing 
advertisement, as appropriate a bit of 
editorial-matching as has come this way 


Timex 


We peeked 3D fragrant re 
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EWRICHED BREAD 


of a most deeply sati 


3 4 quiet green valley. at the ably setisfying food hes come to = supervision of the Abbey of the 
Abbey of the 


Genesee. an un- be knows as “Monks Bread.” 


sual group of mea live and work 
They cat ncither meat. fish nor 
bet 


. rec 
the bread they bake. This cemark- pany 


Monks’ 


for some time. Displays the product nice- 
ly, doesn’t she? The idea was William 
Randall's of the Rolley Co., and the art 
director under whose loving supervision 
this was created is Richard Owen of Foote, 
Cone & Belding’s San Francisco office. 


Ronson Roto-Shine 

We live in a gilded age. A man who 
wants to get back to basic realities, how- 
ever, can still do so. Let us say he wants 
to start by shining his own shoes. This, 
we are told, develops character as it saves 
money. The Ronson people are ready and 
waiting to servé his noble resolve. Julian 
Koenig’s copy does not, however, recom- 
mend using the human hand. “This old- 
fashioned machine,” his copy states, 
“shines in 4 minutes and is a lot of work.” 
Whereas, “This new Ronson machine 
shines in 2 minutes and is a lot of fun.” 
Sam Scali was the art director. Since 
Ronson’s character-builder is power-driv- 
en and costs $23.50, the ad must thread 


Yardley 


Genesee. You will find 11 tastes far 


It is now available to you. baked = different from any other bread. 
locally from the same nourishing — Heartier. Truly satisfying. Look 
ape by Ward Boking Com- 

cube special license and = Rye, Whole Wheat, 


for it in the tall loaf, in White, 
or Raisin. 


Bread 


its way neatly between the somewhat 
preposterous extravagance of the product 
and its undeniable gadget appeal. It does 
so by not taking itself too seriously, yet 
presenting its case very forthrightly. 
Papert, Koenig & Lois is the agency. 


Timex Watches 

Obviously, the finest thing advertising 
can do for low-cost Timex watches is to 
dispel the feeling that they are cheaply 
made. This is easy to agree with, but 
difficult to accomplish, since it is the goal 
of most low-priced products. James Nel- 
son of Warwick & Legler has found a 
way with the arresting headline: “How to 
make this $12.95 Timex sell for $50.00.” 
Copy: “Use more parts. They won’t add 
to the performance or dependability. (The 
more complicated the movement the more 
fragile it becomes.) Go back to old-fash- 
ioned time-consuming handwork. The 
parts won't be as accurate ... ups cost 
too.” And so on. Pretty challenging con- 


Married 
in 1932 
Got Maytag in 1933 


Both marriage and 
Maytag still working 
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How Raytheon hit 431 promotion targets _ 
with Western Union Telegram-Plus Service 


RAYTHEON 


MISSHLEe FEST COMTER 


Raytheon had a hot premium idea . . . a toy Missile Base available to the public 
through TV-Radio Service Dealer outlets. Hi Simultaneously, all 431 Raytheon dis- 
tributors were alerted to the promotion with a compelling telegram, a sample 
Missile Base, and a consumer premium-offer folder—all delivered by Western Union 
in one package. I This was Telegram-Plus in action—and it got the story across 
in a way no one could ignore! HJ Within weeks, a successful promotion was dra- 
matically in orbit, as thousands of Missile Bases streamed into homes all over 
America. Mf The uses of Telegram-Plus, as well as other Western Union Special 
Services, are as unlimited as your imagination. Wire collect today for the pro- 
vocative facts about Telegram-Plus. Or, simply drop us a line on your letterhead. 


Western Union Special Services... for action! 


TELEGRAMS-FOR-PROMOTION + OPERATOR 25 + SURVEY SERVICE + AD DISTRIBUTION SERVICE + TELEGRAM-PLUS 


(OSS SSS086S50 


Pamaeoooeoooeoeoese 


ES WESTERN UNION 


TELEGRAM 


Special Services Division, Dept. A-4 COLLECT 
Western Union Telegraph Co. 
60 Hudson Street, New York, N. Y. 


Please send me information, without obligation, 
on Western Union Telegram-Plus Service. 


Company Title 
Address 
City State 
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cept. Hard to pass by, too. Jim Ross was 
the art director. 


Yardley Cologne 

Never thought I'd live to see the day 
when perfume was sold on a factual, in- 
gredient basis. This fine magazine series 
does just that for Yardley by illustrating 
the one and only line of copy with great 
literalness: “We picked 3,000 fragrant red 
rose petals to make one small bottle of 
Yardley Red Roses Cologne for you!” 
Copy couldn’t be more product-oriented 
than that. Yet it makes for beautiful ads 
and the consumer benefit all but leaps off 
the page at you. It was Lore Lionel’s 
idea at Doyle Dane Bernbach, with a 
great big fat assist from art director Bert 
Steinhauser. 


Maytag Washers 

The important thing today in the sale 
of an automatic washer is not gadgets or 
price or even performance as much as it 
is assurance of quality. This is the most 
trouble-prone area of appliances, and the 
manufacturer who can tell the most con- 
vincing dependability story should make 
the sale, all other things being equal. 
Maytag recognizes this, as this ad built 


around an old bridal picture, clearly 
shows. Its theme: “Both marriage and 
Maytag still working.” True, the 1933 


Maytag in question was a wringer job, 
not an automatic, but John Ward’s copy 
adroitly transfers the Maytag reputation 


Skip it 


Western Union 


oF 


Scott Paper Co. 


for reliability from one to the other. Bur- 
nett’s Art Meltzer made the layout. 


Scott Paper Co. 

There is a new and still relatively un- 
charted world of advertising that few ad- 
vertisers understand very well. This is 
advertising that sells a company, rather 
than its product. Such advertising is de- 
signed to create a favorable climate with 
the investing public. Scott knows how to 
address this audience, if last month’s 
spread in the Wall Street Journal is any 
criterion. The ad is literate, thoughtful, 
mature and impressive. It speaks well 
for Scott management. It makes of a 
new polyester foam development an im- 
portant commercial achievement as it 
tells of its discovery in almost deprecat- 
ing tones. “A small miracle of science 
...In another time, we might have 
called this a major discovery, but not 
against the vast shattering backdrop of 
advances in atomic science.” Sid Olsen of 
Thompson was the writer, and Bernie 
Owett was responsible for the powerful 
layout. Coincidence or not, Scott stock 
was up four points at close of market the 
following day. 


Greenwich Golf Course 

There’s been quite a brouhaha in sub- 
urban Greenwich about the matter of a 
site for the proposed new municipal golf 
course. The owner of the land decided to 


Crane 


ad 


take a full page in the local paper—the 
Greenwich Time, natch—to see if he 
could get the public to exert some pres- 
sure and push the measure through. For 
the illustration, he photographed the golf 
architect’s proposed plan and had it head- 
lined with some provocativeness: “Blue- 
print for the golf course you'll never 
have.” This was followed by “. . . unless 
you tell your Town Representative you 
want it!” Ad was written by none oth- 
er than Tom Ogdon, a discovery I made 
when I called the paper for the author. 
Any fee Tom got will be deducted from 
his salary at Benton & Bowles. 


Western Union 

One of the most taken-for-granted 
products of our modern society is the 
telegraph blank. Yet few things in our 
civilization have aé_ greater potential 
emotional wallop. To capture this paradox 
in a simple advertisement is quite a trick. 
Jay Folb, with the help of John Jackson 
and Bob Povey, have succeeded admirably 
by putting a peremptory, “Skip it,” above 
the familiar yellow blank. Copy in the 
wire tells you why you found it impossible 
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Greenwich Golf Course 


to do so. Sort of sums up the essential 
drama that sets a telegram apart from all 
other forms of communication. Dan Cro- 
mer of Benton & Bowles is responsible for 
the strong, simple art handling. 


Crane Plumbing 

It’s pretty hard to work up a classy ad 
about a men’s room, but the Crane people 
have done just that. They took a picture 
of a small boy opening the door to one 
of the johns in the Guggenheim Museum. 
Jay Poole of D’Arcy titled it, “Art lover 
makes discovery!” and was off to the 
races. He wrote some prestige-type copy, 
too. “The genius of Crane lies in making 
bathrooms look like Dresden china, func- 


tion like hand-crafted watches.” Ever 
flush a watch? Art direction by Jere 
Rowland. 


* * * 


We goofed. Copy for that wonderful 
Self-propelled Fishing Lure ad, written up 
in this column last month, was mis-credit- 
ed. It was Eugene M. Schwartz’ of Eugene 
Stevens Inc. = 


What They Were Saying 25 Years Ago... 


Dr. Sam N. Stevens, associate professor 
of psychology, Northwestern University, 
speaking before the Chicago Federated 
Advertising Club (AA, March 9, 1936): 

“Knowledge of buying habits can be an- 
alyzed to indicate the stimuli which cre- 
ated them and likewise those which can be 
introduced as a means of reconditioning 
the consumer’s attitude and preparing the 
way for a new set of reflexes and buying 
habits. 

“This psychotechnical attitude toward 
the consumer is the only effective way in 
which to get out of the guess stage and 
into the scientific stage of applying psy- 
chology to practical advertising problems.” 


News item (AA, March 16, 1936): 

Just to show that its arsenal is not yet 
depleted, Procter & Gamble Co. has be- 
gun tests on Ivory toothpaste. The com- 
pany refused to confirm or deny reports 
that reaction has been so favorable that 
big-scale marketing operations for the 
new product will be undertaken before the 
year is out. 


Will H. Hays, motion picture czar, in his 
annual report (AA, April 13, 1936): 


“The rise is to be noted... of a new day 
of advertising effort in which the right 
product will be sold to the right audience 
in the right way. Some of the distinctive 
methods recently adopted to introduce the 
truly great picture sufficiently in advance 
of exhibition, the greater artistry that has 
marked the exploitation of our greater 
products, and the recognition that whole- 
someness and good taste are stimuli, are 
welcome signs of such an era.” 


Clarence R. Palmer of N. W. Ayer & 
Son, speaking before the Deimarva Press 
Assn. in Wilmington, Del. (AA, April 13, 
1936): 

“Because some products are unworthy of 
public confidence and because some ad- 
vertising is misleading, it does not follow 
that all nationally distributed and nation- 
ally advertised products are unworthy 
and should be condemned. 

“Did you ever stop to think that such an 
attack on an honest product, honestly ad- 
vertised and honestly sold, may strike at 
the heart of your own community—whose 
people may be employed by the manufac- 
turer of that product, or production of ma- 
terials that enter into its making?” = 
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Arbor Homes, manufacturer of pre-cut panelized houses 
in New England, ran a Zone 1 (New England) two-page cou- 
pon advertisement in the Sept. 13, 1960, issue of Look. Over 
6,000 inquiries poured in within a month after the ad ap- 
peared. Five months later, Arbor Homes was still receiving 
inquiries at the rate of 15 to 20 weekly. 

Sidney Posin, Arbor Homes’ Director of Advertising, 
writes, “We were able to trace directly to Look—because some 
of the LOOK coupons were accompanied by down payments— 
the sale of more than $200,000 worth of homes. We know, of 
course, that LOOK influenced many more sales for Arbor.” 

Moreover, Mr. Posin reports, Look Magazine drew twice 
as many returns per dollar invested than did any previous ad- 
vertising source ... and the quality of the respondents in Look 


LOOK sells them ~ 


“One $6,600 ad in LOOK sold $200,000 worth of homes for us—that we know of.” 


rbor makes them 
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was much higher than in other media, print and electronic. 

Mr. Posin continues, ‘““Arbor Homes sales figures were 
double those of last year. We feel that Look helped us im- 
measurably in achieving this goal at a time when the building 
industry as a whole experienced a drop in construction and 
dollar volume. As a matter of fact, Arbor’s success in LOOK 
has been a direct factor in helping us build a new factory that 
turns out Arbor Homes at the rate of one an hour.” 

Last year (1960 vs. 1959) LooK gained more advertising 
revenue than any other magazine in America. And in 1961, 
Look had the biggest first six months in its history — biggest 
in advertising revenue, biggest in circulation. One reason for 
this unmatched growth is LOOk’s outstanding record in pro- 
ducing sales results. For LOOK means sales. 


y a te mm eS peal 
wae ne ae 2 te ay 
age oa See ee re ore eee ; oe ph es 
ct ya aaeeee a Re ie Mee oe he it tt eee re ee aie rn A ee ee ghee: SRO Sm I “ey a ia Se , pire tae 5 One ee i eae 
Aiespien sei be) a bo ge ate calcd Ae cr a es Se, be Seu Bron be es ao ee ae 7 eS pee ees nace ye eUke co a 
Seta es caine cope Metieen his EMSRS Soe ct eae cack Fade ai al Ber SM EI, aaa 2 eee nines (rN Ry ae a ae ee | eS ee ee nee eee Mia Vs, he) yey 
ola teat eo OS aR Ae a ee ee Oe a Sage a ea a ee eR ea CG a eink i ek ieee) oa hee 
See. es eae aed a ee ee a a ee hc eee i ae Ne a ayaa Bee eee UN RR eee ce Sw i 
a ; ‘ : : ; a a ee eer i tae ae i tee) cee ei eGR By lia Pee tee 7 
' | 
is \ 
| ; 
' 
i | 
' 
 &§ 
7 , 
7 es | | 
- ; 
. = ‘ | 
Me Me - 
aes ' y ee — . + oe 
ss : y a | sities ae 
\ af e or pronto A 
- a —y ~ J oe 
ie agi Re " mtg, ME caine Sr ea 
: oe i ga oe Sree, ke ee 
ii ee | Sa ~S ei None oe me 
csi i ? ———— en es. ; os ce a a 
‘i : — ° —t a a ar ate, << Siar Sane 
s E aa aa ate oe a ‘iy - a , ~ fcr te 
A Ss — pares oy <n . a, : oe 
3 | meinen <= eee, em Fee: el ~, en! ~ me Se Bh 
Tae no aa ck i ee, ee aa 
——e | —— = = ee 
; a cinta: eed | Es ie 
- , ape pie ie ib ieeade Gel 
" ‘ ul m ¢ ’ d bi eras ae “1 ee 
= a ie ee ~ | 
; iia Las | ae t ‘ 
wi -| —— | | ec e Rae Tn, 
: ae oreeatenntnarnamummene ammeter nn ; os m 
t “a nein on sili i nt 3 : es ~s | 
sie — oa : ; . } 
——_oe _ ey P 1 Se 'y ‘ # ~ ; ; 
a — < _ HEE f Ss he | 
: } Paneer i west | glee a " Er. ‘ SMe * _—_~ 
: ; “Oe es . » “ ee staph tal a 
— i cca, e is a 
—_— — . A ‘ ' a: eee 2 ; —— _~ 
By _ ii camer ps ata A ele pas i we ¢ 2 a adil cael =. — * 
d ; = Ta : rie — ee A © : —— ee COSA 4 i ; cpus sampepee = eee a 
: —4 " ‘3 7 Knee *! ; “ i | ae ‘~ | - D aesuwigkcpeentee  thed eee a 
aes ara TS ee. i ani ages: 5 mi. y ees}. ee) as 
eed ~oae <rmeaty ~a 4 ‘ ert <x ee i i T F . , od ae ioe + ie 
~ pie oe” ~ 4 tj rn 3 =a “ . ae SS ~ i Bie ia ae 
Sei | } : ms asia : rift — a . : it pagers 
iy er | — ae ; ii % ve + ie ‘ eae mation. heii oe apa Bite Oe ; ae tn food 
. . on a eg" 3! -9¢ < c4@in i er A ii eee teen 
‘ae ; ae + oe - te ee se NS tear: 7 
i ee Ts - : : sees . ee ee , Stig AS Nn ee 
| Ss <i f : Att 7 eres 
Ss | hU | athe =. : a ' ADEE ae 
oo } — << —_E es . : i Eres 
iaigs — " v7 ti “nt ed Ps “ nace . MA es iia se Ra 
\ : - a“ ihineupmeenes ——— ——— cr c< —_ «——_— ——— : Ns, Sth AR 
_— i eee ose eat et 
a ny | oe g ae 
e l mas me Seer oe 
a ge 
ik ned ae 
; — — Mee tee 
oe oe 
: — ee 
= Sa ai 
ae ier ama 
ee ee as 
ees S 
mies snes. on 
A - MT ta ak 6 4 
mre “gioc iaee 
ee fk ie 
= = ae 
en = See re i 
at + cats 
- a 
m nee ee wd 
ee a) ay 
aor fe 
ee ie eee a 
2 = es oF 
ea Sia a 
tf 
ee: ay RP ce 
sah re 
teat 2 
: Bie ee 
: noes 
om ee 
——— : a “A i 
j=] ARBOR HOMES 
: yt . 4  aaerteewse > ae 
e coma as on a sae ereeanat f ’ aa? sae ee 
, he . an 6 » E 
Bee : = — : 
: z ‘ 3 ’ 
- Ze = ‘ at nae = Te . 
— | — ete 
. a os som crcit = - —— - I . 
= ‘ ; @ fos. serene iid 
Seay = neiene fn ee , 
‘ owe ‘ ath in ro 
wm. " ge «eae “8.600 
—— as soonerereme 
Bae ‘ , Sain Ks take it —< codes 4 
oe er eRets don rea 
2 P E Abc ee eee, Since ae: 
ae ~ - — a a4 . : : 
: - 3 “ : y f ws teens — ew 


Some Readers Find Direct 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Mail Brochure 


Disgusting: Others Comment Favorably 


To the Editor: Enclosed is a di- | 
rect mail piece [first page of mail- 
ing is reproduced below] received 


within the last week which I feel 
belongs in the “Advertising-we- 
can-do-without” department. 

This piece is probably in the 
poorest taste of any advertising lit- 
erature I have ever had the mis- 
fortune to receive. Note the “con- 
versation” on the front cover and 
first page: 

Salesman: We're coming out 
with a brand new magazine. 

Ad Manager(?): 
while I puke. 


Salesman: I don’t want to take 
up too much of your time so while 
you're heaving I'll run over a few 
facts. 

Not only does the above dialog 
leave me somewhat aghast, I’m 
amazed at how much money must 
have been spent in preparing a 12- 
page brochure on good grade paper 
and well printed, that gives little 
or no information about the tech- 
nical magazine being “promoted”— 
Electronic Electromechanical Pro- 
duction. 

I don’t know how many other ad 
managers were as repelled as I at 
this piece, but I hope that it was 
distributed only to advertising peo- 
ple for I'd sure be sorry to have 
others outside our field see this 
piece of trash. It would be one 
more strike against all of us. 

John T. Root. 

Manager, Advertising and Pub- 


Pardon me, 


lic Relations, Alan Wood Steel 

Co., Conshohocken, Pa. 

To the Editor: Attached is my 
candidate for advertising we can do 
without. 

My immediate reaction was one 
of pure disgust. 

Ralph W. Poole Jr., 

Manager, Advertising & Sales 

Promotion, Shawinigan Resins 

Corp., Springfield, Mass. 

. « 

To the Editor: If the “Voice” is 
as much interested in what is said 
to the advertiser as in what is said 
by him, I'd like to know what you 
have to say about this thing, which 
arrived in the morning mail. 

Donald R. Cook, 
President, Cook, Smith & Col- 
well, Orange, Conn. 
e 


To the Editor: Almost every 
time this subject is brought up, it 
deals with people who probably 
don’t know better. However, the 
sample of extremely bad taste 
which I am enclosing cannot pos- 
sibly be excused that way. 

We have been stabbed by our 
own brethren! 

Arthur J. Brooks, 
Vice-President, Gray & Kil- 
gore, Detroit. 

e 


To the Editor: We are in receipt 
of a copy of the letter of June 15 to 
you from John T. Root: 

Reaction to this brochure has 
been very, very strong. Although 
Mr. Root’s reaction was violently 
against it, we have received many 
letters just as strongly in praise of 
it—we enclose some of these let- 
ters. 

This brochure has caused quite a 
furor and has brought a far greater 
response than any promotion piece 
Benwill Publishing Corp. has ever 
sent out. On the whole, we would 
say the balance of comments has 
been exceptionally favorable... 

Harold G. Buchbinder, 

President, Electronic Electro- 

mechanical Production, Brook- 
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A Renaissance of the Arts of Hospitality 
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Robert Huyot, Vice President & General Manager 
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line, Mass. 


Mr. Buchbinder included copies 


praising the brochure from: W. S. 
| Clement, advertising manager, 
| South Chester Corp., Lester, Pa.; 
|L. R. Pontious, Minnesota Mining 
|& Mfg. Co., St. Paul; L. T. Matthys, 
|F. W. Prelle Co., Hartford, Conn.; 
R. A. Minard, advertising manager, 
Trans-Sonics Inc., Burlington, 
Mass.; W. G. Small, advertising 
manager, NRC Equipment Corp., 
Newton Highlands, Mass.; Gary E. 
Singer, Ted Gravenson Inc., New 
York; W. A. Berchtold, Wilming- 
ton, Del. 


Small Budget Doesn't Keep 
Agency from Thinking Big 
To the Editor: I thought you 


might be interested in the enclosed 
ads. The Carrier ad [ran in maga- 


out, not because of what it says, but 


the minds of children thumbing 


DaTve co 


ns Spring Brook ADOMESS sas ecsecneretesensecnere < 
Ave. te ce 
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is ‘ 
|through the tv program supple- 
|ment of our daily paper. Whoever 
| wrote the ad may know his prod- 
| uct, but he surely doesn’t know 
|kids. Either that, or he has no 
|heart... 

I submit that this ad, showing a 
child who looks as if he’d just been 
rescued from an Iron Curtain con- 
centration camp, can only add to 
the mental anguish of children af- 
flicted by this unfortunate lack of 
self-control. It is an ad that will 


™ haunt the memory of every such 


How much is a child’s comfort worth? 


> -—.- 


zines in May]. The Commander ad 
started running in Long Island 
papers May 4. Of course, we don’t 


Co 


mmander 


cS) 


have a $3,500,000 budget, but we 
don’t feel this should be an ob- 
struction to running first class ads 
It is better to run a few good ads 
repeatedly than to run a lot of 
different bad ads. At least that is 
our feeling. Our budget, inciden- 
tally, is about one-third of 1% of 
that of Carrier. 
Albert J. Ungar, 
Ungar & Fruhling, New York. 
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Reprints, Place Mats Requests 
to Pacific Telephone Grows 

To the Editor: One of our clients, 
Pacific Telephone Northwest, was 
the subject of an article on Page 34 
of your June 12 issue of ApverTIs- 
ING AGE... 

You may be interested in know- 
ing that since the story was filed, 
the total distribution of reprints 
and place mats has increased to 
over 400,000... 

Angus B. Woodbury, 

Seattle Manager, Guild, Bas- 

com & Bonfigli, Seattle. 

e + - 


Bed Wetting Remedy Ad May 

Hurt Children It Seeks to Aid 
To the Editor: I nominate the at- 

tached ad as one we can do with- 


child, for it suggests to him—at a 
time when his mind is most pliable 
—that this is how he looks to oth- 
ers. The result is that he feels even 
more ashamed and _ humiliated. 
This, in turn, may cause mental 
stresses which further complicate 
an already unhappy situation. In 
fact, the mental troubles may well 
persist long after the child has 
achieved complete bladder control. 

The ad may sell... I don’t know. 
I do know that it tends to destroy 
the very self-confidence that is so 
necessary to speedy and complete 
recovery. 

I doubt if the art can be justified 
even on a “scare” basis—because 
the children involved certainly do 
not make the buying decisions the 


ad is trying to motivate. And if the | 
scare approach is so effective, why | 


don’t the cosmetic ads show home- 
ly gals? 

Let’s show a happy, smiling 
child, one who has evidently bene- 
fited from the whatever-it-is that 
the ad is trying to sell. Let’s don’t 
show anything that illustrates the 
misery involved—because the chil- 
dren most concerned are the very 
ones who will be hurt most—per- 
haps irreparably—by the use of 
such unfortunate art. 

Children in trouble need our 
help and understanding—not diffi- 
culties thrown in their way. Don’t 
ad writers know this? Or, does it 
matter—just long as the ad 
pulls? 


so 


M. H. Banner, 
Normal, Ill. 


He Prefers to Censor TV 
Himself Via the Set Dials 

To the Editor: I am mighty con- 
cerned about the cause of freedom 
throughout the world. To be brief 
and to the point, I was much 
amazed about the article which 
appeared in ADVERTISING AGE sug- 
gesting that brain trusts in Wash- 
ington had spoken out emphatical- 
ly on the programming of certain 
network shows. I am_ surprised 
that more people did not come to 
the defense of this particular 
threat to freedom of expression. 

I personally look with consider- 
able distaste on much of the tele- 
vision programming. On the other 


hand, however, I can still exercise _ 


my prerogative of turning the 
television set off or change to an- 
other network if I am dissatisfied. 
I don’t want the bureaucrats in 
Washington making the decision 
for me! 

The same holds true about my 
four children, ages seven to 15. I 
think it is the parents’ obligation 
to supervise the home in relation 
to violence on television—not 


the U.S. government! Being a 


because of the picture it leaves in| 
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Advertising Age, July 10, 1961 


brewer, I would not be particular- 
ly inclined to applaud “The Un- 
touchables.” However, there is an 
image of paramount importance in 
the Elliott Ness show. I am refer- 
ring to the courage of a one-man 
crusader against powerful mob- 
sters during the Prohibition era. 
Evidently, courage has been 
overlooked by those people who 
want to censor television program- 
ming. Perhaps they are lacking in 
this department themselves. At 
any rate, I think it’s about time 
we let water seek its own level. 
Most of us are over 21 and we can 
make these decisions for ourselves! 
Robert Hart Storz, 
Executive Vice-President, 
Storz Brewing Co., Omaha. 
e J 


Penn State University ADS 
Counters Ad Critics With Ads 

To the Editor: [Enclosed] are 
two of a series of advertisements 
sponsored by the ADS chapter at 
Penn State University. They were 
run in an effort to offset some of 
the poor impressions of advertising 
propagated by the intellectual 
critics on campus. 

There was a flurry of letters to 
the editor objecting to these 
“boxed testimonials,” as they were 
called. The general student re- 
action was favorable. Most of the 
criticism came from a small group 
of sell-appointed critics of the so- 
cial order. 

The columns (or ads) were writ- 
ten by advertising educators and 
professional advertising men. The 
first one was written by myself. 

Roland Hicks, 

Pennsylvania State University, 

State College, Pa. 


Jockey Ad Is Eftective 
and to the Point, He Says 
To the Editor: To me, the at- 


tached is a good advertisement. 
Illustration commands attention 


and with caption presents effective 
suggestion. 

Sub-caption is a good lead into 
copy that gives brief pertinent 
points on design, long acceptance 
and fair price. 

Trademark signature and corner 
box give immediate and memor- 
able recognition. 

I am a subscriber who reads each 
weekly issue [of ADVERTISING AGE] 
with interest and so keep in touch 
with what is going on in a world 
in which I was for many years 
more actively engaged. As I fin- 
ish each issue it goes to the local 
public library just up the street, 
where I know the next reader is 
a man connected with a small 
agency serving nearby industrial 
accounts. 

Walter Kerr Belknap, 
Cheshire, Conn. 
7 * 


Wilmington Case Will Help 
Destroy Commission System 

To the Editor: “The Wilmington 
Case,” as you put it in your edi- 
torial June 12, proved interesting 
reading. The Wilmington publisher, 
I feel, proves to be a leader and is 
willing to correct bad situations. 

I think this may wake up more 
publishers to the idea that they 
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Advertising Age, July 10, 1961 


should not be paying commissions | 
to advertising agencies. The Frey 
Report was interesting, but after 
reading it, and based on experience 
on all sides of this advertising busi- 
ness, I again repeat that the com- 
mission system must go, and the 
only ones who can settle it are the | 
publishers. At least one aeaiaiaae | 
group has decided to settle the! 
matter and if other publishers real- 
ly face the thing squarely they will | 
give up the commission system. | 

And were I in the agency busi-| 
ness today I would be delighted, | 
because then I would have an op- 
portunity to charge for my services | 
based on values that the clients re- 
ceive. In many cases, 15% is not! 


enough. The commission system is * = aw << Seer ane 


falling apart. There are many deals | 
being made between advertisers | 
and their agencies, and, at the same | 
time, agencies are rendering many 
services for which they have to 
charge a fee. Why not go all the 


;mailing .. . 

Building contractors are not 
known for responding to direct | 
mail, and all campaigns we have 
prepared in the past for our cus- | 
tomer have pulled on an average | 
of 2%. However, this mailing went 
|over 11% and we considered it a 
| great success. My client has a sales-_ 
;/man on the road visiting these 
|contractors, and the contractors 
are still talking about this mailing. 
_ By the way, 70% wanted to see 
/more cheesecake in my client’s | 
| advertising. 


ne meee tae 


SobSe the — 


On May 3, 1960, a 
decision was made by Shell Chemical 
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Lawrence Sosnow, 
a Tew te t - | Sosnow Advertising Agency, 
eee Stee = Tete ay Newark, N.J. 
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Live Stock National Bank, | 
Meet American National Bank | 
| To the Editor: It appears that 


‘ , i ,,, we started a slight argument 
galing readers with “remarkable | among Chicago’s banks when we 


decisions a year old! 


way and refuse commissions from| If they haven’t already, we think 
media and go on a fee basis? | Shell had better send its very cre- 
Your suggestion of making all | ative agency a bulletin to start cre- 
advertising, local and national,| ating a new campaign. 
equally commissionable to agencies| Incidentally, I still retain a copy 
is a step backward. of an excellent speech made by 
The only exploration to be made | David Ogilvy to the Public Rela- 
is for the media to explore in their | tions Society of America on Jan. 
own minds and their own con-| 21, 1959. This is not a bulletin, it 
sciences what is the answer. My|is belting a man with his own 
experience tells me that the com-| words. In that speech, Mr. Ogilvy 


mission system is out of date and | 
not right. 

Edgar Kobak, 

New York. 


e 

To the Editor: I have read with 
great interest your editorial in the | 
June 12 issue of ADVERTISING AGE | 
which refers to the recent develop- 
ments in equalization of newspa- 
per rates and the elimination of 
agency commission. 

The Western States,Advertising 
Agencies Assn. has “for a long| 
period of time focused special at-| 
tention on the importance of good | 
media relations and high standards | 
of agency media functions. We| 
particularly approve your very vi- | 
tal editorial in which you clearly 
establish the fact that agencies, 
large and small, as contacted by 
your writers, seem uninterested in| 
the subject of changes in the com- 
mission structure. This type of | 
thinking or possible reaction to 
basic changes in our business can 
well contribute to an unfortunate 
erosion in the strength and sta- 
bility of the advertising agency 
system. 

Our biggest regret is that, de- 
spite any “pro” or “con” views, 
there appears to be such a signifi- 
cant lack of interest in change, and 
a failure to individually accept 
responsibility to measure and 
evaluate this change. 

Again, our compliments to you) 
and AA! 


William J. Boylhart, 
President, Western States Ad- 
vertising Agencies Assn., Los 
Angeles. 

* + e 


Shell's ‘Bulletin’ Ads Finally | 
Reach ‘Reductio Ad Absurdam’ | 
To the Editor: I have a “Bulle-| 
tin” for everyone who has been 
waiting for the OB&M-Shell cam- 
paign to reach a real reductio ad 
absurdam. In case you don’t see| 
Chemical Week, the aforemen-| 
tioned agency and client have ac- 
tually placed an ad in the June 3 
issue announcing as a “Bulletin” a 
company decision made 13 months 
ago! 
The headline reads: 
“BULLETIN: On May 3, 1960, a 
remarkable thermoplastics decision 
was made by Shell Chemical.” 
“Campaign continuity,” as head- 
line repetition in a series of ads 
has been dubbed, can indeed be-) 
come ridiculous. _ 
What image-building magic is 
supposed to rub off on Shell from 
constant use of the word “bulle- 
tin’? Is it up-to-dateness? If so, 
the copy platform collapses under 
ads that do not impart real news 
and utterly disintegrates when re- 


| tributing 
| problem of the need of a suitable, 


said: 

“If you haven’t done some sell- 
ing in your headline, you’ve wasted 
80% of your money.” 

What has always bothered me 
about the headline “Bulletin” is 
that it does about as much selling 
as saying “Good Morning,” “Read 
this,” or “Hey, Mister.” 

Let me conclude by saying that 
I stand second to none in admiring 
the great campaigns that have in 
past contributed to Mr. Ogilvy’s 
great success in this business. 

David T. Nutt, 

Account Supervisor, MacMan- 

us, John & Adams, New York. 


He Ofters ‘Mis-Advertising’ 


'as Word for Dishonest Ads 


To the Editor: "Way back in your 
| Big Is A Small Business Man?” 


issue of Jan. 18, 1960, there was 


lan article by John D. Yeck, “Can 


Semantics Help Our Image?” con- 
some thoughts 


derogatory word for the sort of ad- 


rassing to the profession. 
Since then, I too have been 


to the | back in the Chicago Daily News, 


| ran a three-column ad in the Chi- 
cago Sun-Times on Sunday, 
June 4. The copy prepared for our 
client, Live Stock National Bank 
of Chicago, was headlined, “How 


small business 


MAN? 


Se hig tha: the American econ engrnetring. comurscnag. man- 
omy couldn do without bim,  vtecturmng of all kinds 
Se important ro os char we de 
wore many man-hours daily to 
small industry services. 

Far more than 90 years, ihe 
Live Stock Bank hes lene work « 
ag capea! and valuable coun 
sel to midwest businessmen 
sad indusines in many differ. 
om fields . . . archivecture, 


Advisory 
Division, That's VY Ards 7-1220. 


The 
LIVE STOCK 
Aationed BANK  Chéoage 


MEER PEER err anes Conrenarem 


SERVING MUYWEST INDUSTRY FOR OVER NINTTY YEARS 


We were startled to see the 
American National Bank come 


June 12, with the question: ‘What 


. “ |Do You Mean, Small Business 
vertising that is unethical, dishon- | 


est, misleading and hence embar- | 


| 


pondering the problem, making) 
jottings, and today I hit upon a| 
word which I should like to enter | 0 
as a candidate to fill the bill. The | 
word—with apologies to Mr. Yeck | 


| —is 


Mis-advertising (along with 

Mis-advertise and -ment). 
Although Mr. Yeck is averse to 

any “advertising” derivative, fa- 


voring a coinage analogous to dope | = 


as against medicine, I would say 
not necessarily so; we ought not 


| wait for just such a word to show 


up. What about malpractice for 
bad practice; shyster lawyer and 
quack doctor for unethical practi- 


'tioners in their fields? I feel, in 
| fact, 


that the new word should 
most obviously show its connection 
with advertising. 

Accordingly, I should like to of- 
fer my other coinages: Maladver- 
tising, Distort-vertising, Pervertis- 


ing, Gyp-advertising (Gypads), | 
Q-ads (for questionable ads or ad- | 
_vertising), Phoniads, and Ad-fool- | A] Capp’s Satire of Ad 


ery. 
Joseph Lichstein, 
Regina, Sask., Canada. 


Cheesecake Ads Get O.K. from 
Turophilic Building Contractors 

To the Editor: Enclosed is a 
survey letter asking if “cheese- 
cake” advertising [for Newark 
Ladder & Brachet Co.] should con- 
tinue in 1961. 

This letter was prepared for my 
client and mailed out to 1,000 of 
his builder customers for a test 


SMALL 


| BUSINESSMAN? 


y¥ American National Bank 


[At WASHINGTON 


Man?” 
We note, of course, 


copy, but we got quite a kick out 


headlines. 
W. N. Davidson, 
President, W. N. Davidson 
Advertising Agency, Chicago. 
« - e 


Industry Reaches Europe 

To the Editor: An installment 
of Al Capp’s comic strip “Li'l Ab- 
ner” appeared in the June 22 issue 
of the New York Herald Tribune 
Paris edition. Millions of his loyal 
fans in the U.S. and throughout 
the free world read this commen- 
tary on American advertising. 

At a time when U‘S. advertising 
is under fire at home and abroad 
for the unsavory practices of a rel- 
atively small number of adver- 
tisers and agencies, at a time 
when the entire industry ...ad- 


that the | 
heading on American’s ad had | 
nothing to do with replying to our | 


of the close relationship of the | 


vertisers, agencies and media... 
is making a concerted and sin- 
cere effort to police its own ac- 
tivities and to improve the indus- 


try image in the eyes of the public, | 


it is particularly unfortunate that 
a satire such as this should appear 
for such widespread dissemina- 
tion. 

Mr. Capp satirizes the “Truth in 
Advertising” movement; he indi- 
cates that the smart advertising 
man knows and uses the insidious- 
ness of the half-truth. 

Al Capp’s satires are as much a 
part of American life as are the 
objects of his trenchant wit. Not 
even the leaders of the opposing 
camps in the cold war are out of 
range. One can ask then why 
should advertising be immune? 

The answer is that the sheer 
size of his “Li’l Abner’s” daily 
readership makes Mr. Capp a very 
influential figure on the American | 


|scene. This influence is also a re- 


sponsibility, one which Mr. Capp 
should use for the public good | 
where and when possible. 

It is far different to satirize 
established and _ relatively im- 
mune American institutions such 
as the Presidency or Dick Tracy 

. and a very vulnerable indus- 
try which unfortunately continues 
to be regarded in many quarters 
as an evil, perhaps even danger- 
ous, force rather than the vital 
factor that it is in the American 
economy. The humor of satire | 
then becomes a harshly negative | 
wit leading only to more misun- 
derstanding of advertising and its 
practitioners. 

I wonder if Mr. Capp in this 
case is doing a disservice not only 
to his many friends and admirers 
in the advertising business, but 
also to the American public? 

Robert P. Eaton, 
Frankfurt, Germany. 


Mr. Capp’s biting satire on ad- 
vertising men was covered in AD- 
VERTISING AGE’s July 3 issue. 
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|\Can Advertising Be Used 
to Better All People? 

To the Editor: Dr. Arnold Toyn- 
bee, in a recent appearance on 
|““Meet the Press,” made an easy 
generalization that should have 
|stirred up the insides of any ad- 
_vertising man watching. 
| He described the U.S. as a “self- 
jindulgent” nation which has, 
|through “Madison Ave.,” created 
|desires for superfluous products. 
|We are a rich nation in a world 
where people continue to starve. 
|The problem, he said, was not so 
| much the total wealth of the world, 
we the distribution of that wealth. 

Any advertising man with a con- 
| science must speculate on what 
| contribution his vocation is mak- 
jing to his civilization. None of us 
| would ever deny the great power 
|of modern advertising. Some of us 
might ask—is that great power be- 
ing used to trap mice while the 
elephants are walking by? 

We have demonstrated that we 
can develop through advertising 
the most successful commercial so- 
ciety in the world. Now is there a 
way to apply this knowledge to the 
betterment of all people? 

Al Sandvik, 

Vice-President, Kerker-Peter- 

son, Minneapolis. 


What's the Commission 
on a $35 Campaign? 

To the Editor: Let us pray... 
that none of our clients read this 
classified gem in the Wall Street 
Journal recently: 

Ads Created. $35.00 Complete Cost. 

Includes copy, layout, art, type, cut, 

(up to 5 col. inches) ready to print 

Samples Creative Studios, Box 8480- 

W, Pittsburgh 20, Pa. 

If ever an ad belonged in your 
“Advertising We Can Do Without” 
column .. . this is it! 

Brian Cronin, | 

Account Executive, Robert 

Luckie & Co., Birmingham, Ala. 


"...$0 1 used 
KAKC as 
our basic 
Tulsa Station 
and sales 
began to 
climb 
almost 
overnight.” 


And it’s no wonder. Survey after survey (including 
Hooper and Pulse) prove KAKC First in Tulsa by 
more than twice the audience of any other Tulsa 


station and it’s been that 


way for over four years. 


And, when you consider that Tulsa is the “Oil Capi- 
tol of the World” and bank deposits are higher than 
ever before, it means there is plenty of money in 
Tulsa to buy your products. 


So, when it comes to rad 
overlook KAKC. 


io in Tulsa you just can’t 


Howdy, I’m K. A. Casey... 


the best all ‘round radio “buy” in Tulsa. Why 
not call your Adam Young representative and see 


for yourself. 


here to offer you 


FIRST 


ene 


KIOA 
DES MOINES 


KBEA/KBEY-FM 
KANSAS CITY 


IN TULSA 


Cc 


a Pubic Radio€oy. station 


Dial 
970 


KAKC 
TULSA 
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Early Copy Gets 
Best Position in 


Publications: Costa 


New York, July 5—Costa’s First 
Law reads: The agency whose 
traffic procedures permit them to 
get to publications “fustest with 
the mostest” will usually get the 
best positions. 

This formulation grew out of a 
recent study made by Kenneth 
Costa, research assistant at Hicks 
& Greist. He said he made his 
study to prove to media and ac- 
count people that promptness and 
efficiency pay off 

However, he emphasized that 
his study was definitely not de- 
signed to show the effect of posi- 
tion on readership, “which is the 
job of Starch, Readex, Mills Shep- 
erd and the others.” 


® Mr. Costa started out with five 
basic elements of good position 
(again pointing out that the five 
were not inviolable definitions) : 

1. As far forward in the book as 
possible. 

2. Right-hand page preferred to 
left-hand page. 

3. Top of page preferred to bot- 
tom. 

4. Outside column preferred to 
inside. 

5. Not being placed adjacent to 
competing products. 

With these definitions in mind, | 


93 publications out of a represen- | 
indicated the | 


tative list of 125 
order of importance they attached 


to four points when making up a|} 


typical issue and were positioning 
the ads (run of book only). 
The points of 
Promptness in submitting copy 
and plates; size of advertiser's 
yearly schedule (i.e., amount of 
space bought); how iong the ad- 
vertiser had used the publication; 
and general relationships with ad- 
vertiser and agency and the peo- 
ple serving the account. 
The publications, all 
H&G clients, and not 
annuals and catalogs, 
like this: 
109 trade. 


used by 
including 
broke down 
16 were consumer and 

Of them, 97 were 
monthly, seven bi-weekly, 18 
weekly and three daily (Monday 
through Friday). 


s This is how the order of impor- 
tance emerged from the 


Ist 2nd 3rd 
men- men- men- 
tions tions tions 
% % % % 

Promptness in submitting 


4th 


copy and plotes...548 75 19.4 12.9 
Size of advertiser's 

yearly schedule .28.0 28.0 25.8 97 
How long adver- . 

tiser had used 

the publication . 7.5 43.0 21.5 17.2 
General rela- 

tionships ...... -~75 97 226 47.3 


To find the over-all importance 
of each consideration, as if it were 
the only one, Mr. Costa arrived at 
a weighted composite percentage 
figure (designated “significance’’) 
based on four points for each first 
mention, three for each second 
mention, two for third, and one for 
fourth. 


This is how the order of signifi- 


cance worked out: Promptness, 
31.9%; size of yearly schedule, 
27.9%; how long advertiser used 


the book, 23.8%; and general re- 
lationships, 16.4%. Thus prompt- 
ness was considered roughly twice 
as important as general relation- 
ships. A total of 65% of respon- 
dents rated all reasons as equally 
important or irrelevant. Because 
of incomplete answers on some 
returns, the totals did not neces- 
sarily add up to 100%. 


s “Without question, 
showed us that the 
come, first served’ 
portance 
tions 


the survey 
rule of ‘first 
is of great im- 
in securing good posi- 
in magazines,” Mr. Costa 


importance: | 


study: | 


..He isn't thinking of costs 
ramaems euros» NEW 
“PROTECTION 


SS 
FARMERS MUTUAL 


NEW POLICY—Farmers Mutuals In- 

surance Co., Madison, Wis., has 

launched a new major medical in- 

surance policy with this page ad in 

the July 8 issue of The Saturday 

Evening Post. Shumway & Car- 
man is the agency. 


said. 

“Next, the biggest customers 
get the breaks. Third, the old- 
timers are considered. Last, the 
sales pitch of the media and ac- 
count people at the agency are 
considered. 

“The over-all picture given by 
|the magazines is that actions 
| speak louder than promises, which 
| is to be expected anywhere.” 

He added that no consideration 
;of production problems (color 
channels, bleed, reverse plates, 
| unusual space sizes and so on) had 
| been considered, since the survey 
was primarily an attitude survey. 


Kentucky Standard, Humble 
‘Prepare Trademark Suits 

Humble Oil & Refining Co., 
|marketing subsidiary of Standard 
Oil Co. (New Jersey), has filed 
suit in U.S. district court in Jack- 
son, Miss., to prevent Standard Oil 
Co. of Kentucky from using the 
trade name Esso in marketing its 
products in five southeastern 
states. Kentucky Standard recently 
ended its contract to buy 80% of 
its oil supplies from Jersey Stand- 
ard—under government pressure 
|—and is set to merge with Stand- 
jard Oil Co. of California (AA, 
June 19). 

Kentucky Standard is reportedly 
preparing a suit of its own, asking 
the court to restrain Humble from 
using the Esso name in the same 
five states. Esso is considered an 
abbreviation of Standard Oil, and 
the various Standard companies 
seek to retain trademark exclusivi- 
ty in the states in which they op- 
erate under the 1911 consent decree 
splintering the old Standard Oil 
trust. The Standard companies 
have since expanded their market- 
ing areas by giving their products 
different names, such as Mobil, 
Enco, American and Chevron. 


Cavanaugh Names Goss, 
Baxter for New Dailas Oftices 

Joseph F. Cavanaugh Ltd., Mil- 
waukee agency, has named Wilson 
Goss vp and head of the agency’s 
new Dallas office, 1712 Commerce 
St. Mr. Goss was formerly media 
director of Glenn Advertising, Dal- 
las. Hilery Mather, formerly of 
Don L. Baxter Inc., Dallas, has 
been named account executive and 
production supervisor in Cava- 
naugh’s Dallas office. 


Gebhardt Sets Premium Push 

Gebhardt Mexican Foods, San 
Antonio, will offer consumers two 
full-color prints of bullfight scenes 
for $1 and two labels from any 
Gebhardt product. The offer will 
be introduced in full-color ads in 
the June 27 issue of The Saturday 
Evening Post, the July issue of 
Sunset Magazine and the August 
issue of Woman’s Day. Glenn Ad- 
vertising, San Antonio, is the agen- 
cy. 


Coming 
Conventions _ 


JULY 


9-12. Newspaper Advertising Executives 
Assn., Statler Hilton Hotel, Detroit. 


AUGUST 
1-4. Advertising Age Creative Workshop, 
fourth annual session, Palmer House, Chi- 
cago. 
18-19. Newspaper Advertising Execu- 
tives Assn. of the Carolinas, summer 
meeting, Grove Park Inn, Asheville, N. C 


SEPTEMBER 

8-10. Iowa Daily Press Assn., 
meeting, Hotel Savery, Des Moines. 

11-17. Affiliated Advertising Agencies 
Network, 17th annual international meet- 
ing, Sheraton-Blackstone Hotel, Chicago. 

18-19. Magazine Publishers Assn., fifth 
annual fall conference, Hotel Commodore, 
New York City 

20-22. International Advertising Assn., 
fourth international conference, Madrid 

21-23. Advertising Federation of Amer- 
ica, 10th district convention, Hotel Mayo, 
Tulsa. 

30-Oct. 1. Ohio Daily Newspaper Adver 
tising Executives Assn., annual advertis 
ing clinic, Fort Hayes Hotel, Columbus, O 


annual 


OCTOBER 
10-13. Direct Mail Advertising Assn., 
44th annual convention, Statler-Hilton 
Hotel, New York City 


12-13. Junior Panel Outdoor Advertis- 
ing Assn., llth annual national conven- 
tion, Sheraton Hotel, Chicago 

12-14. National Editorial Assn., 
fall meeting, Pick-Congress Hotel, 


annual 
Chica- 


oO. 

15-17. Inland Daily Press Assn., 
meeting, Drake Hotel, Chicago. 
15-18. American Assn. of Advertising 
Agencies, western region convention, Ho- 
tel del Coronado, Coronado, Cal 

16-17. Agricultural Publishers Assn., an- 
nual meeting, Chicago Athletic Assn 
19-20. Audit Bureau of Circulations 
annual meeting, Drake Hotel, Chicago 
22-27. Outdoor Advertising Assn. of 
America, Diplomat Hotel, Hollywood-By- 
The-Sea, Fla 

28-31. National Automatic Merchandis- 
ing Assn., convention and exhibit, Conrad 
Hilton Hotel, Chicago 


NOVEMBER 

2-4. Assn. of National Advertisers, an- 
nual national meeting, The Homestead, 
Hot Springs, Va 

6-8. Broadcasters’ 
nual convention, 
New York 

7-9. Point-of-Purchase Advertising In- 


annual 


Promotion Assn., an- 
Waldorf-Astoria Hotel, 


stitute, 15th annual symposium and ex- 
hibit, McCormick Place, Chicago 

13-15. Southern Newspaper Publishers 
Assn., 58th annual convention, Boca Rator 
Hotel, Boca Raton, Fla 

15-17. Television Bureau of Advertising, 


annual meeting, Statler-Hilton, Detroit 
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Do you get the “red carpet” treatment when you write a check? 


~ YOUR DALLAS BANKS 


micR—Dallas Cheenti House Assn., 
consisting of 24 Dallas banks, has 
launched a campaign to get the 
public to use MICR (magnetic ink 
character recognition) checks. Spot 
tv and radio and quarter pages in 
Dallas newspapers will be used in 
the $30,000 campaign, which is 
handled by Tracy-Locke Co. 


Use MICR checks 


Standard Tool Expands Push 

Standard Tool & Die Co., Los 
Angeles, has added 17 newspapers 
and five national consumer pub- 
lications to its media schedule to 
promote its new Sta-Put golf put- 
ter, following a successful two- 
month testing program in Los 
Angeles. Len Woolf Co., Los An- 
geles, is the agency. 


‘Your Addrese: Chicago's 
m 


agnificent gold coast 


181 East Lake Shore Drive 


Overlooking Lake Michigan .. . 
five minutes from downtown . . 
steps from Michigan Avenue 

stores. Fine Restaurant. Superb 
air-conditioned rooms & suites 
at sensible prices. 


Donald O. Cronin, Mer 
SUperior 7-8500} 


LAKE SHORE 
DRIVE HOTEL 


LD 


Sun by 160,000 and 


sells 60% 


Journa 


COVERS 


Ag au 


ig “BASES! 


With over 639,000 circulation, the Journal- 
American now leads the World-Telegram and 


The Journal-American gives the best evening 
newspaper coverage of the New York market, 
including each of the 8 main suburban coun- 
ties surrounding New York City. In this rich 
suburban home market, the Journal-American 
more newspapers than the World- 
Telegram and Sun and the Post combined! 


NEW YORK 
y) ‘ 


Represented Nationally by Hearst Advertising Service Inc. 


the Post by 295,000! 
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Examiner Erred Last Minute News Flashes 


in Exonerating 
TV Ad, FTC Told 


Lawyers Say Ruling on 
Palmolive Rapid Shave 
Condoned ‘Deception’ 


WASHINGTON, July 7—Federal 
Trade Commission lawyers have 
contended that an FTC hearing 
examiner misstated the _ issues 
when he recommended dismissal 
of the commission’s complaint in 
the Palmolive Rapid Shave “sand- 
paper case.” 


In an appeal filed with the com- 
mission, FTC lawyers Edward fd 
Downes and Anthony J. Kennedy | 
Jr. maintained that contrary poe 
the views of Hearing Examiner 
William T. Pack, the “moisturiz- | 
ing” powers of Rapid Shave are 
not “recognized by all parties” and | 
is an issue. 

“Evidence of the record proves | 
that Rapid Shave does not have su- 
per-moisturized power,” the law-| 
yers stated. Citing Palmolive’s reli- | 
ance on the word “soak,” the law- | 
yers said that in those instances 
where “very coarse” or even 
“coarse” sandpaper was shaved 
with any degree of success, Rapid 
Shave was allowed to remain on 
the paper for over one hour before 
it was shaved off. “One certainly 
would not wait for over an hour to 
shave after applying a shaving 
cream,” Messrs. Downes and Ken- 
nedy pointed out. 


s “The word ‘soak’ is used in the 
discussion of the shaving cream; 
it was used in a sort of rhyme: 
‘Apply—soak—and off in a stroke.’ 
It is extremely doubtful that its 
use would ‘soak’ into the mind of 
the viewing listener,” the lawyers 
said. “If it did, it is safe to say he 
would not, after viewing the dem- 
onstration, expect to allow soak- 
ing time in excess of one hour. 

“The examiner states in his in- 
itial decision, ‘In view of the tech- 
nical problem peculiar to televi- 
sion, reasonable latitude in the use 
of mockups or props should rd 
permitted,’ citing a speech made 
by former chairman (Earl) Kint- 
ner,” the lawyers stated to the 
commission. 

“In that speech, it was pointed | 
out that such use could be ‘car-| 
ried beyond a reasonable point,’| 
which we submit was done” in 
this case, and the deception is a 
“material fact,” they said. 

“We say they used the mockup 
as an instrument of deception, be- | 
cause they couldn’t physically 
shave the sandpaper in the man-| 
ner depicted, but they could) 
scrape sand off a piece of glass or 
Plexiglas.” 


| 
s Hearing Examiner Pack, in his| 


initial decision (AA, May 29), re- | 
ferred to the shaving demonstra- | 
tion as “harmless exaggeration or | 
puffery.” But the FTC lawyers 
called it “downright deception.” 

The lawyers urged that a cease) 
and desist order be issued against 
Colgate-Palmolive Co., maker of | 
Rapid Shave, and Ted Bates & 
Co., the shaving cream’s agency. | 
“It would be folly and all but use- 
less to limit an order to the shav- 
ing cream alone, because next 
week we could be issuing another 
complaint against both these re- 
spondents for using false demon- 
strations to promote the sale of 
other products,” Messrs. Downes 
and Kennedy stated. + 


Electronic ECC to Molesworth 
Electronic Energy Conversion 
Corp., New York, manufacturer 
of electronic power _ supplies, 
has named Molesworth Associates, 
New York, as its first agency. 


Raven, Keavey Leave EWRR; Account Stays: KLM 
NEw York, July 7—Robert Murphy, ad manager of KLM Royal Dutch 
Airlines, today denied reports that the airline had invited presenta- 
tions for its $1,500,000 account, now with Erwin Wasey, Ruthrauff & 
Ryan. Mr. Murphy said EWRR was scheduled to make a presentation 
in August—‘‘and maybe that’s where these rumors started.” The re- 
ports followed the departure from EWRR of the two top account men 
on KLM. Eugene A. Raven has gone to Foote, Cone & Belding as an 
account supervisor on Trans World Airlines, and John Keavey has 
joined Doyle Dane Bernbach Inc. to work on American Airlines. 


FCC Plans License Hearings on WINS, WMGM 


WASHINGTON, July 7—The Federal Communications Commission 
this week told Gotham Broadcasting Corp., operator of WINS, New 
York, that it has designated hearings for the station’s license renewal, 
based on charges that (1) Gotham received 10% of the profits of pay- 
ola promotions on the station, and (2) the required sponsorship identi- 
fication announcements were not made. FCC also said hearings will 
be held on an application by Crowell-Collier Broadcasting Corp. for 
transfer of the license of WMGM, another New York radio station, 
from Loew’s Theatres Broadcasting Co. FCC said it has received com- 
plaints about announcements on two other Crowell-Collier stations. 


Wilson Shifts Roche, Rickerd Brands to Compton, C-M 


Cuicaco, July 7—Wilson & Co. has taken its remaining products out 
of Roche, Rickerd & Cleary and assigned them to Compton Advertising, 
a new agency for Wilson, and Campbell-Mithun, which handles the 
rest of the company’s advertising. The two major products—lIdeal dog 
food and B-V meat extract—and other sundry products went to Comp- 


ton, while Campbell-Mithun added consumer package and bulk Baker- | 
ite ads. Billings are estimated at nearly $1,000,000. Last fall, Wilson | 
switched Wilson Sporting Goods Co. from Roche, Rickerd to Campbell- | 


Mithun (AA, Aug. 15). 
Gardner Shifts Marketing to N.Y.; Other Late News 


e Gardner Advertising Co., St. Louis, has moved its marketing head- 
quarters from St. Louis to New York, and has named Frank E. Heas- 
ton, formerly vp and marketing director in New York, marketing di- 
rector for the entire agency. In St. Louis, Kenneth E. Runyon, vp and 
board member, who has been the marketing director, has been named 
supervisor of the Pet Milk Co. account. 


e W. B. Doner & Co., Baltimore, has been named to handle Regal 
beer, effective next October. The brand has been handled for the past 
year by J. M. Mathes Inc. The switch follows the sale of the Anheuser- 
Busch Miami plant and Regal brand name to National Brewing Co., 
Baltimore. National’s $3,000,000 account is currently handled by Doner. 


e Pepsi-Cola United Bottlers of Los Angeles is expected to make an 
announcement the week of July 10 regarding its relationship with 
Young & Rubicam, Los Angeles. Pepsi United is the only major in- 
dependent Pepsi bottler that does not have Batten, Barton, Durstine 
& Osborn handling its advertising. BBDO also handles the parent 
Pepsi-Cola Co. account. 


e Time, despite the report by the Royal Commission on Publications, 
which is calculated to “throw Time out of business in Canada,” has 
concluded contracts to print its Canadian edition in Montreal. Bradley 
B. Gundy, Time’s Canadian ad manager, reported that the company 
has signed up with Ronalds-Federated Ltd., Montreal, to install presses 


and “start full production in Montreal by the end of 1961.’ A source | 


said, however, “Contracts will be withdrawn if the commission report 
goes through as it now stands.” New ad rates, based on 250,000 cir- 
culation, were announced for Time’s Canadian edition, effective Jan. 5 
—a one-time b&w page will be $2,100 and a four-color page $3,150. 


e Stanley Lewis has resigned as marketing director of General Aniline 
& Film Corp., New York, to move to Carter’s Ink, Cambridge, Mass., 
as vp in charge of marketing. His move follows the transfer of Gen- 
eral Aniline from Reach, McClinton to Lennen & Newell (AA, May 1), 
a switch hinging on the political involvement that has entangled Ani- 
line, which is 98% owned by the U. S. government. 


e First National City Bank, New York, has named McCann-Marschalk 
to handle its national advertising. Batten, Barton, Durstine & Osborn 
will continue on the bank’s “ilth Hour News” tv program and on 
special New York consumer advertising. Albert Frank-Guenther Law 
handles the bank’s international account, its travelers checks and trade 
advertising. Mogul Williams & Saylor has the trust division. 


e Wall Street Daily, which came out March 27 at $1 a copy without 


| ads—then dropped to 10¢ June 14—has started selling space at 47¢ a| 


line, open rate. The daily said it has a 115,000 circulation. 


e Storer Broadcasting Co., Miami Beach, has purchased ‘Divorce 
Court” from Times-Mirror Broadcasting Co., Los Angeles (KTTV), 
and has formed a new subsidiary company, Storer Programs, to han- 
dle distribution, production and sales of this and other programs for 
television. The new subsidiary will open offices in New York, Chicago 


| and Los Angeles. Terry H. Lee will be vp in charge of the subsidiary. 


He will also continue as a regional vp for the parent company. Joe 
Kvans has been named general manager of the company. He was 
managing director of Storer’s WSPD-TV, Tv.edo. 


e The Minnesota Department of Business Development, St. Paul, has 
chosen Campbell-Mithun, Minneapolis, to handle its $75,000 account. 
Campbell-Mithun and seven other agencies made presentations to the 
state commission. The account had been handled for the past seven 
years by Bozell & Jacobs, Minneapolis. 


e Keyes, Madden & Jones, New York, has added three to its staff: 
Henry Seiden, group copy chief, and Tony Mandarino, group art 
director, both from Batten, Barton, Durstine & Osborn, and Paul 
Mathias, ex-BBDO market researcher, who has been heading his own 
food promotion organization. The agency also reports that Jerry Lesser, 
account exec, is moving to J. Walter Thompson with the Congoleum- 
Nairn account (which leaves KM&J in September) and Bud Gallanos, 
who worked on Congoleum and on the Cunard Eagle Airways account, 
is leaving to join Warwick & Legler. 


e The Federal Communications Commission has extended the start of 
the pay tv test in Hartford from Aug. 23, 1961, to July 1, 1962, at the 
request of RKO Phonevision Co. 


(Continued from Page 1) 
Childs-Green team made especial- 
ly penetrating examinations of 
agency broadcast departments, 
leading one adman to suggest 
Texaco is figuring to spend more 
money in this area. 

While Benton & Bowles had not 
yet assigned account management 
people to Texaco, there was a pos- 
sibility that Joseph McDonough 
would leave his vp-creative group 
supervisor job at Cunningham & 


Walsh to move to B&B. Others | 


mentioned were Caleb Brokaw, 
currently associate director of re- 


search on Texaco, and four C&W | 


| regional merchandising managers 
}in Chicago, New York, Houston 
and Los Angeles. 

= There were several opinions 
about the development of the 
breach between Texaco and Cun- 
|ningham & Walsh. One source at- 
tributed it to “a deterioration of 
| service.” Another said that while 
“all seemed rosy about Texaco’s 
| earnings and production figures, 
| how much profit a company makes 
|at the retail level could be another 
| story.” He recalled Texaco’s prac- 
tice of throwing advertising dol- 
lars behind premiums (see story 
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$11,500,000 Texaco 
Account Moves to B&B 


|below). A third cited Mr. Childs’ 
;business philosophies as “miles 
|apart from those of his old agency, 
/Cunningham & Walsh.” 


|= Mr. Childs, described by one 
|}adman as an “aggressive, scientif- 
|ic marketing man, a graduate Car- 
negie engineer and Harvard busi- 
ness school man,” left the agency 
in September, 1959. He went di- 
rectly to Texaco after having been 
account supervisor on that busi- 
ness at C&W. Last January, Wil- 
liam Mulvey quit as management 
| supervisor on Texaco “over a dif- 
ference as to agency goals and 
how they would be realized.” Mr. 
Mulvey is now a senior vp of 
McCann-Erickson. 

Benton & Bowles’ snaring of 
Texaco ended a period of frustra- 
tion dating back a year. At that 
time the agency resigned the $3,- 
500,000 Continental Oil business 
to clear the decks for a solicita- 
tion of the $13,000,000 Shell ac- 
count. But this plum fell to Ogilvy, 
Benson & Mather, which moved 
Shell into newspapers exclusively. 
Last April, Benton & Bowles ro- 
manced Mobil, but that $6,000,000 
account hitched up with Ted Bates 
& Co. + 


Texaco Switch 
Reflects Shifts 
in Gas Marketing 


(Continued from Page 1) 
the industry and from a kind o 
marketing revolution. 
Texaco, for one, seems to be 
riding on this whirlwind of 


| change. Its sales for the first quar- | 


|ter were up; met income jumped 
| 11%; its share of domestic market 
|has advanced from 8.2% to 9.7% 
in five years; it ranked second in 
worldwide petroleum product sales 


in 1959; and it enjoyed one of the | 


| best earnings-to-assets ratios in 
the field. 


|m Why, then, did it feel the need 
of an agency change? 

Here’s the thinking of some in- 
dustry observers: 


e U.S. petroleum consumption is 
slowing down. 


e Over-supply has given rise to 
price wars. 


|e More and more independent 
brands are springing up to fight 
major producers for the same con- 
sumer buck. The indies have 
sprouted especially in growth 
states, like California. One publica- 
tion put share-of-market for pri- 
vate brands in some cities as fol- 
lows: 

Knoxville, 30%; Montgomery, 
25%: Savannah, Ga., 40%; Okla- 
homa City, 50%. Chicago and the 
West Coast have been tabbed as 
“wheeling and dealing” price 
areas. The Minneapolis-St. Paul 
area private brands, said to have 
probably 50% of the market, were 
described as ‘“‘a thorn in the side 
of major companies.” 


e “Outside” sources, like Sears, 
Roebuck and Food Fair, are now in 
the gas selling business. They can 
concentrate on selling gas and 
“turn on a dime when it comes to 
merchandising and pricing.” 


e Domestic and foreign-govern- 
ment controlled producers have 
barreled their ways into world 
markets, adding to competitive 
pressures. Russia’s economic 
hanky-panky, using oil as a politi- 


| cal weapon, hasn’t helped. 


| 
|° Costs have soared. Overheads 
have been trimmed severely. 


| e Finally, companies have started 
|/to reach into areas where they 
|haven’t operated before, and in 
|}some cases have pooled resources 
'to do the job. Here Texaco and 
| others seem destined for a major 


f marketing battle. 


So far, Texaco has been the 
only oil producer selling in all 50 
states. It has been able to sched- 
ule national magazine ads and 
network tv under a single brand 
name for its 23-year-old Sky Chief 
premium and its 29-year-old Fire 
Chief regular. (Copy reads: “Only 
Texaco gasolines are 100% cli- 
mate-controlled—blended and ad- 
justed by area in all 50 states.’’) 

This dominant national-ad posi- 
|tion now appears threatened. 


® Humble Oil & Refining Co., 
main operating affiliate of Stand- 
ard Oil Co. (New Jersey), has 
started to switch its central divi- 
sion stations en masse. Humble’s 
Enco label has gone up in stations 
of division subsidiaries of Carter 
Oil Co. and Oklahoma Oil Co. In 
Wisconsin, Pate Oil Co., part of 
the central family, has already 
made the changeover. 

All of Humble west of the Mis- 
sissippi—except Texas and New 
Mexico—Humble-name _ strong- 
holds—has converted. But in the 
East, the long-known Esso brand 
will stick, for the present. 


ws Eleven days after Humble 
tacked up its Enco ovals, Ameri- 
can Oil Co. took its cue and made 
a “big step” into the national ad 
picture. It mounted red-white- 
and-blue American signs in sta- 
tions of the formerly separate di- 
visions of the parent Standard Oil 
Co. (Indiana)—American (East 
and South), Standard (Midwest) 
and Utah Oil & Refining Co. 
(Northwest). Some previous gas 
brands—Amoco (East and South) 
and Standard (Midwest)—were 


retained, but all others got the 
American logo. 
Like Humble, American 


launched a massive national ad 
drive, using all media. 


® Texaco, a company that has al- 

ways “met the facts of life head- 

on,” said in its 1961 annual stock- 
(Continued on Page 106) 
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Texaco Switch 


holder report: “The petroleum 
industry has for some time been 
experiencing a period of severe 
marketing competition both in this 
country and abroad—and the sit- 
uation is becoming more and more 
intense.” 

One industry official warned 
that “a real dogfight is shaping 
up.” He listed some “radical 
changes” like “the consolidations 
at Esso; a reorganization at Mobil; 


new chief executives at Shell; and | 


management changes at Gulf.” 


“It’s not that the oil industry is | 


being affected any more than any 
other,” he said. “It’s simply be- 
cause of its more detached back- 
ground that changes, now coming 
rapidly, appear sharper.” 


® Texaco has started to weed out 
undesirable gas stations and 
“build up strong ones.” Of some 
40,000 U.S. and 3,000 Canadian 
stations it serves (one estimate 
puts the industry total at 206,000), 
about 85% are independently 
owned or leased out. The rest are 
owned by Texaco. 

Texaco hopes to nullify, through 
“lean and tough” management, 
and smart marketing, some retail 
profit squeezes which have 
plagued the industry. The squeezes 
include reduced demands for pre- 
mium gasoline, and more calls for 
higher-octane regular gas. 

According to one adman, Texaco 
is expected to have its new mar- 
keting program “worked out by 
fall.” Benton & Bowles, which 
takes over Oct. 1, is believed to 
feel that if other oil companies 
continue to step up their national 
campaigns, 
follow suit. 


® Benton & Bowles has “a lot of 
respect and admiration” for the 


job the company has done with | 


the “Texaco Huntley-Brinkley Re- 
port” on NBC-TV. Texaco signed 
up the news duo, whose efforts 
won a 1960 Peabody Award, two 
years ago, for the 15-minute, five- 
nights-a-week series. The show, 
which has accounted for about 
two-thirds of Texaco’s network tv 
budget, has also drawn acclaim for 
its film commercials. 

When the program started in 
the spring of 1959, the time-talent 
cost was about $7,000,000. Rate 
hikes since then, topped by a re- 
cent one July 3, 
Huntley-Brinkley price tag to an 


estimated $12,000,000. As a result, | 


Texaco scrapped full sponsorship 
in favor of sharing the shows with 
R. J. Reynolds Tobacco Co., as of 
July 3. 


s Another broadcast entry has 
been Texaco’s 21-year sponsorship 
of network radio broadcasts of the 
Metropolitan Opera (which also 
received a Peabody Award last 
year), estimated to cost more than 
$500,000 annually. They have been 
aired over 110 stations, reportedly 
representing 98.5% of U.S. radio 
homes. 

In addition, Texaco has pieced 
together, via G. H. Johnston Inc., 
state-wide radio networks to 


broadcast football games of eight | 


principal US. universities (Okla- 
homa, Tulane, Mississippi, Ten- 
nessee, Alabama, Georgia, South 
Carolina and Miami, Fla.). A 
ninth, Illinois, is set for fall. The 
football segment has been put at 
more than $200,000. 


@ These efforts, coupled with 
earlier Texaco history—notably on 
radio with Ed Wynn in the 1930s 
and on tv with Milton Berle in 
the 1940s—have reinforced some 
admen’s thinking that Texaco 
won't desert the airwaves. 
Texaco thus far has concen- 
trated on building up two things 
through its ad programs: Image, 
and dealer traffic. To get the sec- 
ond point across, it has unwound 
a skein of self-liquidating premi- 


Texaco will have to} 


elevated the | 


ums advertised nationally and lo- 
cally: 


(e 1958 and 1959—It kicked off 
|all-media spring promotions built 
/around Benny Goodman and his 
/band. Theme: “Swing into Spring 
|with a Texaco Safe-T Check-up.” 
|It offered a Goodman record al- 
|/bum for $1—plus a coupon avail- 
‘able only at dealers. 


e Fall, 1959—The company of- 
fered a “Texaco tank truck toy” 
(“worth $7.90") for $3.50 and a 
coupon—available at Texaco deal- 
‘ers. The drive was said to have 
/unloaded some 500,000 trucks. 


e Fall, 1960—The premium was 
an “authentic 18” 


x 24” x 8%”! 


scale model of a Texaco station,” | 


with a $3.50 tag. A report said 


that this item, too, hit the 500,000 


figure. 


e Spring, 1960-—Texaco centered 
its traffic-building around a 
“write a tv commercial” cam- 
paign, heavily pushed in both 
print and broadcast. Again—a 
dealer stop was necessary. 


e Spring, 1961—Texaco’s Chicago 
dealers, via newspapers, radio and 
tv. told motorists they’d get “a 
gallon of permanent antifreeze 
free if you get your Texaco spring 
changeover now.” 


e The latest premium, featured 
in all current Texaco advertising 
and set to run through fall, is a 
combination barometer, thermom- 
eter, hygrometer by Honeywell for 
$3.50 (‘worth three times as 
much”). 


|g Reactions have been mixed 
|about Texaco’s heavy reliance on 
premiums to lure customers. Some 
admen have argued that, in to- 


|day’s marketing  hustle-bustle, 
ltraffic was the “main consider- 
| ation.” 


| Others reiterate that “Texaco 
should be more concerned about 
its product and company images, 
and not its ‘giveaways’.” 

Some points are pretty clear: 
What happens to premiums in fu- 
ture Texaco campaigns will be a 
good indication of how the com- 
pany has started to readjust its 
ad-sales strategy, and it undoubt- 
|edly has. Also, to quote one ad- 
man, Texaco will have “more 
scientific marketing and merchan- 
dising concepts” and “less de- 
pendence on ads, alone, to get a 
job done.” 


® Texaco marketing strategy in 
the past has been guided by at 
least one master media plan, 
which went something like this: 
|The company weighted several 
| factors—national ads, local ad tie- 
|ins in a list of key markets, prof- 
itability and distribution—before 
okaying sehedules. 

In 1959, according to an ADVER- 
TISING AGE estimate, Texaco’s total 
measured billings were $11,870,- 
946. In 1960 it increased its budget 
about 10% across the board, and 
for 1961 the amount was dropped 
about 15% below that of last year. 
One official adjusted the current- 
year figure closer to $11,500,000. 

This figure does not include 
about $1,500,000 spent annually by 
Texaco for sales promotion, col- 
lateral and the like. Nor does it 
involve the Texaco industrial 
products account, billing around 
$1,000,000, handled by G. M. Bas- 
ford Co. 


s The company’s over-all ad 
planning has been master-minded, 
according to reports, by a Texaco 
group consisting of John H. Childs, 
general manager of advertising 
and sales promotion; John W. 
Green, vp in charge of domestic 
sales; Marion J. Epley Jr., senior 
vp in charge of worldwide sales: 
James F. Coogan, ad manager 
(successor to Donald W. Stewart, 
who resigned in June, 1959, over “a 
clash of personalities”), and Ray- 
mond Apy, sales promotion manag- 


$48,500,000 in Oil Account Shifts in 1960-61 


Account To From Billings 
Cities Service ................ Lennen & Newell ...... Ellington & Co. .........cceeeereeees $ 3,500,000 
| American Oil ............... ORE Sia eacenianins Joseph Katz Co. of 
New York ............ $5,000,000-$6,000,000 
Mobil Oil (General Pe- 
troleum) Compton ........ Stromberger, LaVene & 
IED ciscicsantecpinnnciabioiencians $ 1,000,000 
Shell Oil (except insti- 
tutional and chem- 
ical accts.) ... Ogilvy, Benson .......... J. Walter Thompson ..............-- $11,000,000 
Shell of Canada Ogilvy, B & 
IS  eccetterekersins J. Walter Thompson ................ $ 1,500,000 
Standard Oil of N. J. 
(institutional) ............ Needham, Louis & 
DOIN wacsercatecivavienid Ogilvy, Benson & Mather ...... $ 1,000,000 
Union Oil Co. of Cal. 
(broadcast only) ........ Young & Rubicam ....Erwin Wasey, Ruthrauff 
II Aitiiisinshonicnermecennnnetois $ 3,000,000 
Continental Oil ............ Clinton E. Frank Inc. ..Benton & Bowles .............006 $ 3,500,000 
Standard Oil of Indi- 
ana (institutional) ....MacManus, John & 
WI ciick ciiedantehaned Batten, Barton, Durstine 
i RII sikeicesscnciaiccicansensces $ 600,000 
City Services (Canada)..Thornton Purkis Ltd. .£. W. Reynolds .............000006 $ 200,000 
North Star (Canada) ..Ogilvy, Benson ....... McConnell, Eastman ................ $ 200,000 
BEI Sichctninensccsecssans OE TNE eivctivciivicnes CE cian cicertisenteRissmansnciccss $ 6,000,000 
IE BS esscsisnsacescsesed Benton & Bowles ......Cunningham & Walsh ............ $11,500,000 
er. Refining, a Los Angeles company 
Texaco’s chairman and chief that operates several retail outlets 
executive officer, Augustus C. in Southern California. 


Long, who came up through the 
company’s sales ranks, has been 
described as “a strong exec type 
who bosses an outfit that’s tough 
in every way.” A company spokes- 
man, however, said that Mr. Long 
had “delegated complete author- 
ity” to Mr. Childs and his associ- 
ates in selecting a new agency. 


® Observed one industry official: 
“You can talk about Texaco 
changing agencies, but the thing 
to watch is the company’s ‘balanc- 
ing act.’ Note how its crude oil 
production, refining runs and 
products sold daily are just about 
identical in volume. 

“That’s because Texaco has a 
good battle going at the crude 
level, where it has a pretty good 
hold. But what it needs now, in 
phase two, is strong marketing of 
the end products to sustain its 
hold. That’s where the advertising 
comes in. You may find Texaco 


gas sold pretty much like Gleem 
toothpaste.” 


s West Coast oilmen, harried by 
the lemming-like rush of eastern 
competitors into the fat California 
market, had too many troubles of 
their own this week to theorize 
much on the apparent general un- 
easiness in the marketing end of 
the business. 

Where once the West Coast 
marketing wars were confined to 
a few “majors” and several small- 
er independent oil companies, sev- 
eral “outside” companies—includ- 
ing such big gasoline guns as Gulf, 
Continental, Humble (Jersey 
Standard) and American Oil—over 
the past 18 months have extended 
their western marketing reach via 
a concentrated campaign of station 
construction and distributor acqui- 
sition, with emphasis on the latter. 

A year ago, for example, Gulf 
Oil Co. established an overnight 
franchise in the gas guzzling west 
via acquisition of Wilshire Oil Co. 
This was followed with purchase 
of Douglas Oil Co., another sizable 
California independent, by Conti- 
nental Oil Co. Humble Oil & Re- 
fining also carved out a market in 
California and other’ western 
states via purchase of three inde- 
pendent marketers over the past 12 
months. Humble is currently nego- 
tiating for two more independent 
station operators in central Cali- 
fornia. 

Finally, American Oil Co., while 
currently not represented in far 
western markets, has announced 
its intention to move initially into 
California, Arizona and New Mex- 
ico within the next six months. To 
slice the gallonage pie even thin- 
ner, a British company, Ultramar, 
has also got into the act via the 
purchase last year of Golden Eagle 


s At stake in the westward scram- 
ble is a gasoline consumer market 
unequaled in the world. 

In 1960, taxable gallonage sales 
for California totaled 5.7 billion 
gals., with the bulk of the market 
shared by Standard of California 
(1.2 billion gals.), Shell Oil (622,- 
000,000), Union Oil (581,000,000), 
Mobil (545,000,000), Richfield Oil 
(535,000,000), Tidewater Oil (490,- 
000,000), Texaco (438,000,000), 
Wilshire (227,000,000), and Signal 
(208,000,000). According to the 
latest tabulation of tax paid fuel 
sales in California, Texaco still 
trailed behind the “majors” with 
an April taxable gallonage total of 
37,000,000. And how the invasion 
by outside competition will affect 
the lineup of a year or two hence 
is anybody’s guess. 

Against this background, west- 
ern oilmen were reluctant to the- 
orize this week on the reasons be- 
hind the rash of agency switches 
over the past 18 months. 

Most state the obvious, that the 
oil business is simply a fiercely 
competitive business growing more 
competitive daily. “When you have 
a situation like this,” said one ad- 
man, ‘“‘you’re more open-minded to 
suggestions from outside, competi- 
tive agencies. However, I don’t 
think you'll find one overt case 
where an oil client canned the 
agency because of a tough market- 
ing problem. 

“We've got the same problems,” 
he added, “but we don’t use the 
agency as a whipping boy. You 
might get yourself a new agency, 
but then you discover that you’ve 
got the same damn problem of 
making some money at the gaso- 
line pump.” 


# Another adman of a big oil mar- 
keter: “You can’t pin down any- 
thing to advertising. These moves 
aren’t any more peculiar to the oil 


business than any other business, | 


like foods, and a few of the re- 
alignments simply resulted from 
changes in the corporate setup.” 

Another: “This is probably a 
classic example of the thinking 
that when in doubt, fire your ad 
agency.” 

Simply stated, the problems that 
plague western marketers are es- 
sentially the same as those caus- 
ing sleepless nights in the East— 
only more so. In the West, as else- 
where, major oil companies are 
bursting geographic bonds and are 
reaching out to 
touched markets. Reversing a gen- 
eral trend, for example, is Stand- 
ard of California, which has re- 
cently chopped out a toehold in the 
southeast via acquisition of Stand- 
ard of Kentucky. Then there is the 
westward sweep of the eastern- 


heretofore un-| 
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based oil marketers. 

All of this, coupled with contin- 
uous. problems of oversupply and 
low profit pricing, has caused a 
general girding of promotional 
loins within the industry, plus a 
vague and unsubstantiated feeling, 
oilmen say, that with the emer- 
gence of gasoline marketing on a 
national scale an entirely fresh ap- 
proach is needed. And the best way 
to get a new approach, the thinking 
goes, is to get a new agency. 


e Perry Brand, vp of Clinton E. 
Frank Inc., Chicago, which has 
been handling the Continental Oil 
Co. account since Dec. 1, said the 
agency shifts are part of a “tre- 
mendous rebirth of marketing in 
the oil business.” 

Overproduction of oil in recent 
years, he pointed out, has forced 
oil companies to “take a much 
{closer look at how to solve this 
problem.” A change in agencies, 
Mr. Brand said, is only one result, 
as the oil companies realign their 
entire marketing organizations. 


e Paul Belknap, account super- 
visor at Needham, Louis & Brorby, 
Chicago, which handles Humble 
advertising in the Chicago area, 
also mentioned the overproduc- 
tion problem as paving the way 
for a more intense interest in 
marketing by the oil industry. “It’s 
a symptom of the fact that the 
industry is more competitive,” he 
said. 

An oil company official with 
knowledge of the independent 
field mentioned expansion by 
some oil companies, plus changing 
internal situations for others, as 
reasons for the unsteady agency 
situation. 

One adman was of the opinion 
that agencies for some of the big 
companies became complacent, 
and when oil supply passed de- 
mand, new agencies moved in 
with strong presentations offering 
solutions to the new marketing 
problems. 


e The marketing head of one lead- 
ing oil company said agency 
changes are the result of “so much 
increase in competition for pa- 
tronage at the service station. Very 
often, in speculating why sales re- 
sults are poor, companies ignore 
a lot of things in the marketing 
mix and fire the agency.” 

He also noted that oi] companies 
with extensive foreign holdings 
are increasing their efforts on the 
domestic marketing scene, since 
political unrest threatens future 
income from foreign operations. 

Referring to the Texaco switch 
he commented: “Cunningham & 
Walsh was selling barometers in- 
stead of building an image.” 


KQBY Sold to Atlass 

KQBY, San Francisco radio sta- 
tion, has been sold to the new At- 
lass Broadcasting Co., Los Angeles, 
pending FCC approval. Frank At- 
lass, who has operated a Los An- 
geles radio tv production company 
for the past several years, placed 
the purchase price of the station 
at $600,000. Sherwood R. Gordon, 
former owner, operates KSDO in 
San Diego and KBUZ in the Phoe- 
| nix area. 
Rosenzweig Joins KPLR-TV 
| Saul Rosenzweig, formerly vp 
jand general sales manager of 
|WLOS-TV, Asheville, N.C., has 
|been appointed vp and general 
manager of KPLR-TV, St. Louis. 
He fills a post left vacant a few 
|months ago by Russ Raycroft, who 
joined Official Films. 


Int'l Biochemical Picks Agency 
International Biochemical Corp., 
|Miami, manufacturer of a new 
series of “hormone-like” prod- 
ucts for treatment of burns and 
skin irritations, has appointed the 
Miami office of Jones, Brakeley & 
Rockwell to handle its advertis- 
ing. 
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Survey Reveals 
42.6% of Agencies 


Use Some Automation 
New YorRK, July 5—Agencies 


are pretty much agreed that elec- | 


tronic data processing, known as 
EDP, saves them time and money. 

That was one finding in a sur- 
vey conducted by Associated Sales 


Analysts, which does independent | 


data processing. The company 
polled 136 top agencies and got 48 
replies. 

The report said: 


e 42.6% of the replying agencies 
use some type of EDP equipment. 
Of this equipment used, 20% is 
high-speed computers and 80% is 
standard tabulating equipment. 


e 88.2% of the EDP users said 
“significant economies in time and 
money have been effected” with 
the mechanical brains. 


e 63.2% of the shops own or rent 
the equipment, and 36.8% use out- 
side service. One agency said it 
went outside “occasionally on spe- 
cial projects or during an overload 
period.” 


® Agencies using EDP gave this 
breakdown when asked how they 
used the equipment: Market anal- 
ysis, 8%; consumer impact studies, 
none; media evaluation and cost 
estimates, 16.2%; accounting, 
40.6%; «and billing, 35.1%. Other 
applications listed were: Agency 
personnel file; order processing for 
sales aids to dealers; cost control; 
cost analysis; cost accounting; 
newspaper, magazine and broad- 
cast insertion order writing; bill- 
ing and paying; and check writing. 

Users said that, in 87.5% of the 
cases, a single person in the shop 
was in charge of all EDP applica- 
tions, while 12.5% split the tasks 
among department heads. The 
one-man post went under any one 
of a bevy of titles: Controller; as- 
sistant treasurer; treasurer; IBM 
supervisor; director of data proc- 
essing; tabulating supervisor; 
manager, data processing methods; 
data processing manager; and di- 
rector of electronic data process- 
ing and systems. 

Agencies were less exuberant 
about extending their use of EDP 
than they were in describing its 
savings. Some 57.7% said they 
planned to use more; 42.3% said 
they wouldn't. 

At the same time, 69% reported 
that no educational program had 
gone on inside the shop to “ac- 
quaint personnel with the advan- 
tages and basic features of EDP.” 

Also, there were 57.9% who 
said their branch offices had not 


been integrated into their EDP 
setups. 

e Of the non-users, 53.8% told 
Associated Sales Analysts that 


they were studying, or intended 
to investigate the possibility of 
using EDP. The other 46.2% gave 
a “no” answer. 

Associated Sales Analysts said 
the survey clearly indicates that 
EDP is “beginning to gain accept- 
ance in the advertising business, 
after being solidly established in 
other businesses, professions and 
industries.” 

Bearing out a previous ADVER- 
ristnc AGE report (AA, May 29), 
the company said that accounting 
and billing are the main applica- 
tions of EDP right now, but that 
automation is being applied more 
and more to market analysis, me- 
dia evaluation and cost estimates. 


STANDARD RATE SETS 
ELECTRONIC DATA UNIT 


New York, July 5—Standard 
Rate & Data Service has gone into 
the electronic data processing busi- 
ness with the establishment of a 
subsidiary, SRDS-Data. 

Phillip W. Wenig, vp of SRDS’ 


| Tesearch division, has been named | tober. Mr. Wenig had been a vp 
|president of the new venture. It|and general manager of Barnard. 
|will also include the expanded 
‘functions of Barnard Inc., a 20- 
year-old tabulating and research are in the process of moving from 
outfit which SRDS bought last Oc- | Skokie, Ill., where the parent cor- 


# SRDS Research and SRDS Data 


Wyman Adds Two Accounts 


Wyman Co., San Francisco, has | Menlo Park, 
been named to handle advertising |transformers and reactors. 
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poration has its headquarters, to! for American Enterprises, San Ma- 
432 Park Ave. South, in New York. teo, manufacturer of “space age” 


toys. Wyman also has been named 
agency for Hill Magnetic Products, 
manufacturer of 
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covering a capital market 


SPRINGFIELD is the capital of Illinois and the sales capital for an eleven-county area in the heart 
of the state. The city and the entire market are covered and sold best by two historic newspapers: 
Illinois State Journal and Illinois State Register. They offer you 100% coverage in Sangamon 
County (Springfield) and 60% in the total trading area. Both newspapers are ideal vehicles for 
test campaigns in a market that’s made to order for testing — prosperous, diversified, stable. 


Wilinsis State Journal | ILLINOIS STATE REGISTER 


THE RING 
OF TRUTH 


€9 Copley Newspaper 


California 
News Service 


15 Hometown Daily Newspapers covering Springfield 


Illinois 
and Greater Los Angeles. Served by The Copley Washington Bureau and The Copley 
REPRESENTED NATIONALLY BY NELSON ROBERTS & ASSOCIATES, INC 


Northern Illinois — San Diego, 
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Container Cites Ayer’s Account Diversity 
Among Its Reasons for Staying with Agency | 


Cuicaco, July 5—Container|added no extra personnel to keep | 
Corp. of America has decided to the account, but did assign a new 
blaze new marketing trails with | two-man account team to Con-)| 
the help of an associate of long | tainer Corp. 
standing. | The company reportedly budgets | 

The company last week an-/| between $400,000-$500,000 yearly 
nounced that it will retain N. W./|for advertising in commissionable 
Ayer & Son, its agency for 25 | media. = 
years (AA, July 3). The move 
came just a few days before a pre- . ° = 
viously announced termination Medics Hit Report in 
date between agency and client. ‘ - 

The decision followed a long, GP’ Saying Shavers 
leisurely stroll through the Chi- ’ - ° 
cago agency vineyard by Contain- Don t Irritate Skin 
er Corp. It began last- December, 
when the company said it was 
seeking a new agency to replace 


KANSAS City, July 5—GP, 
monthly journal published by the 
American Academy of General | 
Ayer (AA, Jan. 2). Practice, gives the “other side” of | 

Ralph Eckerstrom, director of the shaving-and-skin story in its 
design, advertising and public re- current issue by printing letters 
lations, said he had been in con- from three doctors who criticize the 
tact with more than 50 agencies, dermatologists’ report which ap- 
although only four made formal peared in the March issue. 
presentations to Container’s top That issue carried a report by 
management. The four were Chi- ag trio of doctors who concluded 
cago-based, but the company did that shaving with an electric razor 
not identify them. greatly reduces skin irritation. 
These doctors had been working 
under a grant by Remington Rand 
division of Sperry Rand Corp., 
which subsequently used the arti- 
cle as the basis of a heavy ad cam- 
paign (AA, May 15). Subsequent- 
ly, Schick Inc. also quoted from 
the report in advertising for its 
new Schick Compact electric shav- 
er (AA, June 26). 


se The company retained Ayer, 
Mr. Eckerstrom said, because the 
agency shifted all of its creative 
work on the account to Chicago— 
with the exception of the “Great 
Ideas” ad series, which will con- 
tinue to be handled by Ayer head- 
quarters in Philadelphia—and 
broadened its marketing services 

“Ayer’s diversity of accounts 
also matches ours,” he pointed out. 
“We service a wide variety of 
industries, as does the agency.” 

Mr. Eckerstrom explained that 
Container Corp. is expanding its 
marketing services to customers, 
providing them with information 
on all aspects of marketing in 
their particular fields, rather than 
just their packaging problems. 

In this area, the agency will 
complement Container’s own mar- 
keting staff in supplying market- 
ing information for*customers. 


s In the current issue of GP, the 
three other doctors, writing sep- 
arately, said the report was not 
scientifically sound. Dr. H. Jack 
Geiger, of Harvard Medical School, 
said the report reached “unwar- 
ranted conclusions” and involved 
“apparent commercialism.” 

Dr. Jeff Davis, a skin specialist | 
from New York, also disputed the 
findings and said that in some 
cases he has noted that using dis- 
posable blade razors has some ad- 
vantages over electric razors in 
s Mr. Eckerstrom detailed some —™ up infectious skin condi- 
y Peg a cteaed te aie The third critic, Dr. J. Herbert 
pee 7 Nagler, Philadelphia, disputed the 
; a" . statement that an electric shaver 

It maintains a permanent con- as : 

; Pa can aid in clearing up acne. 

sumer panel of 10,000 housewives The authors of th re 

: mye s e original ar- 

in Park Forest, ’ Ill. (a Chicago ticle were Drs. Edmund F. Finnerty 

suburb), which is polled for re- Jr.. Boston: Willi R. Hill J 7 
tions to new packaging or other yo ara) ee my 

= oe Harvard Medical School; and Sal- 

marketing innovations. : vatore J. Messina, Boston Univer- 

It is also sponsoring a series of sity Medical School. + . 
marketing seminars throughout 
the country, at which customers, 
potential customers and agencies General Mills Introduces 
are invited to sit in. The third in Potato Salad, Pan Fry Potatoes 
the series is scheduled for Oct. 3 General Mills, Minneapolis, will 
in New York. “These are of an use four-color r.o.p. newspaper 
institutional nature,” Mr. Ecker- pages in July and August, plus 
strom said. “We don’t try to sell spot television to introduce two 
Container Corp. during the semi- new Betty Crocker “cookbook 
nars. However, we've been sur- dishes,” potato salad and Pan Fry 
prised at the response we've got- potatoes. The potato salad may be 
ten from our first two.” used for both cold and hot Ger- 

Container and Ayer are now man potato salad. The “crinkle 
formulating a new advertising cut’ Pan Fry potatoes require 
campaign. One part will consist of only one pan for cooking and fry- 
print ads detailing the company’s ing. 
contributions to a particular in- In September, General Mills will 
dustry; it will run in management launch the heaviest potato adver- 
publications. tising promotion in its history for 

A second campaign will run in the two new products, in addition 
Time and other news magazines, to Potato Boats, mashed, scalloped 
and will be of a more general and au gratin potatoes. Ads are 
nature. These will be interspersed scheduled in Family Weekly, Pa- 
with the company’s “Great Ideas rade, This Week Magazine and 
of Western Man” institutional se- independent supplements. The 
ries—now running in Time—which campaign will be augmented by 
features modern art. The series, a sponsorship of the NBC “Day Re- 
pet of the late Walter Paepcke, port” news program. Knox Reeves 
chairman of Container, was cut Advertising is the agency. 
back this year to make room for . 

more directly concerned with 
po Bey te wore Int'l Shoe Boosts Shatter 

M. Robert Shaffer, formerly 
s Thomas G. Watson Jr., vp and marketing manager of men’s and 
manager of Ayer’s Chicago office, boys’ shoes of International Shoe 
told ApVERTISING AcE: “We are Co., has been named director of 
extremely pleased Container Corp. marketing of all St. Louis sales 
has seen fit to retain us. It’s a divisions of the company. He will 
credit to the things we’ve done be responsible for sales, market- 
and a vote of confidence for the |ing and merchandising of Inter- 
things we can do in the future.” national’s general line and special- 

He said Ayer, Chicago, has ty divisions. 


How do you measure 
Mathieson service 7 


owe - a 


CURMIGALS owmor lin 


MEASUREMENT—This is one of two color-bleed spreads aimed at busi- 


ness men in the chemicals field 


Olin, Baltimore, ran in Chemical Week during June and will run in 
Business Week in July. VanSant, Dugdale & Co., is the agency. 


Advertising Age, July 10, 1961 


Wilkins Drive 
Introduces Its 


| WASHINGTON, July 5—Wilkins 
Coffee Co. has introduced Wilkins 
instant tea, a new product, in the 
District of Columbia market with 
a saturation campaign using radio, 
television and newspapers. The 
ads emphasize the convenience and 
ease of making a glass of iced 
tea with the new Wilkins product. 

Tv spots show a glass of tea 
being made; an accompanying 
jingle says: 

Put in the tea, 

Add water from the faucet, 

It’s easy you see; 

Stir it up, put in the ice, 

M-m-m-m-m now isn’t that nice! 


which the chemicals division of 


Advertiser, Agency Must Help Improve TV 
to Protect Own Stake in Medium: Weiss 


Cuicaco, July 6—Advertisers and 
agencies must accept the challenge 
of creating television programs 
which genuinely serve the public, 
“because it’s the only way to stave 
off controls, coercion and censor- 
ship in the long run,” according to 
Edward H. Weiss. 

Mr. Weiss, president of Edward 
H. Weiss & Co., said, in letters ad- 
dressed to the seven members of 
the Federal Communications Com- 
mission, that creation of better 
program concepts must be done by 
the advertising industry as well as 
the broadcast industry if govern- 
mental control is to be avoided. 


® He cited the daytime specials 
for women presented by Purex 
Corp., South Gate, Cal., on NBC- 
TV this past season (AA, Nov. 21). 

“As agency for Purex network 
tv, we, believe these programs 
prove that effective advertising 
and informative, mature program- 
ming are not only compatible, but 
that they are often inseparable,” 
Mr. Weiss said. 

“Dynamic new programming 


Buy some Wilkins Instant Tea, 

You'll be glad as glad can be. 

And incidentally so will we.” 

The final line is delivered by a 
Wilkins “driver,” who has been 
stocking a grocery shelf. 


Purex Has Own Ideas 
On TV Ads, Programming 

SouTtu Gare, CAL., July 6— 
Purex Corp. itself is no 
slouch when it comes to ana- 
lyzing tv. 

It created a three-point 
“honest advertising” policy 
(AA, May 9, ’60). 

And it believes that adver- 
tisers should not meddle in 
tv production. 

Purex advertising director, 
Leslie Bruce Jr., has said 
(AA, Nov. 21, 60), ‘“Censor- 
ship by the advertiser of the 
content of a tv program 
would endanger any dramat- 
ic or historical values the 
program might possess. It 
would be comparable to try- 
ing to control the content of 
any magazine or newspaper 
in which we advertise.” 


# The same jingle is being used on 
radio with live announcer copy. 
The radio spots are not run un- 
less the temperature is 70° or 
above. 

Newspaper ads are a storyboard 


This is the NEW WILKINS WAY to 


make delicious iced tea instant!) 


ideas can and do originate in ad- + ay 


vertising and, indeed, should come w rT 
out of advertising.” + Udine msn rea/now 10 or Ld 


Radio Sales Bureau 
Formed to Promote 
Medium in Canada 


Toronto, July 6—The Radio 
Sales Bureau, with headquarters 
here, has been formed to promote 
radio as an advertising medium in 
Canada. 

Sponsored by members of the 
Canadian Assn. of Broadcasters, 
the bureau will be headed by 
Charles C. (Bud) Hoffman, sales 
and business consultant, who has 
been named president. Allan Wa- 
ters, vp-radio of the Canadian 
broadcasters group, is the bureau’s 
first chairman. 

The bureau, modeled after the 
Radio Advertising Bureau in the 
U:S., will conduct research on ra- 
dio advertising, provide informa- 
tion to advertisers and agencies 
and seek to bring new advertisers 
into radio. + 


Jack Packard Adds Two 

Jack Packard Co., Glendale, Cal., 
has been named to handle adver- 
tising for Missimers Inc., Glendale, 
maker of refrigeration equipment, 
and for Fortner & Perrin, Glen- 
dale, manufacturer of garment 
hangers, shoe trees and other 
wardrobe accessories. 


Norse Succeeds Straub 


George W. Straub has retired as 
vp-western art director of Outdoor 
Advertising Inc., Chicago. Mr. 
Straub joined the company in 1943 
and was appointed a vp in 1958. 
John Norse, formerly assistant 
western art director, has been ap- 
pointed western art director. 


of the television commercial. 
Special tea carts have been 

placed in major shopping centers 

\in the Washington-Virginia-Mary- 


Drop 1.5% as TV 
nat land area, with distribution of 
Competition Grows free samples. The tea cart promo- 


tion was held in cooperation 

MONTREAL, July 6—As new com- |... P i : 
petition from private tv stations in = Washing}on broadcast media. 

° ad : ve : elevision stations being used 
the big cities started biting into f the Wilkins instant t baa 
its advertising revenues, the Cana- | 01 “2€ MAINS instant ‘ea cam 
dian Broadcasting Corp.’s need for oa Se WMAL-TV, WRC-TV 
Sadetel funda te covers te caste and WTOP-TV. Radio stations are 

‘ * noo Ane. :..| WEAM, WMAL, WOOK, WRC, 
rose by 13.4%, to $59,288,476, in WTOP 
the last fiscal year. What’s more and WWDC. 

- ; , : , W. B. Doner & Co.’s Baltimore 
the financial effects of this com- ffi handles the Wilki Coft 
petition will get worse, the CBC |° —e _ a a 
said in its annual report made pub- account. # 
lic in Parliament today. 

The publicly-owned corporation Rollins Acquires Tribble 
indicated that, as a result, its calls The Tribble outdoor advertising 
on the federal treasury will grow interests in 100 Texas cities have 
larger. _,been acquired by Rollins Broad- 

The report for the year ending casting. Tribble Advertising Co., 
last March 31, showed the CBC’s! with headquarters in San Anto- 
budget topped the $100,000,000| nio, was founded in 1902. Mrs. Hel- 
mark for the first time. en Tribble Mays, president and 

Total expenses reached $100,-| operating partner of Tribble Out- 
952,825, an increase of $6,913,060, | door, will continue as a vp and op- 
or 7.4%, over 1959-’60 outlays of erating manager of Tribble. Rol- 
$94,039,765, when expenses rose by | lins operates radio and tv stations 
ago ied aiid tia . a eae Chicago; Indianap- 

Ss S| olis; Charleston, W. Va.; Mobile; 
from tv and radio dropped by 1.5% | Norfolk; Plattsburgh, N.Y.; and 
to $37,601,651 from $38,162,337, in Wilmington, Del. 
sharp contrast with the 18.3% gain 
the previous year in ad revenue 
yields. The total was some $1,500,- Rival Gives Silver Dollar 
000 short of goals set for CBC| Rival Packing Co., Chicago, is 
salesmen in their drive for com- Offering purchasers a silver dollar 
mercial revenues. + in exchange for 20 Rival labels in 
4 tree’ Edits ee a new multiple-purchase promo- 

nquirer ition s Daily tion. The offer, running through 

The Philadelphia Inquirer has Sept. 30, is being promoted via 
started daily publication of its New radio, Sunday supplements and 
Jersey edition, previously pub- newspapers, throughout the East, 
lished only on Fridays. It will ex-| Southeast, and Midwest. Need- 
tend coverage to all eight South ham, Louis & Brorby is the agency 
Jersey counties. handling the campaign. 


CBC Ad Revenues 
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Lee De Forest, 
‘Father of Radio,’ 
Is Dead at 87 


HOLLYwoop, July 5—Dr. Lee De 
Forest, 87, “father of radio,” died 
Friday night at his home here. 

Dr. De Forest’s invention of the 
audion tube in 1906 led to the 


development of the radio and tv 
industries; yet he was one of the | 
staunchest opponents of some of | 
the uses to which the industries | 
have been put. 

“IT have lost no opportunity to 
cry out in earnest against the 
crass commercialism, the etheric | 
vulgarism of the vulgar huck- 
sters, agencies, advertisers, station 
owners—all who, lacking aware- 
ness of their grand opportunities 
and moral responsibilities to make 
of radio an uplifting influence, 
continue to enslave and sel] for 
quick cash the grandest medium 
which has yet been given to man 
to help upward his struggling 
spirit,’ he wrote in his autobiog- 
raphy. 

On the 45th anniversary of Dr. 
De Forest’s invention, in 1952, for- 
mer President Herbert Hoover ap- 
pealed to Dr. De Forest, a long- 
time friend, to produce another 
invention to enable people to get 
even with broadcasters who sub- 
jected them to singing commer- 
cials and “huckster chatter.” 

“He has some grave matters to 
answer for,’ Mr. Hoover said. “He 
has made it possible to transmit 
the worst music on earth—and 
political speeches.” 


s Dr. De Forest was responsible 
for more than 300 patents. In rec- 
ognition of his work, the National 
Assn. of Broadcasters feted him in 
1958 as the originator of modern 
electronics. 

Dr. De Forest ran through four 
fortunes while working on his in- 
ventions. As late as 1957, when he 
was 84, Dr. De Forest received a 
patent on an automatic dialing 
device for telephones. He retired 
in 1958. 


FRANK COFFIN 

PORTLAND, OrE., July 5—Frank 
H. Coffin, 50, local sales manager 
of KOIN-TV, died June 27 after a 
long illness. One of the Pacific 
Northwest’s best known  broad- 
casters, he was a 23-year veteran 
of the business. He joined KOIN- 
TV in 1953 as sales manager. 


ERNEST C. WHITEHEAD 

BRANDON, MAN., July 6—Ernest 
Christie Whitehead, 65, publisher 
of the Brandon Sun, died here yes- 
terday after a long illness. 

Mr. Whitehead became publisher 
in 1941, succeeding his father, who 
had owned the newspaper since 
1905. 

Mr. Whitehead was president of 
the Canadian Daily Newspaper 
Publishers Assn. in 1951-’52 and 
was a director at his death. He was 
also a director of the Canadian 
Press, a national news-gathering 
cooperative, from 1945 to 1947. = 


Starrs Adds 2, Boosts 2 

Traders Graphic, Morristown, 
N. J., investment monthly, 
Sally of Switzerland, New York, 
women’s shoe salon, have named 
John Patrick Starrs Inc., New 
York, to handle their advertising. 
The agency has elected Nicholas 
di Russo, exec vp, and James A. 
Falborn, vp and account supervi- 
sor, directors. 


Cannon, Domitrovich to Carey 

Jim Cannon and Paul M. Dom- 
itrovich have joined Len Carey 
Inc., Honolulu, as account execu- 
tives. Mr. Cannon was formerly 
with Lund-Heitman Smith Adver- 
tising, Honolulu. Mr. Domitrovich 
formerly was a radio-television 
producer with Campbell-Ewald 
Co., Detroit. 


and ~ 


Rudden, Brennan Join Glenn 


John P. Rudden has joined Glenn 
Advertising, Dallas, as an account 
executive on the Lone Star Brew- 
ing account and Thomas D. Bren- 
nan has joined the agency’s Fort 
Worth office as an account execu- 
tive. Mr. Brennan, formerly na- 
tional sales manager of the Great 
Western Foods Co. and merchan- 
dising director of the Cryovac di- 
vision of W. R. Grace, has been 
assigned to developing new busi- 


ness and will assist on the Worth 
Food Markets account. Mr. Rudden 
was formerly an account supervi- | 
sor of W. B. Doner & Co., Chicago, | 


and vp of sales and advertising of 
Kingsbury Breweries, Manitowoc- 
Sheboygan, Wis. 


Boedeker Retires at Goodyear 

Arnold E. Boedeker, director of 
art and exhibits of Goodyear Tire & 
Rubber Co., Akron, has retired af- 
ter more than 45 years’ service. 
Earlier this year, Mr. Boedeker 
was awarded the silver medal, 
presented jointly by the Advertis- 
ing Federation of America and 
Printers’ Ink. 


Allston, Smith Adds 3 Accounts 
Allston, Smith & Somple, Green- 


| wich, Conn., has been named to! 


handle advertising for three ac- 
counts. They are Style Footwear 
Co., South Norwalk, shoe manufac- 
turer; Clark Metal Products and 
Bridgeport Moulded Products, both 
of Fairfield, Conn. 


California General to Canaan 
California General, San Diego, 


fabricator of components for mis- | 
siles and rockets, has appointed | 


Jack Canaan Inc., San Diego, to 
handle its advertising. Canaan has 
| appointed Alvin J. McGowan; for- 
merly with Barnes Chase Co., an 
account executive. 


109 


Your Script or Copy 
may carry the haz- 
ard of claims for 
LIBEL, SLANDER, 
INVASION OF PRI- 
VACY, VIOLATION OF 
COPYRIGHT, PIRA- 
CY, PLAGIARISM. 


EMPLOYERS 
REINSURANCE 
CORPORATION 


21 W. Tenth, Kansas City, Mo 
New York, 107 William St. 
Chicago, 175 W. Jackson 
San Francisco, 100 Bush St 


ON 
AIR... 


PAGE... 
SCREEN 


You CAN'T pull 
the words back, 
but you CAN 
have our Unique 
Excess insur 
ance to cushion 
the loss — ade- 
quately and in- 
expensively. 

Write for details 
and rates. 


~ 

: 
= 
= 


Take a good look — they’re going fast 


AY 


WAAAY 


- ° 


The cobblestones on Boston streets, like so much else of 
old Boston, are on the way out, torn up and thrown away. 


Boston's changing — new expressways, new buildings, 
new industries, new excitement and new No. 7 news- 
paper — The Boston Globe. The Globe now leads the 
Herald-Traveler in total net paid circulation. 


To help you understand the significance of the new 


figures, The Globe has ready now the results of a study 
of Boston newspaper audiences, conducted in consulta- 
tion with the Advertising Research Foundation. It reveals 
many facts extremely favorable to The Globe. 


For your copy of the brochure, ‘The Buying Bostonians” 
and a look at the results of ‘‘The New Boston" study, 
call your Million Market Man today. 


There’s a new Boston and The Globe is its"1 paper 


MORNING « EVENING « SUNDAY « A MILLION MARKET NEWSPAPER: NEW YORK, CHICAGO, DETROIT, LOS ANGELES, SAN FRANCISCO 
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The Advertising Market Place : 


AVERAGE PAID 


Advertising Age, July 10, 1961 : 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 
Add two lines for box number. Closing deadline: Copy in written form in Chicago ‘ 
office not later than noon, Wednesday 5 days preceding publication date. Pacific 
Coast Representative (Classified only): Classified Departments, Inc., 4041 Marlton 
Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


ie a 


HELP WANTED ! 


EXEc CTIVE & CLERICAL 
EXPERIENCED & TRAINEE 


HELP WANTED 
Advertising-Promotion- | 
} Publicity Manager 

The Merchandising Manager said, 


POSITIONS WANTED | 
ART DIRECTOR AND LAYOUT MAN | 
| Wants better position. 14 yrs. wide exp. 


BUSINESS OPPORTUNITIES 
MAGAZINE FOR SALE 
interest publication in outdoor | 


Special 


Publishers Employment “This | fine printing plant and agency art depts. | field available to responsible publisher. 
154 E. Erie St., SU 7-2255, Chicago is the job I would really like.” This is | Excellent art school & college back- | 15,000 paid circulation through direct = 
SON HOME FROM COLLEGE? that unusual opportunity. The firm is | ground. Top creativity. Will work on trial | mail. Offers tremendous possibilities for | - 
Graphis Arts Buyer is seeking 100 high medium sized, located in the mid-west, | basis. Accept at once. Only well rated | newsstand development. Current pub- | 
type subscription sales representatives manufactures consumer products for a agency, art studio, or major company art | lisher interests in other fields. For in- | 1 
for a summer sales drive. GAB is a dra- style quality ; sophisticated market with dept. Write: Howard H. McGinnis, 2401 | formation, write | : 
matically successful, top quality, regional national distribution. The successful can- 36th St. Parkersburg, W. Va. Phone. Box 5034, ADVERTISING AGE | I 


didate must be outstanding in producing 
creative work, must write good copy for 
catalogs and ads, as well as product 
publicity releases. He will supervise 


publication, selling for $9/year, now go- 
ing national. Most cities in U.S. repre- 
sent virgin markets with hundreds of 
legitimate prospects in the advertising 


GArfield 8-2095 


ADV, PUBLISHING & PR PERSONNEL | 
We Specialize. All Categories. Male & Fe | 


630 Third Ave., New York 17, New York 
MISCELLANEOUS 


HOUSE 


Exclusive: Secretaries from England 60 SCHOONER FOR CHARTER 
and sales promotion field. This is a gen- catalogs, collaterals and ads from layout | waywell Employ Agcy, 18 E. 41, LO e188 Ideal for vacations, entertaining or con- 
uine opportunity for aggressive men to through photography and final printing. | tests summers 


— Long Island winters—Nas- 
earn $100-200 per week under a high | He will be responsible for all media and MARKET RESEARCHER 


. ; , {sau full info brochure: Charmian, Inc. | 
commission plan. Write Publisher, GAB, | Publicity contacts, and be a liaison be- | & Writer. Near Phd sociologist with 5 | 2237 Delamere Dr., Cleveland 6, Ohio | PERSONNEL 
. - hi hia 7. P tween agency, media, and the home of- | Y?S- scrambled experience in marketing 

1025 Race Street, P a ia 3. enna. fice. He must be personable, forceful and & market research, & industrial relations. Reputable, recognized land developer | 

MOLENE PERSONNEL SERVICE produce with the minimum of super- | Desire clean break into top Agency or wants high calibre advertising firm will- This ad : 
publicity editors | vision. Must locate in the mid-west town | 800d Company. Married, Age 32. ing to invest their time and money for f ad was written on the 4th 
ee ae ce Cory Writers | but will spend ten to twenty, three day Box 5005, ADVERTISING AGE mail order sales of Florida land ranging || of July—but it seemed more like 
artists media r uctio Se < 


weeks in New York City contacting edi- 
tors, etc. If you qualify, an interview 
will be arranged, write to: 
Box 5020, ADVERTISING AGE 
200 E. Miinois St., Chicago 11, Illinois 


from lots to 5 acre tracts. Agency works 
on sales commission basis which provides 
maximum incentive. This is a tried and 
proven method, neighboring competitive 
deals have produced six figure agency 
profits. All land offered is high, dry and 


630 Third Ave., New York 17, New York 

EXECUTIVE SECRETARY/ASSISTANT 

10 yrs. top level ad agency exp. Fine 

skills plus media buying. Want to assist 

busy boss in adv. or PR. Personable 
Box 5031, ADVERTISING AGE 


Thanksgiving. 
“All is grist which comes to our mill” g g 
ANdover 3-4424, 105 W. Adams St., Chgo 3 
INTERNATIONAL ADVERTISING 
SALESMAN 
New York Bureau of the 


It suddenly dawned on us that, 
this week, we'll list‘ more jobs 
than you'll probably find adver- 


wanted for 


1 > > she " 2 WAN choice. Agency must have direct mail tend 3 i . . 

er aah ae POSITIONS WANTED 200 E. Illinois St., Chicago 11, Illinois “know-how” and financial backing tised in this entire issue. 
aris. Space se g experience esse a ; 7 = = To = i ~ ae 

Salary open. Mail resume and refer- ATTENTION ALL AD MGRS, AGENCIES Box 5035, ADVERTISING AGE 


and Acc’t execs. Need a good, young REPRESENTATIVES WANTED 


ences to Hayman Miller, N. Y¥. Herald 


200 E. Illinois St., Chicago 11, Illinois No one knows better than we 


. a ~ 3 merchandising mgr, ass’t ad mgr, or ass't | Exceptional opportunities in various sec- how frustrati it i 
Tribune, 230 West 41 St., N. ¥. 36. Ar who has 3 yrs sales and 1 yr mar-/|tions of U.S. Qualified men currently jiob—o aie = = Se find a 
be pT TB gyn a Se keting experience with top drug firms, | calling on legal profession and related 5 r to a jo in adver- v 
E Pre. : pwd “<* | both proprietary and ethical? Has for-| fields to supplement line with widely ° 
pon ate — in a fast-growing a) grad training in adv & mkg. Knows | accepted income increasing service. Ex- COPY-CONTACT MAN FOR 
ascinating 4 —— . . what it really means to move merchan- | cellent commission for go-getter. Ex- MILWAUKEE-AREA So, we are thankful for the sup- 
ADVERTISING SPACE SALESMAN dise off shelves of drug and food stores. | clusive territory that can yield unusual nq port h j 
; Ver f 4 you have given us—on both 
New York Food Trade Publication to set. Hard worker, self starter. income. ADVERTISING AGENCY SERVICE ide f 2 
up Chicago office with an experienced Box 5029. ADVERTISING AGE Statewide Jury Verdicts oe 6 the fence—to help build 
space salesman Fn — the entire — 630 Third Ave., New York 17, New York 333 Williamson Bldg., Cleveland 14, Ohio A real pro is wanted with emphasis advertising’s Number One Talent 
west territory xcellent opportunity for - - - , ; re Tor ka . . a 
right man. Salary, commission and travel AD/designer, heavy collateral exp., strong | Gast ies Eades Uadhetes io , » | on experience in hard goods. Salary Center. 
expenses. Write fully, indicate minimum on type; NSAD award; seeks agency, stu- | cad Sane Chile ek iaiuateta’ tiie & age open. Account supervisors PS: 1 ‘ ie 
salary dio, top printer. Married, 39, $10M min. rr Lation 30.000 alla . handle about 75% of contact respon- PS.: it will also be Thanksgiving 
"Box 5028, ADVERTISING AGE Box 5030, ADVERTISING AGE = — ‘eee enn APENCETOENEG: AGE sibilities. High commercial aware- in July for anyone who can fill 
630 Third Ave., New York 17, New York 630 Third Ave., New York 17, New Yor 200 E. Illinois St. Chicago 11. Mlinois ness is essential. Send resume to: the following— 
| 4" — 7 Box 811, ADVERTISING AGE 
| REPRESENTATIVES AVAILABLE oat . 
LET’S MERGE OUR INTERESTS VISUAL AID FILM | ete Sa A 200 E. Illinois’ St., Chicago 11, tllinois Account Executives 
| NEED AN ENGINEER WHO CAN WRITE . : 
il cil sai a alla cilebailhi 8 mm Sound on Films |” BS MS & PE/EX EDITOR-IN-CHIEF Supervisor (Cosmetics) ..... $35,000 
eth aneitntnl eliinas and eantous Color—Black-white | 90 Os, ADVERTISING AGE a oe Piso eee ta ba E 22,000 
to expand your earnings, or if an Educational, Commercial, 2. ..-b bk. BL ist...Get the Man onsumer goods ........... 20,000 
. here is an opportunity . . . 
associate with a Chicago agency Special Rates: Magnetic \! Start clot : : Art Directors 
with an excellent reputation and Post-Stripin 16-35 mm CONSUMER-PRINT rt your new man off with a 
po A. r ping—8- || worry-free move to his new job, Exec. Director (Catalog) ..... $25,000 
Box 812, ADVERTISING AGE John M. Moser, Inc. MU 7-1230 WRITER WANTED ie See ony. See entnee he ts Package Designer .......... $15,000 
ae ; ie se , the sooner . ; ¢ 
200 E. Illinois St., Chicago 11, Ilinois 19 W. 44 NY 36 9AM-5PM We'es leching fer 0 weiter with enough fan the tale f er he will oer Rr $15,000 
experience to pull his load right away hired Bi bso —— he ges TV Storyboard ewe osecccees $15,000 
a SE ES ES TT TT 5 —and enough potential to grow along ally. urnham van provides a Industrial/Consumer $12,000 
with us. A print background in food Personalized Moving Plan _ for Print/Collateral ......... 4 
| and consumer hard goods will help you employees that helps eliminate ovateral ... pe alld $10,000 
rocter am e | — a job that ‘wo ‘ ees 50% of the problems of a new Layout/ Illus. (Industrial) ... a 8,500 
an, ‘tirement func We msurance < i Ps 
| P - re Seam, Se See man in a new city. A sample 
| a 10-million, ih anion = bent packet of the Personalized Mov- Copywriters 
| you? Tell us all about yourself (includ- ing Plan 1S available upon re- Campaign PN ic cescces $30,000 
e a your current base salary) in a letter —. oe Ag dk, 4. “? ner ag goods Pas washes eae $25,000 
: Ss) 0 ite to enior Copywriter.......... 22, 
areer pportunity | LARRY O'NEILL Edward Swann, Burnham Van Cosmetics’ Woman) eas 390 000 
| Vice President ond Copy Chief Service, 1632 Second Avenue, Food/Sporting Goods ...... 13, 
VANSANT, DUGDALE & CO., INC. Columbus, Ga. Seanaine C Seees ....... Siaeee 
15 E. Fayette St., Baltimore 2, Md. | | Re | fl es ’ 
hd M | : ¢ Applia 
RY Pais eaters cred $12,000 
n Marketing Management | ampirious || fit gcc) ie 
g g | RESEARCH ACCOUNT yy ae .. $11,000 
| | CREATIVE DIRECTOR copy... .25-35M ne-man Copy Dept. ....... $10,000 
To qualify, you won't need specialized experience or schooling, but EXECUTIVE WANTED Media Promotion .......... 10,000 
you must be a special type of man. You must have’the ability to ! MARKETING DIRECTOR agency. 16-20M Ss: hee House Organ (General)... .. $ 8,500 
work smoothly with many types of people ... the desire to assume —| MEDIA MGR print & TV....... 12-16M ambitious. marketing ple House Organ (Electrical) 7,500 
important c+ agence 4 quickly . . . and a broad interest in ad- | ART DIRECTOR agency 12-18M $10. man who is now blocked off at — new ean ee e/a $ 7,500 
vertising, sales promotion and marketing, = 4 )f 2. S008 seeeecs ‘ $10-12 thousand, and wants to react arm/Industrial ........... OPEN 
. : ‘ I AD MGR financial b/g 12-16M into the $15-20 thousand orbit, You 
In short, you must be “promotable.” Procter & Gamble’s dynamic | | ,. wan, 4 an of ae ee eer” Television 
growth and expansion is continually creating executive positions | AD MGR farm products....... 11-13M ples, practices and terminology. You Writer/Producer ........... $18,000 
that can be filled only from within (a strict P&G policy). That is | PUBLIC RELATIONS food co... 10-14M y rte Phe Day to hold your own in Writer (Consumer) ......... $15,000 
why new men are given individual on-the-job training so they | AE. handi 14-17 nical. You Pann K yp An | gw i Writer (Insurance) ......... $12,000 
can accept responsibility immediately. \ “E. grocery merchandiser... 14-17 thet can persuade, convince ans ae Supervisor ...... OPEN 
sha s stimulate decisions. Have ? rit ilms- 
You wouid join a small group marketing a leading consumer prod- er — no js ete to Ben 2008 . pseudo- Writer linduetria Film) ...... OPEN 
uct on a nationwide scale. i ri i ym for a major national marketi : ee eee 
- , ionwide scale. You would be working with experts in Send Us 2 Complete Resumes, |] research agency. which son ene ene ke. ee OPEN 
&G and our advertising agencies on marketing strategy and including Past Earni || make your future. We are located Radio/TV Traffic OPEN 
advertising execution, sales promotion, product development and | ncluding Past Earnings || in the East. (Not N. Y.) Residual Biller .......... $ 4,000 
financial planning. 1 | WALKER | Sex 000, ABVERTISING Act ee ’ 
If you have a good college background, and are confident of your 83 So. 7th St., Minneapolis, Mi t — a he TER 1, 1. onan rt a 
business ability, imagination and good judgment, you should con- \ : . vans, ENS M a io Time Buyer ...... $ 6,000 
sider yourself a logical candidate for one of these career oppor- | DON HARRIS NEEDS: Media } on ae ro 
tunities. TV-PRINT WRITER, national consumer ae SOON «-.--.-+-- $ 4,200 
| brands including foods. Effective in client 
All qualified applicants will receive consideration without regard to race, 1 | frech-theme creator”? Prom ta aon Research-Marketing 
ereod, enlor, or national erigin. COPYWRITER || TYGPRINT WRITER, experienced wide Medical Research ......... $15,000 
acco » mostly Ss, other 2 
|] consumer . , o14-biena Research Supervisor ....... $15,000 
MAIL THIS COUPON TODAY FOR FURTHER INFORMATION | WANTED oan ge tee [a corr -< ONTACT. solid Market Analyst ............ $15,000 
| & Some ‘‘Ag’’ de 
a a gree desirable. Not a strictly routine Research Analyst .......... $12, 
ft Mr. H. H. Wil j | writer for this big agency. For exceptional Research Typist $4 
| 7. 0, We. WOES, SF. | ' AE, RESEARCH-MARKETING backs. || —  — : 
w con : . » , NG back- 
| Procter & Gamble, Dept. AA-710 | prc pe cg ange adem city Major agency store — Sxperience Public Relations 
| P.O. Box 599, | “s need ag tesreotl owed in Important agency by older writers, Writer/Lobbyist ........... $10,000 
| tae “ . | sylvania needs versatile, down- ready for better assignments in major Dept. Eo due Ses we age $10,000 
; Cincinnati 1, Ohio | to-earth man (or woman) with BGS CU Writes REUD Gee. Consumer goods $ 7,500 
i ; Siom =| | Gonsumer goods........... : 
| Please send me infeorantion on career opportunities in your Adver- | the ability to ferret out facts to 40-plus materials, light construstion. Consumer Eo evansvsand $ 6, 
tisin artment and enclose an applicati , : SSOC 2 MARKET RESEARCH DI- 
g p pplication form. spark sound creative ideas and REC TOR, marketing and somuabeh ofuen. Secretarial 
“3 ‘ r e 
; follow through, producing im- Mid-20's to early 30's ee ston Exec. Secretary (2) ........ $420 mo 
| I received a aan from a in ! at ASSISTANT to MARKET RESEARCH DI- ; 
{ eee te eae <5 . | aginative selling copy. Publicity RECTOR. Major office of very big agency Contract Typist ces SEveneud $390 mo 
| (degree) (school) (year) | experience helpful. Excellent po- cana Pn — 4 dem Biller /Bookkeeper ine <2 . $350 mo 
: RESEARCH ANALYST, consumer goods Print/TV Estimator (2)...... $350 mo 
| | tential for a real sparkplug Young MBA now exposed to wide variety j 
| NAME___ Sea a a a a ee o | Wonderful living conditi P : of procedures in large agency research de- anal lili lindie dial Ralietialaiadial- vy 
ditions. partment To $7,500 DEE “das veewurassaon 
| MARKET RESEARCH ANALYST, indus- 
rial, midwest. MMA or MBA did 
| ADDRESS. _—— | | } «my AS younger department JACK BAXTER KNOWS ADVERTISING 
experience require $6. 
| | Box 809, ADVERTISING AGE ADVERTISING KNOWS JACK BAXTER 
Third A DON HARRIS, DIRECTOR 
city__ SS a ae |) 7 630 Third Ave. New York 17, N. Y Advertising & Marketing Division 41 EAST OAK - CHICAGO 11 - DE 7-0001 
| 1, : MONARCH PERSONNEL 
ee ec rs ss ss ss ee ee ee es 28 E. Jackson, Chicago WA 2-9400 
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Advertising Age, July 10, 1961 


Reeves Book Unwittingly Paints Dim 


Portrait of Adman 


NEw York, July 6—What may 
be the very last review of Rosser 


Reeves’ book, “Reality in Adver-| chuckle over the success of a cig- | 


tising,” published last April 17, 
has been written by Stephen White 
for the July issue of Horizon un- 
der the heading, “Would You 
Want Your Sister to Marry Rosser 
Reeves?” 

Some excerpts: 


e “The principal theme of the 
book is beyond reproof. It implies 
that anyone who has a dollar or 
two to spend in advertising, and 
who does not immediately turn it 
over to Mr. Reeves, is a thorough- 
going ass and will get what he de- 


serves. Mr. Reeves develops this | 
theme for 154 pages and from time | 
to time gets pretty worked up| 


about it. But this does not seem 


to be an unreasonable position for | 


Mr. Reeves to maintain, for diffi- 
dence does not make a man chair- 
man of the board.” 

e “What Mr. Reeves has managed 
to create is an image of advertis- 


ing, and of the men who people it, | 


that is warranted to make any 
right-thinking man lock his sister 
in the nearest closet. And Mr. 
Reeves is totally unaware of this, 
which makes it all the more engag- 
ing. He clearly considers the ad- 
vertising man to be a composite of 
Albert Schweitzer, David Ricardo 
and Sir Isaac Newton, but with 
only the best features of each.” 


e “All I ask from Mr. Reeves and 


, Reviewer Asserts 


_ fellows is a little humility. It 
|needn’t be much. When they 


|}aret campaign, let them merely 


possibility that they may have 
| hel 
|many people, and that doctors 
who worry about the link between 


ably be right. When they write 
dentifrice ads, and promise mira- 
|cles out of a compound of soap, 
air, and flavoring matter, let them 
| wonder briefly how many people 
will buy the toothpaste instead of 
|seeing a dentist. They would be 
very nice people if they could only 
get it out of their heads that a 
‘successful’ advertising campaign is 
a contribution to art, science and 
human welfare.” 


es Mr. Reeves, chairman of Ted 
Bates & Co., New York, “did not 
set out to write a book,” according 


on the cat to see 
| lick them off. 
‘Much to his delight,” added Mr. 
White, “he was immediately beset 
by associates who insisted that to 
withhold this magnum opus from 
| the general public would be a ma- 
| jor crime, like jaywalking.” 
| Mr. White’s review title stemmed 
|from a series of three articles in 
| ADVERTISING AGE which carried a 
|“Profile of the Advertising Man” 


if she would 


NEW APPROACH TO SELLING SPACE! 


Young pro with 10 yrs. in adv. admin 
creating and ‘‘selling’’ copy & promotion 
programs to top met. seeks switch to 
space sales ave discovered many 
little known keys to winning mgt. Con- 
vinced can be profitable to your publica- 
tion—best offer accepted at once 

Box 810, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| (AA, March 27). The profile indi- 
|cated that only 4% of an adman’s 
|home-town neighbors “looked 
| kindly upon the notion of having 


|}an adman for a brother-in-law.” + 


entertain for a moment or two the | 


ped shorten the lives of a great | 


cigarets and cancer may conceiv- | 


to Mr. White; “he simply scribbled | 
down a few ideas and rubbed them | 


| 


| 


Harmon Bledsoe 


| COLLEGE QUEENS—H. W. Grathwohl, ad vp of Nox- 
zema, and Norbert A. Witt, Noxzema’s exec vp, dis- 
cuss the company’s Cover Girl makeup with six of 
the 12 finalists in the National College Queen Pag- 
eant. One of the pageant events was a Cover Girl 
Beauty Forum. Winner of both the forum and pag- 


Schafer 
Witt 


Kormondy 


nati; 


Grathwohl 
eant was Pat Weaver, of Wilson College, pictured 
here with Gayle Harmon, University of Southern 
California; Patti Lee Bledsoe, University of Okla- 
homa; Bonnie Jean Schafer, University of Cincin- 
Kathryn Kormondy, University of Bridge- 
port; and Katie Anne Brown, University of Missouri. 


NEw York, July 6—One medium 
that might bear watching is the 
custom-made newspaper supple- 
ment, now little more than a year 
old. 

The first one, placed by Camp- 


| WEST COAST SERVICE 
FOR EASTERN AGENCY 


Our 50th Year 

MARKETING MGR.—Mail order 

catalog exp. necessary 
FASHION COPYWRITER — includes 

some production duties 
TRAFFIC ASST.—Radio TV-splendid 

oppty.—4A agency . 

MANY MORE—MAIL RESUM 


GLADER CORPORATION 


110 S. Dearborn St., CHICAGO, Ill 
Phone: CEntral 6-5353 


15,000 


| Well established completely staffed 4A 
| agency—offices San Francisco and Hol- 
lywood seeks opportunity to be of serv- 
ice on West Coast to Eastern Agency of 
integrity and talent. 


John Orr Young, Managing Consultant 
Park Ave., New York 16. 


|bell-Mithun for Pillsbury, was an 
|eight-page, four-color preprint 
\that featured baking ideas from 


off” contests. The supplement ap- 


peared in January, 1960, and got a 
|distribution of 15,000,000 in 52 
| newspapers. 

| So far, more than $4,000,000 has 


COPYWRITING 


1S MY BUSINESS 


JINGLES 


Yes, I will write a jingle 

To make your prospects tingle 

And beat a path directly to your 
door, 

To magnetize their money 

And make your sky right sunny 

By moving inventory off your floor. 

Just brief me on the story 

Of your claim to fame and glery, 

I'll convert it into rhythm and to 
rhyme, 

There will be no formal billing, 

As I'm sure you will be willing 

To reward me for my talent and my 
time. 


“Emerald Ed’ Brady 
7533 - Sth Ave. N, St. Petersburg, Fla. 


e Prompt 
e Powerful 
e Professional 


AV 2-3367 
HOLDEN Chicago 


‘been invested in custom-made sup- 
plements by advertisers like Amer- 
jican Cyanamid, Chrysler, Delta 
Airlines, Ford, General Electric, 
|Lorillard, Morton Salt, Standard 
Oil (New Jersey), Land O'Lakes, 
| R. T. French, Union Carbide and 


The Midwest's 
outstanding placement 
service for Adv. + Art & 

allied fields. 

By appointment only 
67 E.MADISON « SUITE1418 
CHICAGO 2, Ill. 
CEntral 6-5670 


BIRCH 


Service, 


Value Line Investment. 

For their money, these adver- 
|tisers got a total of 140,000,000 
copies in 60 newspapers. 


|m The package price to advertisers 
comes to about $300,000 for a 
four-color, eight-pager in 60 news- 


IS IT TIME TO CONVERT YOUR 
BUSINESS PUBLICATION TO THE 
OFFSET LITHOGRAPHIC PROCESS? 


If your trade publication needs to 
“dress up,” investigate the conver- 
sion ease and design flexibility of 
lithography. The publisher of the 
quality award-winning GRAPHIC 
ARTS BUYER has facilities to han- 
die one or two more class publica- 
tions on high speed, economical. 
single and two-color offset equip- 
ment. For information write Dept. 
GAB, Duralith Corporation, 1025 
Race St., Philadelphia 7, Penna 


EXPERTS ON YOUR STAFF— 
BUT NOT ON YOUR PAYROLL— 
GIVES YOU TOP MEN FORA 
TOKEN FEE! | ‘ea 


- Publishers 
Representatives 


310 East 49th St. 
- New York 17, N.Y. 
90 members — 


|papers with 10,000,000 circulation 
—about $3.75 a page. A 16-page 
section in 20 newspapers with 5,- 
000,000 circulation runs about 
$480,000, or $3 a page. 

These figures come from John 
|W. McPherrin, consultant to Pub- 
lication Corp., whose Alco-Gravure 
division has printed a number of 
special inserts. Others in the field 
include Cuneo Press and Stand- 
|ard Gravure. 

Newspapers appear to be pretty 
willing to carry the tailored sec- 
tions. A poll by the American 
Assn. of Newspaper Representa- 
|tives, along with the Bureau of 


Sales Representative 


Illuminated Plastic Signs and 
Clocks. Chicago and New York 
office. Train under experienced 
and successful manager. Draw- 
ing account against commission. 
Prefer man with advertising 
sales experience. Contact: 

Dualite Products, Inc., Cincin- 
nati 27, Ohio; or New York of- 
fice: 25 West 45th Street, N.Y.C. 


FREE: 
SAMPLE DISTRIBUTION 


Introducing a new product in the 
Chicago area? We will distribute— 
without charge—up to 100,000 sam- 
ples or other worthwhile items per 
week. We can hand them individ- 
ually to employed workers, men 
and women, representing a weekly 
buying power of $9 million. (We 
know—we cash their pay checks.) 
Our reward is the good will we 
create. Send details including na- 
ture, size and weight of item you 
want distributed to 


Mel Thillens 
Thillens Checashers 
2351 W. Devon Ave. Chicago 45, Ill. 


| Advertising, ANPA, showed that 
'519 of 591 responding approved 
|them. Among Sunday editions, 
183 out of 310 answered that they’d 
like to have the inserts. 


e In the meantime, newspapers 
have tried to work out “stuffing” 
charges acceptable to advertisers. 
They have been encouraged to 
figure these costs just as though 
they were doing the printing them- 
selves—and not relate charges to 
ad line rates. By the end of 1960, 
some 60 newspapers had come 


up with stuffing costs ranging from 


Pillsbury’s “Grand National Bake- | 


Custom-Made Supplements Lure Advertisers 
as ‘Blockbuster’ Ads for Special Problems 


$7 to $28 per 1,000 for an eight- 
pager. 

Supplement sizes from eight to 
32 pages are recommended, al- 


though the New York Times has| 


a 16-page minimum. Production- 
wise, the forms work out so that 
all or half the pages may be four- 
color. 


# From a preparation standpoint, 
the editorial side is new to most 
agencies. But its importance was 
hammered home by Mr. McPher- 
rin, who warned: “If public service 
or editorial purpose is lacking— 
even though it may seem to be an 
all-ad medium  you’re working 
with—your supplement will be 
less effective.”” He gave Pillsbury’s 
tear-out, “save-section” recipes as 
a public service example, then 
said a 75%-advertising-to-25%- 
editorial ratio is about right for a 
tailor-made. 

Another popular way to treat 
supplements 
corporate angle. Some agencies 
have embellished their product 
pitches for clients with heavy re- 
search copy, photos of plant lab- 
oratories and company histories. 
The result is a fairly definitive 
profile of the organization and 
what it makes. 


@ The idea has been to give read- 
ers material that closely resem- 
bles, in quality, the colorgravure 
section he’s used to getting. 

Just how much extra preparation 
and iegwork an agency is willing 
to do, to turn out a custom sup- 
plement, seems to be a topic for 
discussion right now. Mr. Mc- 
Pherrin, for one, foresees the day 
when a specialized publishing en- 
terprise will offer agencies a com- 
plete package deal—including 15% 
commission—covering: 

1. Editorial costs of time and 
materials. 

2. Production costs of printing 
and shipping to newspapers. 

3. Newspaper distribution costs 
(stuffing is one). 

4. Management overhead. 

Of these, printing and delivery 
figure out to something like 40% 
of the total. Also, negotiations with 
individual newspapers (the adver- 
tiser selects his own cities) would 


has been from the} 


be carried on by the publishing 
company. 


|'@ Postal regulations appear to 
pose no problem, at this time, for 
custom-mades. When the Pills- 
bury section was first submitted 
to postal authorities in June, 1959, 
it was declared unacceptable as 
second class mail. But a Dec. 15, 
1959, ruling cleared the way. 

Proponents of tailored sections 
;make no bones about diverting ad 
revenues from other media. “They 
'ean and should be compared with 
tv spectaculars or multiple pages 
in magazines,’ Mr. McPherrin 
| said. 

“The supplements are no sub- 
stitute for consistent advertising. 
They’re not a panacea. They are 
‘blockbusters’ to meet special 
problems in selected markets. Their 
purpose is to create new volume 
that otherwise would not get into 
| newspapers. 

“They do not serve the same 
ad purpose as regular r.o.p. or any 
regularly-issued periodical that of- 
fers any size space units as 
wanted. Thus far,’”’ Mr. McPherrin 
continued, “the fear of costly, un- 
known problems has _ persuaded 
some agencies not to recommend 
custom-made supplements. They’ve 
felt safer recommending multiple 
pages in a big national magazine 
or a tv spectacular.” 

The next user, he said, prob- 
ably would be an auto maker 
now being lined up to show off 
its 1962 models. + 


Rainier Runs Aluminum Ad 

The first printed aluminum foil 
ad ever to run in a western states 
newspaper ran June 28 in the 
Seattle Post-Intelligencer. Sicks’ 
Rainier Brewing Co. ran the ad for 
its Rainier beer’s new six-can 
“cold pack,” a foil carton that 
keeps beer cold for hours. Doyle 
Dane Bernbach Inc., Seattle, is the 
agency. 


Cowan to Pepsi Bottler 

Richard Cowan, formerly with 
Vendorlator Mfg. Co., Fresno, has 
joined Pepsi-Cola Bottling Co., Los 
Angeles, as vp of marketing, a new 
post. Mr. Cowan will direct sales, 
marketing, advertising and promo- 
tional activities of the local bottler, 
which puts out Bireley’s flavor 
drinks and Hires root beer in ad- 
| dition to Pepsi. 
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Goodrich to Establish Tire 
Centers in 8 Department Stores 
B. F. Goodrich Co., Akron, has 
established three tire, battery and 
accessory centers in department 


stores in Sarasota and St. Peters- Copyright by A. C. Nielsen Co. 


Network Radio's Top Advertisers* 


Based on Four Weeks Ending May 7, 1961 


burg, Fla., and St. Paul, and will 
establish five more centers this Home Broadcasts 
year in St. Louis (two), Minneapo- Total 
lis, Wilmington and Jamaica, N. ¥.| No. Home B’dests 
Goodrich is leasing the tire centers | of Delivered 
from the department stores and) Rank Advertiser B‘dests (000) 
will use the stores’ credit and mer- 1 Liggett & Myers Tobacco (MBS, NBC) .............0000+. 352 163,792 | 
chandising facilities. The tires will Chevrolet-General Motors (CBS, NBC) .........ccesece-0- 219 129,664 
be sold on a “one-price” basis and 3 = Standard Brands Inc. (CBS, MBS, NBC) ................ 239 124,080 
the centers will not sell truck tires, 4 — R. J. Reynolds Tobacco (4 Nets) ........ 261 111,778 
used tires, retreads or “change- 5 Pharmaco Inc. (ABC, CBS, MBS) ..0.............0ccccccceee 255 109,741 
overs.” 6 Mennen Co. (4 Nets) ............ 245 100,885 
7 Minnesota Mining & Mfg. (MBS)... 215 100,837 
New Memphis Agency Bows 8 CBS Electronics—CBS Inc. (CBS) 157 72,502 
A new Memphis agency, Draper/| 9 Metropolitan Life Insurance (NBC) ............::s0 125 72,493 
Munson/Swearingen Inc., has been | 10 Hudson Vitamin Products (MBS) .............ccccceseseees 188 66,515 
founded with headquarters at 416) 1! Ex-Lax Inc. (4 Nets) 175 61,272 
Hickman Bldg. James L. Draper 12 CURE TAR. LIE, GI, FOIE) anne escnsscasccstcccsccescnsccecs W 49,154 
and David H. Swearingen have) 13 Sylvania Electric Products (ABC, CBS, NBC) ............ 73 40,798 
acquired equal interests with Fred 14 Studebaker-Packard Corp. (ABC) 108 37,935 
F. Munson in Fred Munson Adver- | 15 Automotive-American Motors (NBC) 80 36,006 
tising Agency, which Mr. Munson 16 Int'l Minerals & Chemicals Corp. ( 90 34,028 
started last fall, and the name of 17 Mogen David Wine Corp. (NBC) .............cccecceeseeees 66 32,251 
the agency has now been changed. 18 General Mills Inc. (CBS, NBC) .........cccccceeseseeeeeees 66 30,812 
Mr. Draper and Mr. Swearingen 19 1. J. Grass Noodle Co. (NBC) 4) 23,736 
formerly were with Archer &/ 20 Sinclair Refining Co. (MBS, NBC) ..........ccccccccceeeees 73 23,397 
Woodbury, Memphis, as account 
cmmaeenene. Commercial Minutes 
Randol Joins Hicks & Greist No. Total 
Frank J. Randol, formerly as- Comm't Comm’! 
sistant director of Leather Indus- Min Min. Del'd 
tries of America and director of | Ro"* Advertiser Aired (000) 
the Sole Leather Bureau, has joined 1 Liggett & Myers Tobacco (MBS, NBC) ...........0.0000... 270 116,757 
Hicks & Greist, New York, as an 2 Chevrolet-General Motors (CBS, NBC) .................... 200 114,124 
account executive on the Endicott-| 3 Standard Brands Inc. (CBS, MBS, NBC) .. 188 90,435 
Johnson Corp. account. 4 NI SP I aad ct nidnicisnennnadicchsnnsovess 190 80,346 
5 Pharmaco Inc. (ABC, CBS, MBS) .............ccccceeeeees 193 77,797 
6 CBS Electronics—CBS Inc. (CBS) .... 141 58,885 
7 Metropolitan Life Insurance (NBC) .... 105 57,943 | 
as * 8  R. J. Reynolds Tobacco (4 Nets) .... 148 57,742 
| | EPB bI VU 9 Minnesota Mining & Mfg. (MBS)... 129 56,189 
10 Hudson Vitamin Products (MBS) ...............ccccc0eeeeeeeee 129 40,866 | 
WW Sylvania Electric Products (ABC, CBS, NBC) ........... 66 36,158 
12 GOREN SER, GIg Ss DUD ccccccesretsececscssscsccosensnicsec 84 35,299 | 
13 eas Ge, CS PURI) as vicccssccccscccsccscrscceccvcereosnesvensens 96 33,444 | 
14 Studebaker-Packard Corp. (ABC) .. 82 27,242 | 
In any language, 15 General Mills Inc. (CBS, | ER ae 55 25,574 | 
. 16 Automotive-American Motors (NBC) .............00000 60 25,453 | 
The Coder Rapids Gazette = 1, int'l Minerals & Chemicals Corp. (CBS) .... Ha 67 23,750 
is lowa’s Ist mewspaper = 1g Sterling Drug Ime. (MBS) ..ccccc.cssssssssssssssssssssseeeeeen 53 23,551 | 
in total advertising 19 Mogen David Wine Corp. (NBC) ........ccccsccssceeesesneee 50 22,982 
linage and provides 20 rr rere 38 21,630 


95% coverage of lowa's 
2nd largest market. 


*Ranked by total home broadcasts delivered and by total commercial minutes delivered 
for individual advertisers by oll programs and participation on all radio networks used. 


Richardson Names Brown 

Brown, Mitchell & Wright, Van- 
couver, has been appointed to han- 
dle advertising for A. D. Richard- 
son Co., Canadian distributor of 
specialty foods. 


Represented by 
Allen-Klapp Co. 


INEPBbIi means First in Russian 


Jacksonville, Fla., 


Outboard Magazines Adds Four 

Four former New York advertis- | 
ing and publishing executives have 
joined Outboard Magazines Inc., | 
publisher of 
Outboard and Boating Progress. | 
They include Jack Seville, editor 


and publisher, who previously was 
managing editor of Sports Afield; 
Irving Silverman, formerly busi- 


ce THE TRUE PICTURE of 
SEE SCRANTON HE 
WILKES-BARRE-HAZLETON MARKET 


ness manager of Esquire Inc., who 
will direct circulation activities; 
and Henry Legler, previously with | 
Warwick & Legler, who will serve 
in the creative development of 
projects for the Florida publishing 
company. Earlier this year, Paul 
Jones, a former corporate advertis- 
ing director of the New York Her- 
ald Tribune, was named president | 
and advertising director. 


Reuter Heads ABP Sales Group 
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EIN BISSELL AD—This is the center spread of a four-page color insert 

Bissell Inc., Grand Rapids, Mich., will run in the July 10 issue of 

Home Furnishings Daily for its electrics line, along with another 

eight-page insert for the remainder of its line. July 10 is:the opening 

date of the Summer Housewares Show in Chicago. Clinton E. Frank 
Inc., Chicago, is the agency. 


Kanzler to Kent & Hollaender 


Bart Kanzler, formerly assistant 
to the advertising director of an 
Arizona bank, has joined the cre- 


ative 
Advertising, Phoenix. The agency 
has also promoted Scotte Forrest 
to production supervisor. 
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~~ Ohe Scranton Gimes 


PROMOTION DEPT. SCRANTON 1,PA. 


Maynard L. Reuter, vp, Bill-' 
board Publishing Co., has been 
named chairman of Associated 
Business Publications’ sales devel- 
opment committee. The commit- 
tee’s budget for 1961-’62 fiscal year 
is $121,000. Van Brunt & Co., New 
York, is the agency. 


Richard & Gunther Reorganizes 

Richard & Gunther, New York, 
15-year-old industrial advertising 
agency, has been dissolved and re- 
organized as Packer Advertising 
Corp., New York. Archie Packer, 
president of Richard & Gunther, 
is president of the new agency. 


Douglas Turner Moves 
Douglas Turner Inc., Newark, 

has moved to new offices in the 

Raymond Commerce Bldg. 


American Broadcasting Co. ........ 60-61 
American Telephone & 


Boston Herald Traveler ..... 
Buffalo Courier Express 
Bundscho Typographers 
Bureau of National Affairs 


SIN WII hiccensicinccenscincbeiecasianens 


Consolidated Water Power & 


Eastman Kodak 
El Paso Broadcasters 
Eugene Register Guard 


Family Weekly 
Flower & Garden Group ................. 29 


Fort Worth Star-Telegram. ............ 30 
Good Housekeeping .................... 87 
Greensboro News-Record .............. 4 
Guide to Home Planning 

INE Sadstetnabictiesvceresneritnebivenns 79 
POD BIRD sascrvecinsersveseveveereveseene 78 
House & Home ..................... ..20-21 
Houston Chronicle ...........00000000..... 43 
EE CRIED binientitisnssndedncsinusionserercsits 89 
Hutchings & Melville 0.000.000.0000... 30 
Ilinois State Journal and 

EE ccnvevtatileniecs diese ..107 
Indianapolis Star and News ........ 54 
Institute of Radio Engineers ........ 26 
IY CHIR sarsensetanedsniieiateisteirinscniecees 95 


ch 9 may occ Ti 

Advertising Age... 63, 74-75 
Advertising Checking Bureav ........ 62 
Advertising Council 2.0.0.0... 42 
Anchorage Daily Times .... . 14 
Allied Associates .............. ws ae 
American Airlines ............cccceeees 97 


PUI Gi sacicisscctticesesiscesecee 46 
America’s Textile Reporter ............ 54 
TE GO FOB xcincrtitirciicnmecs 77 
TD FI  ccvcisicesicniccavnssiiocens 24-25 
Be iy GUNIE cichnsicsenuncoscnneenscatinneuiie 47 
Be FO, IMD sisi sscaniscecccscsneontrncsnvsences 
IN IE consccisisncccasesvoveesmstesen 
Be Se TRIE eicnteccescctcsieses 
Better Farming Methods 
SII MINE SPicctutivarcatccislestavcinescesucal 


Century Electrotype Co. ................ 56 
Chicago Sun-Times and 

EE NIN: sasciinsesimnenisvcrnerestienis 53 
Cincinnati Enquirer... 58 
Cleveland Plain Dealer ................ 28 
Collins, Miller & Hutchings .......... 59 


Columbia Broadcasting System ..16-17 
NE I, secdesasatmmcstavszecetnsnteneviione 4) 


Des Moines Register and Tribune .. 73 
Duhamel Stations ..............0:ccccceeee 64 


Advertisers in This Issue 


The following list of advertisers in this issue is published solely as a convenience. 
While every effort is made to maintain accuracy and completeness, last minute 
y result in unavoidable omissions or errors. 


UID. secdamincsescnsumsetinlacipentianconiecotel 23 
GFE»  anstnlinnssvitnecdinetinenciianing 6 
Ladies’ Home Journal ...............00: 7 
Lake Shore Drive Hotel ................ 104 
ROI schviinchcinparnsdaicgeaaveapveuetinseianl 101 
Los Angeles Herald Express .......... 34 
Lubbock Avaianche-Journal .......... 62 
Machine Design ..........ccccecceeeesseeees 39 
McClatchy Newspapers ................ 31 
McGraw Hill Publishing Co. ....66-67 


CTT TORI GO. sccecictivsvevsessicninnes 32 
Miami Herald ........... 
Municipal Group 


National Geographic 
Nation's Schools 
New London Day 
New Yorker 


New York Journal American ........ 104 
Bn eee VW 
i Tc NS SEIN. ereciccnsnrcencciestcainys 32 
IORI: scccscicinsercinmnceiverremnsnioies 76 
Outdoor Advertising Inc. .............. 35 
PUI sahicsssiansecsbcedincenintinisnesieitints 66 
Philadelphia Bulletin ............0....... 8 
Philadelphia Inquirer ..............0.0 19 
Portland Press Herald .................. 114 
Progressive Farmer .............c00c00 93 
Providence Journal-Bulletin ........ 4 
PTS. TEND COD: cccrececessrcsscscesseee 193 
SNMIIED ‘icnissincucndsieiahibnitincenedabieiibeiibenstits 84 
BRNOIIOD,  sciisicsnsicictatiiceidaceabessseincbbaen 22-23 
St. Anthony Messenger .................. 78 


St. Paul Dispatch-Pioneer Press .... 80 
San Francisco Chronicle ................ 

Scranton Times 
Show Business Illustrated 
Sioux City Journal 


Storer Broadcasting Co. .........0006 65 
UITEE TEIN siterccassiencsivenissaniornin 102 
TOS. WHMIS. sciscsecsvniessccencscsssstnncientns 5 
Toledo Blade and Times ................ 49 
Pe IIE itessenticcncentcnnesseiscennernte 26 
Wer INI dsistasascccnsngicewsncnninnstesniiontons 115 
MII snestiintitincsarierccemissinnes 34 
Wall Street Journal ...........000000 71 
WO BIE: ccciccacszsescvcscsnieccees 69 
WAVE 

wceBs 

wcco 

Western Horseman ...........cccccccccees 28 
Western Union Telegraph Co. ...... 99 
We»: canndsthsinininlndticdlinbseasruniiiel 56 
SE arelaecebtnnictipilesdinbencdateccaagl 50-51 
Wilding Picture Productions ........ 104 
Wirtz, Haynie & Ehrat ............ — 
NITE ‘hisesecht ines siiesohenistictniediricepnaicaiesioesientn 14 
ET scsicvinssininiannedignineianiniane 48 
Young & Rubicam, Inc. ................ 91 


staff of Kent & Hollaender 
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Magazine Ad Revenue and Pages, First Half of 1961 


Source: Publishers Information Bureau 


Per Cent Revenue Per Cent r Pages Per Cent 
1961 1960 Change 1961 1960 Change 1961 1960 Change 
*Screen Stories .... 10.43 19.42 —46% 
446.49 —3% $ 793,321 $ 830,045 — 4% Screen Stories ....... 63.09 81.99 —23 
124.11 —2 497,000 508,468 — 2 Fawcett Women’s 
1,758.44 —9 69,429,332 70,483,653 — 2 MIE Sccapncsessseseseaes 52.82 62.98 —l6 
787.08 —4 29,300,190 27,802,101 +5 *Motion Picture ..... 13.09 20.77. ~—-37 
2,561.63 — 9 9,252,286 9,443,134 — 2 Motion Picture ....... 66.73 83.75 —20 
; 1,513.99 —15 13,229,582 14,126,651 —6 *True Confessions . 53.07 78.14 —32 
Presbyterian Life ...... 79.65 80.05 — 1 313,299 275,703 +14 True Confessions ... 106.96 141.10 —24 
RINNE: « nacdecclvsercssniss 277.90 211.45 +31 230,088 151409 +52 True Story Women’s 
Sat. Evening Post .... 1,091.26 1,536.03 —29 45,017,702 56,209,968 —20 EE Ritacctiasiciass 40.87 54.16 —25 
Saturday Review ........ 538.43 578.63 —7 994,545 972,336 + 2 *Photoplay ............. 59.66 88.20 —32 
Sports Illustrated ...... 940.61 982.40 —4 7,733,346 7,315,857 + 6 Photoplay ................ 100.53. 142.36 —29 
TV Guide .. 472.11 329.26 +43 8,500,483 5,664,024 +50 *TV Radio Mirror ... 5.31 11.32 —53 
WED henvndhdcersbeciatctsncsions 1,329.01 1,587.18 —16 24,970,467 27,036,786 — 8 TV Radio Mirror ..... 46.18 65.48 —30 
U.S. News & World *True Experience ..... 16.31 28.09 —42 
I iinticertacacveces 1,233.26 1,504.12 —18 9,967,656 11,316,235 —12 True Experience ..... 57.18 82.25 —3) 
MAN. shetssarasincasnds 12,496.78 14,000.86 —11 220,229,297 232,136,370 — 5 TTP GID ccccicsscsoses 15.73 27.98 —44 
MONTHLIES TO ID sia sak ecieviivs 56.60 82.14 —31 
American Legion ........ 87.70 88.27 — 1 642,984 650,675 — 1 *True Romance ....... 17.74 2704 —34 
CII Sackasnecconieacinsini 123.69 118.44 + 4 740,099 834,193 —11 True Romance .......... 58.61 81.20 —28 
ME, irre nuniacreacess 256.98 261.35 — 2 604,416 562,856 + 7 of | 206.39 258.47. —20 
I Sac iceshnciinkies 249.01 314.19 —21 1,924,793 2,281,245 —16 True Story... 247.26 312.63 —21 
Cosmopolitan _............ 164.02 144.21 +14 653,672 573,074 +14 DEEN: -diiecnsecicnens 628.87 866.93 —28 
Ebony 394.95 459.72 —14 1,625,499 1,424,878 +14 Dell Total Revenue 
Elks Magazine ............ 78.75 80.67 — 2 270,996 276,294 —2 Fawcett Total Revenue 
IE inteiintasisncineicne 401.62 458.66 —12 3,339,416 3,635,884 — 8 Macfadden Total 
SEY Giersiestivins 161.87 173.75 —7 327,346 335,046 — 2 Revenve ........... 
Harper's Magazine .... 248.54 245.73 + 1 535,538 481,683 +11 *Non-group pages and dollars carried by individual magazines. 
SINK. <inacisinssaiviiniices 594.47 694.87 —14 5,592,050 6,096,352 — 8 BUSINESS 
National Geographic 272.15 323.50 —16 3,226,958 3,415,845 — 6 a ae 2,009.14 2,507.13 —20 
PI accncriasatenns 207.65 142.63 +45 1,567,934 916,397 +71 Roel Males 434.67 517.61 16 
Reader's Digest ........ 492.36 453.44 +9 20,118,637 17,619,777 +14 Gel 354.10 374.10 —5 
MID, - skeissevekdecasivees 258.18 231.81 +11 3,722,063 2,817,070 +32 See 926.71 1,130.35 —18 
Saga 86.89 9388 —7 110,481 113,895 —3 Sastnnth Settee, 
MI. | dctsiesrssssschabseriins 90.53 96.42 —6 191,124 190,638 0 Sie 163.07 16739 —3 
IE . darisbcatsccanseiens 64.07 51.59 +24 185,770 155,033 +20 eatiiets tines 289.47 354.25 —18 
Town & Country ........ 394.49 438.04 —10 862,384 837,989 + 3 el 4,177.16 5,050.83 —17 
WO cecreccisnenniittacesiss 209.48 182.08 +15 2,486,628 2,075,378 +20 Pipe ore 
_ ae 4,837.40 5,053.25 — 4 48,728,788 45,294,202 + 8 ay 
WOMEN’S American oe 117.54 136.35 —14 
Bride’s Magazine ...... 363.45 38534 —6 969,560 990,689 —2 | ro werdyousiany censors 160.96 175.35 — 8 
Family Circle ....cssss... 273.08 301.86 —10 6,528,024 6,807,423 —4 | otestic Magazines 224.38 276.36 =—I9 
Good Housekeeping .. 491.82 560.18 —12 10,479,005 11,115,589 — 6 Total sesso 502.90 588.06 —I4 
Ladies’ Home Journal 403.11 482.04 —16 13,711,116 14,238,235 — 4 OUTDOOR & SPORTS 
I: hicinectiasaisaserss 542.28 533.42 + 2 18,476,720 14,339,578 +29 Field & Stream ........ 402.72 439.20 — 8 
Modern Bride ............ 305.11 301.97 +1 620,670 565,373 +10 Outdoor Life ... 414.93 427.58 —3 
Parents’ Magazine .... 354.10 402.69 —12 3,875,711 4,245,123 —9 Sports Afield ... 345.91 373.81 —7 
Seventeen oo... 644.85 675.39 — 5 3,469,085 3,263,690 + 6 Total ......sss0sseee 1,163.56 1,240.59 — 6 
Woman's Day .... 233.02 249.54 —7 4,986,269 5,094,759 — 2 | MECHANICS & SCIENCE 
| peeronen 3,610.82 3,892.43 —7 63,116,160 60,660,459 + 4 Mechanix Illustrated .. 375.01 421.35 —11 
HOME | Popular Mechanics .... 595.12 677.66 —12 
American Home ........ 236.98 256.31 — 8 4,323,973 4,614,731 —6 Popular Science ........ 542.52 603.80 —10 
Better Homes & UNE eptitcictinssconss 1,512.65 1,702.81 —I11 
DORE cccictcecccne 398.36 559.24 —29 11,770,963 15,306,575 —23 | FARM 
Flower Grower .......... 303.28 357.70 —15 697,066 782,424 —11 Farm Journal ............ 452.36 490.46 —8 
House Beautiful ........ 479.08 588.28 —19 3,099,071 3,640,030 —15 Progressive Farmer .... 419.03 468.57. —11 
House & Garden ........ 428.17 481.82 —11 2,526,260 2,516,696 0 Successful Farming .... 427.25 491.00 —13 
SIR ccsctccmrerinccrnsnese 290.08 40585 —29 1,619,563 2,237,655 —28 a ns 1,298.64 1,450.03 —10 
Sunset Magazine ...... 786.18 874.33 —10 3,442,426 3,839,451 —10 Generel & Para 
BEE sntitieaneten 2,922.13 3,523.53 —17 27,479,322 32,937,562 —I17 Magazine Total 35,423.77 29,767.00 —11 
FASHION 
Glamour-Charm ..... 552.61 557.68 —1 3,217,036 3,030,983 + 6 Sas Sarre 
American Weekly 108.35 155.15 —30 
Harper's Bazaar ........ 531.70 526.55 + 1 2,720,147 2,486,087 + 9 Family Weekl 237.35 228.77 +4 
Mademoiselle ............ 489.97 461.42 +6 2,158,194 1,862,644 +16 erg ics 
First 3 Markets ........ 197.35 245.40 —20 
VOOD cereresrorsssserccsssers 698.58 852.03 —18 3,672,202 4,231,260 —13 O4:¥, Tense hagesine 1,690.28 1,750.43 —3 
NE siratineesssisises 2,272.86 2,397.68 — 5 11,767,579 11,610,974 + 1 eas 298.09 335.00 —11 
MOVIE-ROMANCE-RADIO Suburbia Today . 104.92 98.87 +6 
Dell Modern Group .. 52.66 62.57 —16 475,657 556,383 —15 on edt 369.00 436.64 —I16 
*Modern Romances . Pr Ba or ~“_ penn pon —— Newspaper Sections 
Modern Romances 4. . —_ ’ 1 — 
*Modern Screen .... 22.47 34.01 —34 86,771 148,117 —41 APF srnecenioom 124 63S 8 
Modern Screen ....... 75.13 96.58 —22 300,818 398,490 —25 38,429.11 43,017.26 —11 


Magazine Pages, 
Revenues Off in 
Ist Half of ‘61: PIB 


(Continued from Page 1) 
azine Advertising Bureau, showed 
all magazines with a total of 35,424 
pages in the first half, as com- 
pared with 37,767 in 1960’s opening 
six months. Revenues were at 
$419,031,468, as compared with 
$436,072,395 in the first half of 
1960. 


a “Despite the drop-off from 1960 
—the biggest year in magazine 
history—totals of magazine dol- 
lars in the first six months of this 
year still exceeded the total for 
the same period in all other 


years,” said the MAB. The bureau 
reported that three categories of 
magazines—fashion, monthlies 
and women’s books—showed dol- 
lar increases. 

MAB put newspaper sections’ 
revenues at $49,391,690, a decline 
of 10% from the 1960 figure of 
$55,121,837. Pages in the supple- 
ments were down 11%, declining 
from 43,017 to 38,429. Biggest loser 
was The American Weekly, off 
30% in pages and 38% in reve- 
nues. Top gainer was Suburbia 
Today, up 6% in pages and 48% 


— 


in revenue. + 


SME Plans New Monthly, 
‘Sales/Marketing Today’ 
Sales & Marketing Executives 
International, New York (formerly 
National Sales Executives), will 
publish a successor to its ill- 
starred Salesweek next month 
The new monthly will be titled 
“Sales/Marketing Today” and will 


be edited by Phillip S. Cooke, for- 
merly editor of Restaurant Equip- 
ment Dealer. Robert A. Cooper, 
SME’s director of public relations, 
will be publications director. Edi- 
torial policy will be directed by 
Peter E. Schruth, vp and ad direc- 
tor of The Saturday Evening Post; 
and Charles W. Zerweck, vp of 
Slater Food Service Management, 
Philadelphia. 

Unlike Salesweek, which was 
published for the association by 
Vision, Inc. and which ends publi- 
cation this month, “Sales/Market- 
ing Today” will not carry ad- 
vertising. Circulation will be the 
same; it will go to the 30,000 mem- 
bers of SME. 


ABC Elects 3 New Directors 
Three new directors have been 
elected to the board of the Audit 
Bureau of Circulations. They are 
Frank Geoghegan, business man- 
ager of the Patriot-Ledger, Quin- 


GRAND TOTAL 


cy, Mass., who succeeds Richard C. 
Steele, Telegram-Gazette, Wor- 
cester, Mass.; L. W. McFetridge, 
circulation director of the Tulsa 
World and Tribune, who replaces 
the late E. Roy Hatton, Detroit 
Free Press; and David F. Beard, 
general director of advertising, 
Reynolds Metals Co., who succeeds 
Walter P. Lantz, Shulton Inc. 


Ullman & Richard Form Agency 

Victor Ullman and Jim Richard, 
former partners of Charles R 
Baker in Burr Agency, have an- 
nounced the formation of a new 
communications agency, Ullman, 
Richard & Associates, 222 Michi- 
gan St., Toledo. The company will 
handle industrial advertising, pr, 
publicity and promotion. 


‘Institutions’ Boosts Two 
Institutions Magazine, Chicago, 

has appointed Carl P. Barnett na- 

tional sales manager. Mr. Barnett 
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-————— Revenue Per Cent 

1961 1960 Change 

$ 12,638 $ 24,655 —49% 
83,986 108,114. —22 
382,799 429,185 —11 
47,203 65,297 —28 
225,592 239,116 —5 
203,291 311,312 —35 
407,701 566,678 —28 
721,419 989,675 —27 
305,302 419,784 —27 
492,869 631,576 —22 
10,675 24,662 —57 
97,246 157,278 —38 
15,804 25,331 —38 
59,090 78,773 —25 
15,247 25,201 —40 
58,533 78,643 —26 
17,052 38,390 —56 
60,338 135,378 —55 
1,838,294 2,550,315 —28 
2,155,717 2,991,711 —28 
4,362,456 5,963,400 —27 
805,370 1,084,248 —26 
633,293 805,794 —21 
2,923,793 4,073,358 —28 
9,873,477 10,892,649 — 9 
779,364 912,771 —15 
1,123,960 1,178,797 —5 
5,457,435 6,098,551 —l1 
167,542 168,203 0 
1,553,867 1,781,310 —13 
18,955,645 21,032,281 —10 
341,851 362,051 — 6 
1,055,636 1,148,467 — 8 
1,236,347 1,424,254 —13 
2,633,834 2,934,722 —10 
1,801,646 1,862,468 — 3 
1,633,344 1,676,640 — 3 
1,398,270 1,525,254 —8 
4,833,260 5,064,362 — 5 
973,298 983,776 — 1 
1,883,887 2,190,189 —14 
1,724,403 1,894,332 —9 
4,581,588 5,068,297. —10 
6,280,054 6,573,167 — 4 
3,334,782 3,738,814 —11 
2,728,703 3,057,735 —11 
12,343,539 13,369,716 —8 
419,031,468 436,072,395 —4 
3,609,892 5,861,340 —38 
4,562,192 4,150.095 +10 
3,873,660 4,751,235 —19 
6,786,592 6,690,809 + 1 
10,799,680 12,082,659 —11 
747,259 506,502 +48 
19,012,415 21,079,197 —10 
49,391,690 355,121,837. —10 
468,745,214 491,194,232 —5 


was formerly central manager, 
headquartering in Cleveland. 
James A. Perkins, of the Chicago 
sales staff, has been named to suc- 
ceed Mr. Barnett as central man- 
ager in Cleveland. 


Allis-Chalmers Names Parker 

Charles W. Parker Jr., former- 
ly director of sales promotion of 
the industries group, of Allis- 
Chalmers Mfg. Co., Milwaukee, 
has been promoted to the new 
post of general marketing manag- 
er, new products department of 
Allis-Chalmers. 


Hamilton-Skotch Names Lapine 
David S. Lapine, vp of Hampden 
Specialty Products Corp., a sub- 


sidiary of Hamilton-Skotch Corp., 
has been given the additional du- 
ties of sales advertising and pr vp 
of Hamilton-Skotch, manufacturer 
of picnic and ovtdoor products. 
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Ad Volume in 


Common Market 
Grows; Still Lags 


(Continued from Page 3) 
Market countries are still some- 
what “underdeveloped.” 

The members of the Common 
Market are Germany, France, Italy, 
Belgium, Luxembourg and the 
Netherlands. Together they have a 
population greater than that of 
the U.S. 


es In West Germany, some $550,- 
000,000 was spent on all forms of 
advertising last year, an increase 
of $75,000,000 over the previous 
year’s spending. 

Of this amount, about $300,000,- 
000 was spent for advertising in 
newspapers and another $180,000-, 
000 laid out for magazine adver- 
tising. The daily press accounted 
for 49% of the paid newspaper 


BUSINESS MAGAZINE SPACE SALES 


Need hard-working man to build an estab- 


lished Midwest territory. Must now be 
resident Chicago. own modern car. have 
good health and proven sales ability: be 


determined. skillful, cooperative and pro- 
duce sales results in diversified competi- 
tive market. Salary. commission, expenses. 
profit-sharing. all benefits 
Want College deg.. Service exp.. age 28-35 
superior intelligence, integrity. ability t 
speak. write. Travel about 40 
sume, references, requirements to J 
Krom, Dun’s Review, P.O. Box J. Chicago 
90. Ill. Mail marked “‘Personal"’ treated in 
strict confidence. Interviews by invitation 
only 


permanence 


+3 Metro Area 
In New England 
For HH Sales in 

Lumb. - Bldg. - Hdwr. 


NEW LONDON-Groton- 
Norwich is 3rd-highest in house- 
hold sales of Lumb.-Bldg.-Hdwr. 
among all New England Metro 
Areas! * 


Over half the Metro Area 
population is in New London's 
ABC City Zone (90% covered 
by The Day) . . . with a ‘‘plus”’ 
in the 9 city Trading Area of 
45,711! 


* SM ‘61 Survey 


The Dap 


NEW LONDON, CONNECTICUT 
National Representatives: 
JOHNSON, KENT, GAVIN 

& SINDING, INC. 


space. 

Television advertising more than 
doubled, from the $14,200,000 
spent in 1959 to $33,000,000 in 
1960. 

Only 1.5% of the total gross in- 
come for social products is being 
spent for advertising in West Ger- 
many, the association said. Even 
that shows an 11.3% rise over the 
previous year’s outlay. But in 
view of the considerably greater 
spending for advertising in Amer- 
ica, it is far too low in Germany, 
the experts state. 


a In America, the association said, 
an average of $62.60 is spent on 
advertising for every individual. 
Sweden ranks second, spending 
$27.20 per individual; England 
spends $21.60 per person. West 
Germany is a poor fourth place, 
spending $16.30 per person, fol- 
lowed by Belgium with $11.10, the 
Netherlands with $8.90 and Italy 
with a mere $2 per person. 
Advertising in Germany is mak- 
ing great strides forward in tech- 
nical publications and in aiding 
scientific developments, as well as 
in informing the population about 
new food and household achieve- 


ments. 
Generally in Germany, about 
15.4% more was spent on adver- 


tising in 1960 than the year be- 
fore, but the net income from 
social products also showed a great 
increase. There’s plenty of room 
for more and better advertising in 
West Germany and the Common 
Market lands, according to the 
general consensus. 


s Dr. H. Jonas, director of the 
central association, protested 
against a proposed German ad- 
vertising tax. He said that either 
it would serve to reduce the 
advertising budgets which are nec- 
essary to introducing and popular- 
izing products, or it would ulti- 
mately be passed on to the buyers 
in the form of higher prices. 


GERMAN TV BILLING 
UP 62% IN 4 MONTHS 
FRANKFURT, July 5—It’s antici- 
pated here that the 1961 volume of 
television commercials on West 
Germany’s seven-channel network 
will reach over $50,000,000. 
The first four months of the 
year showed a 62% increase in tv 


commercial income over the same | 


period of last year. 

Highest income last year in West 
German television industry from 
Network No. 1 was in October, 
1960, when the commercial billing 
totaled about $3,350,000. That 
month, of course, included the peak 
of the pre-Christmas advertising. 

But January, 1961, surpassed last 
year’s high, with a volume of $4,- 
289,750, and in April a new record 
was reached: $4,946,000. 


® The Saarland’s commercial tele- 
vision alone now accounts for an 
income of about $250,000 monthly, 


DUAL CAMPAIGN—Midland-Ross Corp., Cleveland, has 
launched a new corporate campaign with a dual 
approach. The spread on the left is the first of a 
series which started in the July Fortune. The left- 
hand page tells the corporate story; the right-hand 


page is devoted to one division. The page ad on the 
right is the first of a series of two-color units start- 
ing in U. S. New 
trating on the corporate story. Meldrum & Few- 
smith is the agency. 


s & World Report in July concen- 


and the Saar reached a new total 
of 1,279 commercial spots in March 
1961. 

Since the second television net- 
work in West Germany just got 
started on June 1, 1961, it’s ex- 
pected that the commercial grosses 
will climb even higher. So far 
there are no commercials on the 
new net, but it’s expected that 
eventually the spots will be ex- 
tended to the second net as well. 

Right now, the commercial time 
on Network No. 1 is entirely sold 
out for the year, even though 
some of the seven stations belong- 
ing to the net have extended their 
commercial time. Most of the spots, 
though, are still lumped for six 
or seven minutes at the beginning 
and at the end of a program 
slotted around 7:30 p.m. = 
Pittsburgh Adclub Elects 

William M. Smith, vp and di- 
rector of sales of Pittsburgh Out- 
door Advertising Co., has been 
elected president of the Pittsburgh 
Advertising Club for the 1961- 
*62 term. Other new officers are 
William P. Raines, Koppers Co., 
vp, programs; Carleton Cummings, 
Herbick & Held, vp, special activi- 
ties; Pat Taylor, The Animators, 
vp, women’s activities; A.R. Tei- 
feld, Copperweld Steel Co., vp, fi- 
nance; and Polly Reilly Patterson, 
Bell Telephone Co. of Pennsyl- 
vania, vp and secretary. 


Tricebock Opens Own Agency 
Kenneth F. Tricebock, former- 
ly general manager of Horace L. 
Gross Advertising Agency, Phila- 
delphia, has opened Tricebock 
Advertising Agency, 6719 N. Broad 
St., Philadelphia, to specialize in 
building and real estate accounts. 
Robert J. Trasatti has been named 
art director and Barbara Dailey 
production manager of the agency. 
Both formerly were with Gross. 


FIRST in the 
United States 
among cities 
under 150,000 
population. 


PORT 


= 


SIXTH in the 
United States 
among ideal 
testing cities 
regardless of 
population. 


LAND, 


SECOND of all 
testing cities in 
New England 
regardless of 


size. 


MAINE 


the testingest market in the country 


PORTLAND PRESS HERALD 
94% coverage of ABC retail zone 


EVENING EXPRESS 
100% coverage of city 26ne 


SUNDAY TELEGRAM 


Chancellor Succeeds 


Garroway on ‘Today 


New York, July 6—The future 
of $10,000,000 worth of NBC-TV 
billings rests on the broad shoul- 
ders of John Chancellor, veteran 
news man. On July 17 he takes 
over as permanent replacement for 
Dave Garroway on the “Today” 
show. 

Mr. Garroway resigned from 
NBC’s second highest grossing 
property—“Today” is  outbilled 
only by Jack Paar’s program— 
several weeks ago, after nearly 
ten years of early rising. Mr. Gar- 
roway has not indicated his future 
plans. 

The current “Today” sponsor 
list includes nearly 20 companies. 
The magazine-plan program ad- 
vertises a wide variety of wares 
and services, ranging from a San- 
ta Claus letter writing promotion 
for banks to Washington potatoes 
to Florida real estate to organs 
and pianos. Throughout the year 
the telecast is about 75% sold, 
with most advertisers ordering 
the full lineup of 147 stations. 
About 60% of the sponsors come 
back for repeat runs, and some 
have been on the show for years. 


’ 


# Among the biggest backers are 
S&H Green Stamps (Sullivan, 
Stauffer, Colwell & Bayles), which 
carries a daily five-minute inter- 
view insert with Anita Colby, and 
Du Pont (BBDO and N. W. Ayer 
& Son), on the show throughout 
the year for a variety of products. 
Flexibility is one of the prime 
attractions of this telecast, on 
which sponsors can buy as little 
as a minute for about $5,500 on 
the basic minimum lineup. 

When Mr. Chancellor becomes 
host of “Today,” the show will 
switch back from a tape to a live 
schedule. There will, however, be 
taped segments for guests not 
given to early rising. 

Frank Blair, longtime news man 
on the show, will remain, but Jack 
Lescoulie, its sports expert, de- 
cided he didn’t want to go back to 


‘a live schedule. A female regular 


for the cast will be selected later. 


s Are advertisers worried about 
the prospects of “Today” without 
Dave Garroway? They aren’t yet, 
judging from queries made this 
week by ADVERTISING AGE. 

“It’s a very good show,” said 
Philip Cohen, vp of Sullivan, 
Stauffer. “It’s the general opinion 
that John Chancellor did an ex- 
cellent job on his tryout week for 
the host job.” S&H Green Stamps 
renewed for a 19-20 week run 
since Mr. Garroway left the pro- 
gram. 

BBDO has “Today” schedules 
running for Du Pont and Sheaffer 
Pen Co. Both advertisers, accord- 


|ing to Herminio Traviesas, BBDO 


vp, have indicated that they are 
still interested in the program and 
have asked the agency to watch it 
carefully. “We think it’s still a 
good buy, but with a change of 
faces, you’ve got to watch it,” Mr. 
Traviesas said. He pointed out 
that Mr. Garroway had been ex- 
ceptionally cooperative with ad- 
vertisers. 

Mr. Garroway personally han- 
dled some Du Pont commercials 
as he did those of other clients. 
Sometimes sales messages were 
presented by the show’s girl of 
the week and sometimes by Mr. 
Lescoulie, and still other times by 
a specially selected male or female 
announcer. 


es Mr. Chancellor, who doesn’t 
want to endanger his status as an 
NBC news man—he quit NBC’s 
Moscow news bureau to take the 
higher paying five-a-week assign- 
ment with “Today’—will not be 
available for commercials. But Mr. 
Blair and the female _ regular 
member of the cast will be. 

The latest sponsor records show 
these names on the “Today” 
books: Ben Mont papers (Wood- 
ard, Voss & Hevenor): Better 
Vision Institute (Doherty, Clifford, 


Steers & Shenfield): Devoe & 
Raynolds (Erwin Wasey, Ruth- 
trauff & Ryan); Du Pont (BBDO 


and Ayer); Eaton Paver Co. (Chi- 
rurg & Cairns); Gibson Art Co. 
(Cye Landy Advertising); Gulf 
Guaranty Land & Title Co. (Paul 
Venze Associates): Jaymar-Ruby 
(Fladell, Harris & Breitner); Kay- 
ser Roth Corp. (Daniel & Charles) ; 
Polaroid (Doyle Dane Bernbach); 
Santa Claus letter writing pro- 
gram for savings banks (Post- 
mark Advertising); Sheaffer Pen 
(BBDO); Smith-Corona (BBDO): 
Sperry Hutchinson (SSC&B); 
Washington State Potato Commis- 
sion (Ben Sackheim); James O. 
Welch Co (Chirurg & Cairns); 
Electric Storage Battery Co. (Mel- 
drum & Fewsmith); and Wurlitzer 
Co. (Clinton E. Frank Inc.). + 


McQuaide to ‘Post-Gazette’ 

James McQuaide, previously an 
advertising representative, has 
been named retail advertising 
manager of the Pittsburgh Post- 
Gazette. The post was created via 
the promotion, on May 1, of An- 
gelo DiBernardo, who was named 
ad director to replace George So- 
marindyck, a vp, who retired 
(AA, April 24). 


Hearst Reelects Hearst 
Randolph A. Hearst has been 
reelected president of Hearst Con- 
solidated Publications and elected 
president of Hearst Publishing Co. 
At the same time, Hearst Maga- 
zines has appointed Lorna Opa- 
tow, previously associate research 
director of Good Housekeeping, 
associate research director. 
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*PIB, first 6 months, 1961 (no rate increase) 
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Che 
Francisco Chronicle 


is proud to announce 
its association with 


LMON D Ses 


OF LONDON 


and the 


MANCHESTER GUARDIAN 


in the publication of 
the news services of 
these two distinguished 
newspapers exclusively 
in Western America 
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